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ABSTRAK 

 

Penelitian ini akan fokus pada pengaruh promosi penjualan (sales 
promotion) 12.12 Shopee terhadap minat beli pengguna aplikasi Shopee. 

Popularitas e-commerce, salah satunya Shopee, semakin meningkat dengan adanya 

perkembangan teknologi dan internet. Teknologi digital mengubah cara konsumen 

dalam proses jual beli. Fenomena 12.12 Shopee sukses menarik perhatian 

masyarakat Indonesia dengan jumlah kunjungan ke aplikasi Shopee sebanyak 3 juta 

orang pada 1 jam pertama. Variabel X penelitian ini adalah promosi penjualan dan 

menggunakan teori komunikasi pemasaran terpadu (KPT) sebagai dasar penelitian. 

Pada variabel Y, yaitu minat beli, menggunakan teori model AIDA tahapan 

ketertarikan (interest) dan keinginan (desire). Dalam penelitian ini digunakan 

pendekatan kuantitatif eksplanatif dengan metode purposive sampling. Instrumen 

penelitian yaitu kuesioner disebarkan kepada 100 orang responden yang sesuai 

dengan persyaratan yang telah ditentukan. Adapun hasil penelitian membuktikan 

bahwa dari uji koefisien determinasi, pengaruh promosi penjualan terhadap minat 

beli mencapai angka 35,3%.  

 

Kata Kunci: Promosi Penjualan, Minat Beli, Globalisasi Ekonomi, Pertumbuhan 

Industri, Inovasi Produk, Perilaku Konsumen, Teknologi Komunikasi 
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ABSTRACT 

 

This study focus on the effect of 12.12 Shopee sales promotion on Shopee 

application users' buying interest. The popularity of e-commerce, one of them being 

Shopee, is increasing with the development of technology and the internet. Digital 

technology is changing the way consumers buy and sell. The 12.12 Shopee event 

has successfully attracted the attention of the Indonesian people, with the number 

of visits to the Shopee application as many as 3 million people in the first 1 hour. 

The variable X of this study is sales promotion and uses the theory of integrated 

marketing communication (IMC) as the basis of the research. In the Y variable, the 

intention to buy, this research use the AIDA model theory in the stages of interest 

and desire. This study uses an explanative quantitative approach with a purposive 

sampling method. The research instrument was distributed in the form of a 

questionnaire among 100 respondents with predetermined requirements. The result 

proves that from the coefficient of determination test, the effect of sales promotion 

on buying interest reaches 35.3%. 

 

Keywords: Sales Promotion, Intention to Buy, Economic Globalization, Industrial 

Growth, Product Innovation, Consumer Behavior, Communication Technologies 
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