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Abstract

Viral Marketing is a type of marketing that is low-cost because it relies on social media to
spread information. The phenomenon of online shopping is increasingly becoming the choice
of many people, because shopping online can save time without having to go to a physical
location to shop. There are several factors that consumers need to consider before making
a purchasing decision, such as trust, where in making online transactions it is important to
have certainty, ease in finding the desired product, and clear information about the product
and how to buy. This study was conducted using descriptive and verification methods, which
then produced conclusions and suggestions. Samples were collected using the Incidental
Sampling method, with a total of 205 respondents. Based on the analysis that has been done,
this study proves that Viral Marketing has a significant influence on Customer Trust.
Furthermore, Customer Trust also has a significant influence on Purchasing Decisions. In
addition, Viral Marketing has a significant influence on Purchasing Decisions.
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INTRODUCTION

Business development today is
influenced by aspects that follow
developments that occur in the
surrounding area (Hardianti et al., 2023).
Tight business competition requires
business people to think more in carrying
out business that is starting to be
influenced by globalization and one of the
biggest influences in business and
marketing is the sophistication that
facilitates technological performance and
the number of technology users among
producers and consumers (Tanuwijaya &
Mulyandi, 2021). Business competition
today is a challenge for companies to stay
in this competition. Competition that
continues to be strong requires a strategy

that can keep the business growing
(Hardianti & Arifianto, 2023).
The penetration rate of e-

commerce in Indonesia is expected to
continue to increase every year (Praditya &
Purwanto, 2024). E-commerce in Indonesia
is currently experiencing very rapid
development. The development of e-
commerce in Indonesia makes it easier for
marketers to open their online stores. The
convenience for customers to order
products online can be obtained through
smartphones that allow customers to order
products online anytime and anywhere
(Hosseinikhah Choshaly & Mirabolghasemi,
2022). E-commerce competitors are
competing to pamper their customers with
various shopping offers filled with promos,
discounts and cashback. These sales are
believed to be able to attract a dense
number of transactions (Hosseinikhah
Choshaly & Mirabolghasemi, 2022).

Based on the e-commerce Map
released by databoks.katadata.co.id,
Tokopedia has successfully maintained its
first position as the top e-commerce in a
row based on the ranking of the top 10 e-
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commerce with the most visitors in
Indonesia in the second quarter of 2022.
Tokopedia is a market place that uses
technology to connect and grow
ecosystems, from reaching the unbanked
population, to providing added value to
producers such as farmers and servants.
Tokopedia is one of the largest
contributors to the economy in Indonesia
by generating more than 1% of the total
economy in Indonesia. Tokopedia sells
more than 550 million products with
various types such as fashion, mother and
child, beauty care, food and health,
electronics, automotive, hobbies,
household and mobile phones. Tokopedia
has a monthly number of visits reaching
one hundred million people every month
and this is supported by Tokopedia's
presence in almost 99% of sub-districts in
Indonesia.

Based on iPrice, Tokopedia is able
to attract an average of 158.3 million site
visitors per month. Cumulatively, during
the period from the third quarter of 2019
to the second quarter of 2022, the number
of visitors to the Tokopedia site has grown
by 140%. Tokopedia is a new e-commerce
company, but there are already quite a lot
of people shopping on the Tokopedia site.
There are several factors that consumers
can consider before deciding to buy,
including  trust, in making online
transactions there must be certainty, easy
to find the desired product or the one you
want to buy, product information and how
to buy the product clearly.

Customer trust is one of the factors
that guides the formation of long-term
relationships based on trust, that the
factors that form the basis for creating
trust in a company are the perception of
competence and honesty in the company
(Septhi & Hidayat, 2021). Not only positive
reviews, Tokopedia also received many
negative reviews from consumers regarding
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distrust in buying goods at Tokopedia and
consumer complaints that reduced the
level of consumer trust in shopping at
Tokopedia. Viral marketing is a marketing
strategy that aims to spread information or
promotional content quickly and widely
through various platforms. Viral Marketing
has an influence on Customer Trust and can
be accepted (Mardiana & Haryanto, 2022).
And Customer Trust influences Purchasing
Decisions can be accepted. Viral marketing
also has a significant influence on
Purchasing Decisions.

