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ABSTRAK 

 

Stanley Andhika Iskandar / 26180194 / 2022 / Analisis Pengaruh Daya Tarik Iklan dan 

Promosi Penjualan Terhadap Impulse Buying Pada E-commerce Shopee di Jakarta / 

Pembimbing: Morryessa Brandinie, S.E., M.M. 

         Pertumbuhan bisnis e-commerce yang semakin besar dan cepat di Indonesia 

menyebabkan banyaknya e-commerce lain bermunculan serta menawarkan keuntungan dan 

kemudahan yang beragam serta memunculkan persaingan yang semakin sengit antar e-

commerce besar di Indonesia. Strategi yang dilakukan Shopee sebagai salah satu e-

commerce penyedia toko online terbesar di Indonesia adalah dengan beriklan. Shopee 

terkesan kreatif karena iklan yang ditampilkan mengandung lagu dan tarian yang sedang 

booming di media sosial, sehingga masyarakat mudah mengingat tampilan atau jingle iklan 

Shopee. Selain beriklan, saat ini Shopee memiliki banyak bentuk promosi penjualan, 

diantaranya flash sale, voucher gratis ongkir, serba seribu, diskon, dan murah lebay. Melihat 

hal ini, maka peneliti tertarik untuk melakukan penelitian dengan judul “Analisis Pengaruh 

Daya Tarik Iklan dan Promosi Penjualan Terhadap Impulse Buying Pada E-Commerce 

Shopee di Jakarta”. 

         Teori yang ada di dalam penelitian ini adalah daya tarik iklan, promosi penjualan dan 

impulse buying. Dalam penelitian ini menggunakan dua jenis variabel, yaitu variabel 

independen dan variabel dependen. Yang termasuk dalam variabel independen adalah daya 

tarik iklan dan promosi penjualan. Sedangkan yang termasuk dalam variabel dependen 

adalah impulse buying.  

         Objek penelitian ini adalah e-commerce Shopee. Metode penelitian yang digunakan 

adalah analisis deskriptif dan regresi berganda dengan menggunakan software SPSS 25. 

Pengumpulan data dilakukan dengan menyebar kuesioner melalui google form kepada 150 

sampel konsumen e-commerce Shopee sebagai respondennya. Pengambilan sampel 

dilakukan dengan cara non-probability sampling dengan teknik judgement sampling dengan 

kriteria konsumen yang pernah berbelanja dan melihat iklan Shopee dalam satu bulan 

terakhir dan berdomisili di Jakarta.  

         Hasil penelitian ini menunjukkan daya tarik iklan dan promosi penjualan terbukti 

berpengaruh positif dan signifikan terhadap impulse buying dan menyatakan bahwa variabel 

daya tarik iklan memberikan pengaruh lebih dominan daripada promosi penjualan terhadap 

impulsle buying. Berdasarkan nilai R-Square sebesar 65.1% menjelaskan bahwa variabel 

daya tarik iklan dan promosi penjualan secara simultan berpengaruh terhadap variabel 

impulse buying. Sedangkan 34.9% dipengaruhi oleh variabel lain diluar persamaan regresi 

ini atau variabel yang tidak diteliti. 

         Penelitian ini menyimpulkan bahwa daya tarik iklan dan promosi penjualan terbukti 

berpengaruh positif dan signifikan terhadap impulse buying yang memiliki arti apabila daya 

tarik iklan menarik dan Shopee sering memberikan promo-promo yang menarik maka akan 

mendorong konsumen untuk melakukan impulse buying. Saran yang bisa diberikan penulis 

yaitu Shopee tetap konsisten dalam membuat iklan yang menarik dan memberikan promosi 

yang menarik karena dapat terbukti dapat mendorong konsumen untuk melakukan 

pembelian. 

 

Kata Kunci: Daya Tarik Iklan, Promosi Penjualan, Impulse Buying 
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ABSTRACT 

 

Stanley Andhika Iskandar / 26180194 / 2022 / Analysis of the Influence of Advertising 

Attractiveness and Sales Promotion on Impulse Buying at Shopee E-commerce in Jakarta / 

Advisor: Morryessa Brandinie, S.E., M.M. 

         The growth of the e-commerce business that is getting bigger and faster in Indonesia 

has caused many other e-commerce to appear and offer various advantages and 

conveniences as well as create increasingly fierce competition between major e-commerce 

companies in Indonesia. Shopee's strategy as one of the largest e-commerce online store 

providers in Indonesia is to advertise. Shopee seems creative because the advertisements 

displayed contain songs and dances that are booming on social media, so that people can 

easily remember the appearance or jingle of Shopee's advertisements. In addition to 

advertising, currently Shopee has many forms of sales promotions, including flash sales, free 

shipping vouchers, all-in-one thousand, discounts, and cheap exaggerations. Seeing this, the 

researchers are interested in conducting a study entitled "Analysis of the Influence of 

Advertising Attractiveness and Sales Promotion on Impulse Buying at E-Commerce Shopee 

in Jakarta". 

         The theory in this study is the appeal of advertising, sales promotion and impulse 

buying. In this study, two types of variables were used, namely the independent variable and 

the dependent variable. Included in the independent variables are the attractiveness of 

advertising and sales promotion. Meanwhile, what is included in the dependent variable is 

impulse buying. 

         The object of this research is e-commerce Shopee. The research method used is 

descriptive analysis and multiple regression using SPSS 25 software. Data was collected by 

distributing questionnaires via google form to 150 samples of Shopee e-commerce 

consumers as respondents. Sampling is done by non-probability sampling with judgment 

sampling technique with the criteria of consumers who have shopped and seen Shopee 

advertisements in the last month and are domiciled in Jakarta. 

         The results of this study indicate that the attractiveness of advertising and sales 

promotion has a positive and significant effect on impulse buying and states that the 

attractiveness of advertising has a more dominant influence than sales promotion on impulse 

buying. Based on the R-Square value of 65.1%, it explains that the attractiveness of 

advertising and sales promotion variables simultaneously affects the impulse buying 

variable. While 34.9% is influenced by other variables outside this regression equation or 

variables that are not examined. 

         This study concludes that the attractiveness of advertising and sales promotions is 

proven to have a positive and significant effect on impulse buying, which means that if the 

attractiveness of advertising is attractive and Shopee often provides attractive promos, it 

will encourage consumers to make impulse buying. The advice that the author can give is 

that Shopee remains consistent in making attractive advertisements and providing attractive 

promotions because it can be proven to encourage consumers to make purchases. 

 

Keywords: Advertising Attractiveness, Sales Promotion, Impulse Buying 
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