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ABSTRAK 

 

Matthew Joy Epiphanias/ 73190438 / 2023 / Pengaruh Sales Promotion dan Electronic Word 

of Mouth Terhadap Keputusan Pembelian Konsumen Mixue Ice Cream & Tea di Jakarta/ 

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

Kebutuhan masyarakat dan keputusan pembelian di Indonesia mendorong munculnya 

usaha yang bergerak dalam bidang minuman dan makanan penutup beku. Mixue Ice Cream 

& Tea merupakan salah satu usaha yang bergerak dalam bidang tersebut. Persaingan yang 

ketat mendorong Mixue Ice Cream & Tea melakukan berbagai cara untuk menarik 

keputusan pembelian konsumen, seperti sales promotion dan electronic word of mouth. 

Karena itu penulis tertarik untuk melakukan penelitian dengan tujuan untuk mengetahui 

pengaruh sales promotion dan electronic word of mouth terhadap keputusan pembelian 

konsumen Mixue Ice Cream & Tea di Jakarta. 

Penelitian ini menggunakan teori sales promotion, electronic word of mouth dan 

keputusan pembelian. Variabel pada penelitian ini terbagi menjadi dua, yaitu variabel 

independen dan variabel dependen. Variabel independen adalah sales promotion dan 

electronic word of mouth. Sedangkan variabel dependen adalah keputusan dalam pembelian. 

Objek penelitian ini adalah Mixue Ice Cream & Tea, dan subjek penelitian adalah 

konsumen Mixue Ice Cream & Tea. Sample dalam penelitian ini sebanyak 135 responden 

dengan pengambilan data menggunakan kuisioner yang dibagikan melalui Google Form, 

teknik pengambilan sampel menggunakan non-probability sampling dengan kriteria 

konsumen yang pernah mengkonsumsi Mixue Ice Cream & Tea. Kemudian data diolah 

menggunakan IBM SPSS. 

Hasil penelitian yang dilakukan terdapat pengaruh yang positif dan signifikan yang 

ditunjukan dari variabel sales promotion dan electronic word of mouth terhadap keputusan 

pembelian Mixue Ice Cream & Tea. Hasil uji menunjukan bahwa electronic word of mouth 

memiliki pengaruh besar dan dominan terhadap keputusan pembelian produk Mixue Ice 

Cream & Tea dibandingkan dengan sales promotion. 

Kesimpulan yang dapat diambil dari penelitian ini adalah adanya pengaruh besar dan 

dominan antara electronic word of mouth dibandingkan sales promotion terhadap keputusan 

pembelian konsumen Mixue Ice Cream & Tea di Jakarta.  
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ABSTRACT 

 

Matthew Joy Epiphanias/ 73190438 / 2023 / The Influence of Sales Promotion and 

Electronic Word of Mouth on Consumer Purchase Decisions of Mixue Ice Cream & Tea in 

Jakarta/ Supervisor: Morryessa Brandinie, S.E., M.M. 

People's needs and purchasing decisions in Indonesia are driving the emergence of 

businesses engaged in frozen beverages and desserts. Mixue Ice Cream & Tea is one of the 

businesses engaged in this field. Intense competition encourages Mixue Ice Cream & Tea to 

take various ways to attract consumer purchasing decisions, such as sales promotions and 

electronic word of mouth. Because of that the authors are interested in conducting research 

with the aim of knowing the effect of sales promotion and electronic word of mouth on 

consumer purchasing decisions of Mixue Ice Cream & Tea in Jakarta. 

This study uses the theory of sales promotion, electronic word of mouth and purchasing 

decisions. The variables in this study are divided into two, namely the independent variable 

and the dependent variable. The independent variables are sales promotion and electronic 

word of mouth. While the dependent variable is the decision to purchase. 

The object of this research is Mixue Ice Cream & Tea, and the research subjects are 

Mixue Ice Cream & Tea consumers. The sample in this study was 135 respondents with data 

collection using a questionnaire which was distributed via Google Form, the sampling 

technique used non-probability sampling with the criteria of consumers who had consumed 

Mixue Ice Cream & Tea. Then the data is processed using IBM SPSS. 

The results of the research conducted showed that there was a positive and significant 

influence shown by the sales promotion and electronic word of mouth variables on the 

purchasing decision of Mixue Ice Cream & Tea. The test results show that electronic word 

of mouth has a large and dominant influence on purchasing decisions for Mixue Ice Cream 

& Tea products compared to sales promotion. 

The conclusion that can be drawn from this study is that there is a large and dominant 

influence between electronic word of mouth compared to sales promotion on consumer 

purchasing decisions of Mixue Ice Cream & Tea in Jakarta. 
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