LITERATURE REVIEW
A. Viral Marketing

Viral marketing in general is a method
and process and distribution of electronic
messages as a channel to communicate
information about a product to the wider
community and develop. The key to viral
marketing is getting website visitors and
recommending it to those who will later be
considered interested (Taufik et al., 2022).
They will connect the message to potential
consumers who will use the goods or
services offered and recommend them to
other consumers (Andriyanti & Farida,
2022). Loyal internet users will be easier to
deal with than regular browsers. This is
because they are more likely to provide
feedback such as providing additional
information or suggestions (Malodia et al.,
2022).

B. Purchase Decision

Purchasing decision is a selection of
two or more alternative choices, in other
words, choices/alternatives must be
available to someone when making a
decision (Hanaysha et al., 2021)
Conversely, if consumers do not have
alternatives to choose from and are really
forced to make a purchase, then this
situation is not a decision (Al-Azzam & Al-
Mizeed, 2021). Purchasing decision is a
process in which consumers recognize their
problems, seek information about certain
products or brands (Anwar & Andrean,
2021). Purchasing decision is an action
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from consumers to buy or not buy a
product. Based on the explanation above,
it can be concluded that purchasing
decision is an action taken by consumers to
make a purchase of a desired product or
service. Therefore, purchasing decision is a
process of selecting from several
alternative solutions to problems with real
follow-up (Hanaysha, 2022). After that,
consumers can make choices and then
determine the attitude that will be taken
next (Hardianti et al., n.d.).

C. Customer Trust

Trust is the willingness of a company to
rely on a business partner (Alam et al.,
2021). Trust depends on a number of

interpersonal and interorganizational
factors, such as the company's
competence, integrity, honesty and

benevolence (Han & Lee, 2021). Consumer
trust is all the knowledge that consumers
have and all the conclusions that
consumers make about an object, its
attributes, and its benefits. Trust is
generally viewed as a fundamental
element for the success of a relationship.
Without trust, a relationship will not last in
the long term (Venkatakrishnan et al.,
2023). Trust is defined as the willingness to
rely on a trusted business partner.

METHOD, DATA, AND ANALYSIS

This study uses a quantitative
method that is path analysis. The
population in this study is an infinite
population, namely a population that has a
data source that cannot be determined
quantitatively. The population in this study
is Tokopedia users in East Lampung who
have made purchases.

RESULT AND DISCUSSION

Validity testing is a measure that
shows the level of validity of an instrument
in research. In table 1 we can see that all
research variables have r count > r table,
so it can be said that the whole research is
valid to be used as an instrument in
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research and the statements submitted can
be used to measure what should be
measured.

Table 1. Validity Test Results

Variabel R Value
Uil Information
Marketing R Critical R Count
(X1)

1 0,3 ,628 Valid

2 0,3 ,662 Valid

3 0,3 ,701 Valid

4 0,3 ,660 Valid

5 0,3 ,596 Valid

6 0,3 ,584 Valid

7 0,3 ,565 Valid

8 0,3 ,557 Valid
Customer Trust (Y)

1 0,3 ,699 Valid

2 0,3 ,691 Valid

3 0,3 ,626 Valid

4 0,3 ,721 Valid

5 0,3 ,707 Valid

6 0,3 ,624 Valid

7 0,3 ,679 Valid

8 0,3 ,655 Valid

9 0,3 ,702 Valid
Purchase Decision (Z)

1 0,3 ,553 Valid

2 0,3 ,607 Valid

3 0,3 ,665 Valid

4 0,3 ,579 Valid

5 0,3 ,652 Valid

6 0,3 ,674 Valid

7 0,3 ,376 Valid

8 0,3 ,644 Valid

9 0,3 ,591 Valid

Source: Processed data, 2024

Table 2 shows that the results of
the reliability test state that
rCount>rCritical. Therefore, it can be
concluded that all statement items in the
questionnaire are reliable. Instrument
reliability testing is needed to obtain data

in accordance with measurement
objectives.
Table 2. Reliability Test Results
Variable R Critical R Count Criteria
Viral
Marketing ,764 0,6 Relaible
&
ustomer .
Trust (Y) ,851 0,6 Relaible
Purchase .
Decision (2) ,765 0,6 Relaible

