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ANALISIS FAKTOR-FAKTOR YANG MEMPENGARUHI
PURCHASE INTENTION PENGGUNA SHOPEE DALAM
BERBELANJA SELAMA ACARA SHOPEE
INDONESIA BIG RAMADAN SALE
(Studi pada Generasi Z dan Millenial di Tangerang)

Daniel Kusumo Hendrianto

ABSTRAK

Penggunaan internet semakin meluas di Indonesia, internet tidak hanya
dipergunakan untuk berkomunikasi dan mencari informasi, kini internet juga
digunakan untuk kegiatan ekonomi. Transaksi perdagangan yang dulunya
mengharuskan penjual dan pembeli bertemu langsung, sekarang mengalami
perubahan. Pertumbuhan E-Commerce di Indonesia telah berubah secara
dramatis dengan kecepatan yang belum pernah terjadi sebelumnya selama
pandemi COVID-19, memaksa konsumen untuk berbelanja online. Shopee
sebagai e-commerce terbesar memiliki tantangan untuk dapat menguasai
pasar digital, akan tetapi banyaknya kompetitor membuat Shopee harus
bersaing dan perlu memaksimalkan banyak faktor untuk membuat konsumen
tertarik dan mau membeli produk dari Shopee. Berdampak permasalahan
tersebut, studi ini difokuskan pada acara Shopee Indonesia Big Ramadan Sale
mengingat hal tersebut sedang berlangsung dan memungkinkan penulis untuk
mengidentifikasi celah dalam acara tersebut. Faktor yang diamati adalah
celebrity endorsers & social media influencer, advertising appeal, creative
sales promotion dan timing. Metode penelitian yang digunakan dalam
penelitian ini adalah deskriptif kuantitatif serta non-probability sampling
dengan menggunakan SPSS Versi 25. Temuan dari penelitian menunjukan
bahwa variabel advertising appeal, creative sales promotion dan timing
berpengaruh positif dan signifikan terhadap purchase intention. Namun,
celebrity endorsers & social media influencer tidak berpengaruh terhadap
purchase intention.

Kata kunci: purchase intention, celebrity endosers, advertising appeal,
creative sales promotion, timing.
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ANALYSIS OF FACTORS AFFECTING SHOPEE USERS'
PURCHASE INTENTION IN SHOPPING DURING SHOPEE
INDONESIA BIG RAMADAN SALE EVENT

(Studies on Generation Z and Millennials in Tangerang)

Daniel Kusumo Hendrianto

ABSTRACT

The use of the internet is increasingly widespread in Indonesia, the internet
is not only used to communicate and find information, now the internet is also
used for economic activities. Trade transactions that previously required
sellers and buyers to meet in person, are now experiencing changes. The
growth of E-Commerce in Indonesia has changed dramatically at an
unprecedented pace during the COVID-19 pandemic, forcing consumers to
shop online. Shopee as the largest e-commerce has challenges to be able to
dominate the digital market, but the many competitors make Shopee have to
compete and need to maximize many factors to make consumers interested
and willing to buy products from Shopee. Due to these problems, this study is
specific to the Shopee Indonesia Big Ramadan Sale event considering that
this is ongoing and allows the author to identify gaps in the event. The factors
observed were celebrity endorsers & social media influencers, interesting
advertising, creative sales promotion and timing. The research method used
in this research is descriptive quantitative and non-probability sampling
using SPSS Version 25. The findings from the study show that the variables
of advertising interesting, creative sales promotion and timing have a positive
and significant effect on purchase intention. However, celebrity endorsers &
social media influencers have no effect on purchase intention.

Keywords: purchase intention, celebrity endorsers, advertising appeal, creative
sales promotion, timing.
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