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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui Pengaruh Harga (X1) dan 

Kemudahan Pembelian (X2) terhadap Kepuasan Konsumen (Y) E-commerce 

Tokopedia. Penelitian ini menggunakan data berupa data primer yang diperoleh dari 

penyebaran kuesioner berupa Google form. Jumlah kuesioner sebanyak 100 

responden yang merupakan orang yang pernah membeli produk di Tokopedia 

minimal 2 kali dalam 6 bulan terakhir dan berada di wilayah Jakarta Timur. Teknik 

Sampel yang digunakan adalah non probability sampling dan cara pengambilan 

sampelnya dengan menggunakan purposive sampling dengan tingkat sig 0.05. 

Kemudian dilakukan analisis terhadap data-data yang diperoleh berupa analisis 

kuantitatif meliputi uji validitas dan reliabilitas, uji hipotesis lewat uji F dan uji t 

serta uji analisis koefisien determinasi (R2) dan uji asumsi.Alat analisis yang 

digunakan adalah Analisis Regresi Bergandadan diolah menggunakan SPSS 25.  

Hasil penelitian menunjukan bahwa (1) Harga berpengaruh positif dan 

signifikan terhadap kepuasan konsumen dibuktikan dengan nilai 0.380, (2) 

Kemudahan pembelianberpengaruh positif dan signifikan terhadap Kepuasan 

konsumen dibuktikan dengan nilai 0,503 serta  (3) Harga dan Kemudahan 

pembelianberpengaruh positif dan signifikan terhadap kepuasan 

konsumendibuktikan dengan nilai 0,536. Setelah diketahui maka pengaruh harga 

dan kemudahan pembelian secara bersama-sama (simultan) memiliki nilai 

pengaruh terbesar terhadap kepuasan konsumen E-commerce Tokopedia 

dibandingkan secara parsial. 

 

Kata Kunci : Harga, Kemudahan Pembelian, Kepuasan Konsumen 
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ABSTRACT 

 

This study aims to determine the effect of price (X1) and ease of purchase 

(X2) on consumer satisfaction (Y) of Tokopedia E-commerce. This study uses data 

in the form of primary data obtained from distributing questionnaires in the form of 

Google forms. The number of questionnaires was 100 respondents who were people 

who had bought products on Tokopedia at least 2 times in the last 6 months and 

were in the East Jakarta area. The sampling technique used was non-probability 

sampling and the sampling method used was purposive sampling with a sig 0.05 

level. Then performed an analysis of the data obtained in the form of quantitative 

analysis including validity and reliability tests, hypothesis testing through the F test 

and t test as well as the coefficient of determination (R2) analysis test and 

assumption test. The analytical tool used is Multiple Regression Analysis and is 

processed using SPSS 25. 

The results showed that (1) Price had a positive and significant effect on 

customer satisfaction as evidenced by a value of 0.380, (2) Ease of purchase had a 

positive and significant effect on consumer satisfaction as evidenced by a value of 

0.503 and (3) Price and Ease of purchase had a positive and significant effect on 

satisfaction. the consumer is evidenced by a value of 0.536. Once it is known, the 

effect of price and ease of purchase together (simultaneously) has the greatest effect 

on consumer satisfaction with Tokopedia E-commerce compared to partially. 

 

Keywords: Price, Ease of Purchase, Customer Satisfaction 
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