Source: Processed data, 2024

Path analysis is used to analyze the
pattern of relationships between variables
with the aim of determining the direct and
indirect influence of a set of independent
variables (exogenous) on the dependent
variable (endogenous).
The Influence of Viral Marketing (X) on
Customer Trust (Y)

The path coefficient for the Viral
Marketing variable (X) to Customer Trust
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(Y) is 0.502. This shows that the path

coefficient of Viral Marketing (X) to
Customer Trust (Y) is 0.502.
Influence of Customer Trust) on
Purchasing Decisions (Z)

The path coefficient for the

variable Customer Trust (Y) to Purchase
Decision (Z) is 0.608. This shows that the
path coefficient of Customer Trust (Y) to
Purchase Decision (Z) is 0.608.

The Influence of Viral Marketing (X) on
Purchasing Decisions (Z)

The path coefficient for the Viral
Marketing variable (X) to the Purchase
Decision (Z) is 0.659. This shows that the
path coefficient of Viral Marketing (X) to
the Purchase Decision (Z) is 0.659.

In the hypothesis of the Influence of
Viral Marketing Variable (X) on Customer
Trust Variable (Y), the Sig. value is
obtained. (0.000) <a (0.05) and the t-value
(8.266) > t-table (1.652). Thus, it can be
concluded that Viral Marketing has a
significant effect on Customer Trust on the
Tokopedia Platform. The Sig. value is
obtained. (0.000) <a (0.05) and the f-value
(68.325) > ft-table (3.04). Thus, it can be
concluded that Viral Marketing has a
significant effect on Customer Trust on the
Tokopedia Platform.

In the Hypothesis of the Influence
of Customer Trust Variable (Y) on
Purchasing Decisions (Z), the Sig. value is
obtained. (0.000) <a (0.05) and the t-value
(10.897)> t-table (1.652), so Ho is
rejected. Thus, it can be concluded that
Customer Trust has a significant effect on
Purchasing Decisions on the Tokopedia
Platform. The Sig. value is obtained.
(0.000) <a (0.05) and the f-value
(118.743)> ft-table (3.04), so Ho is
rejected. Thus, it can be concluded that
Customer Trust has a significant effect on
Purchasing Decisions on the Tokopedia
Platform.

In the Hypothesis of the Influence
of Viral Marketing Variable (X) on
Purchasing Decisions (Z)

The Sig. value is obtained. (0.000)
<a (0.05) and the t-value (12.476)> t-table
(1.652), then Ho is rejected. Thus it can be
concluded that Viral Marketing has a
significant  influence on  Purchasing
Decisions on the Tokopedia Platform.
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obtained Sig. value. (0.000) <a (0.05) and
the f-value (155.654)> ft-table (3.04), then
Ho is rejected. Thus it can be concluded
that Viral Marketing has a significant
influence on Purchasing Decisions on the
Tokopedia Platform.
The Influence of Viral Marketing on
Customer Trust

This study shows that the total
influence of Viral Marketing on Customer
Trust is 0.453 or 45.3%. This means that
Trust is a very important source for
customers, one of which is trust in the
information obtained. Viral marketing
information is one of them, Viral Marketing
works like a virus that spreads quickly from
one person to another in other words
recommending to others or to friends is the
key. While this study shows that Viral
Marketing has a significant effect on
Customer Trust. When Viral Marketing
occurs, trust becomes the most important
factor in the development of information.
Developing Viral Marketing properly will
increase customer trust. Viral Marketing
which starts from one person voluntarily
spreading a message, its nature is to spread
quickly to others.
The Influence of Customer Trust on
Purchasing Decisions

This study shows that the total
influence of Customer Trust (Y) on
Purchasing Decisions (Z) is 0.571 or 57.1%.
This means that Customer Trust increases
customer trust and when customers make
payment  transactions by  sending
transaction information and other personal
data.
The Influence of Viral Marketing on
Purchasing Decisions

This study shows that the total
influence of Viral Marketing (X) on
Purchasing Decisions (Z) is 0.635 or 63.5%.
This means that making a purchasing
decision for an item/product usually has a
reason. The reason someone buys is either
because of their own desires or the desires
of others to suggest products/items that
are trending in society. The trend that is
happening in society is a form of success of
Viral Marketing. The key to Viral
Marketing's work is like a virus making a
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product something that is highly sought
after. Viral Marketing can influence the
Purchasing Decision of a product/item by
means of the product/item that has been
successfully viral and then spread so that
customers are curious and decide to make
a purchase. Meanwhile, this study shows
that Viral Marketing has a significant
influence on Purchasing Decisions.

CONCLUSION

Viral Marketing on the Tokopedia
Platform is in the agreed criteria, this
shows that Viral Marketing created by
Tokopedia is generally considered to be
able to attract and always interact and
provide product service information to
consumers. The highest indicator in this
variable is the interesting indicator,
Tokopedia is widely discussed by people
because it always has an interesting
concept every month. However, there are
also indicators that are still considered less
good by Tokopedia customers, namely the
recommendation indicator.

Customer Trust in the Tokopedia
Platform is in the agree criteria, this shows
that Customer Trust is generated from the
form of customer belief in a promise given
by the company regarding a product. The
highest indicator in this variable is the

security  indicator in  transactions,
Tokopedia has been able to provide
services to customers that buying
goods/products is safe in  making

transactions on Tokopedia and far from
fraud. However, there are also indicators
that are still considered less good by
Tokopedia customers, namely the Honesty
indicator.

Purchase  Decisions on the
Tokopedia Platform are in the agreed
criteria, this shows that the decision that
has been taken by consumers to buy a
product on Tokopedia is a collection of
decisions that are right. The highest
indicator in this variable is the payment
method indicator used, Tokopedia has
been able to provide an easy payment
method for customers who will make
payments. However, there are also
indicators that are still considered less
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good by Tokopedia customers, namely the
product availability indicator.

There is an Influence of Viral
Marketing on Customer Trust with an
influence of 45.3%, while 54.7% is
influenced by other variables not studied.
Thus, it can be concluded that Viral
Marketing (X) has a significant influence on
Customer Trust (Y).

There is an Influence of Customer
Trust on Purchasing Decisions with an
influence of 57.1%, while 42.9% is
influenced by other variables that were not
studied. Thus, it can be concluded that
Customer Trust (Y) has a significant
influence on Purchasing Decisions (Z).

There is an Influence of Viral
Marketing on Purchasing Decisions with an
influence of 63.5%, while 36.5% is
influenced by other variables not studied.
Thus, it can be concluded that Viral
Marketing (X) has a significant influence on
Purchasing Decisions (Z).

Recommendation is an indicator
that gets the lowest value of all indicators
in the Viral Marketing variable, so it is
necessary to add trusted people and
voluntarily recommend a product/goods to
create satisfaction with the product.

Honesty is an indicator that gets the
lowest value of all indicators in the
Customer Trust variable, so Tokopedia
needs to provide new provisions regarding
the requirements for sellers in selling their
products/goods on Tokopedia such as
original photos or testimonials to increase
trust and honesty to convince buyers that
the products they will buy will not
disappoint because they are trusted.
Product availability is an indicator that
gets the lowest value of all indicators in
the Purchase Decision variable, so
Tokopedia must be able to appeal or make
provisions for sellers to provide more of
their products or increase stock in the
warehouse to make it easier for customers
to buy in large quantities or make
purchases regularly.

Viral Marketing has an influence on
Customer Trust, therefore Tokopedia is
expected to be able to improve its
promotional strategy through better viral
marketing because it can increase
customer trust. One way is to interact
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frequently with customers on social media,
must get a lot of awards, and be responsive
in handling/responding to complaints so
that customers trust to make purchases on
Tokopedia. Customer Trust has an
influence on  Purchasing Decisions,
therefore to increase customer trust,
Shopee needs to provide new provisions
regarding the requirements for sellers in
selling their products/goods on Tokopedia
such as original photos or testimonials to
increase customer trust in making
purchasing decisions.

Viral Marketing has an influence on
Purchasing Decisions, therefore to improve
the viral marketing strategy, it is expected
that the company will be able to pay
attention to products that will increase
customers in deciding to buy the product.
One of them is good product quality,
product diversity, product availability, so
that a decision will arise for customers to
buy the product.
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