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PENGARUH PROMOSI PENJUALAN TERHADAP IMPULSE BUYING 

DENGAN SHOPPING EMOTION SEBAGAI VARIABEL PERANTARA 

PADA APLIKASI E-COMMERCE  

(Survei Pada Mahasiswa Ilmu Komunikasi Universitas Bakrie Pengguna 

Aplikasi Shopee) 

 

Claudia Yoan Yanwarin 

 

ABSTRAK 
 

Kegiatan promosi sebuah e-commerce, apabila dilakukan dengan baik maka 

akan berdampak pada emosional konsumen dan memberikan hasil berupa daya 

tarik promosi yang dapat membuat konsumen tertarik untuk membeli bahkan 

melakukan impulse buying. Rumusan masalah dalam penelitian ini yaitu apakah 

ada pengaruh antara promosi penjualan terhadap impulse buying dengan shopping 

emotion sebagai variabel perantara pada aplikasi e-commerce. Tujuan penelitian ini 

untuk mengetahui pengaruh promosi penjualan dan shopping emotion terhadap 

impulse buying.  

Teori yang digunakan adalah promosi penjualan oleh Blech & Blech (2015), 

shopping emotion oleh Utami (2010) dan impulse buying oleh Loudon & Della 

(2013). Penelitian ini menggunakan pendekatan kuantitatif dengan metode 

asosiatif. Data diperoleh dengan menggunakan kuesioner yang disebarkan kepada 

100 mahasiswa Ilmu Komunikasi Universitas Bakrie pengguna Aplikasi Shopee. 

Dalam pengambilan sampel, penulis menggunakan metode simple random 

sampling.  

Hasil penelitian ini menunjukkan bahwa program promosi Shopee yang 

mampu menstimulus dan memberikan pengaruh adalah coupons, rebates, price-off 

deals, ini sesuai dengan alat promosi yang dapat menstimulus dan memberikan efek 

secara langsung dan cepat menurut Belch & Belch (2015). Kemudian menurut 

Utami (2010) terdapat dua dimensi pada shopping emotion yaitu pleasure (nyaman, 

puas, senang) dan arousal (suka, tertarik, semangat). Berdasarkan hasil penelitian 

semua dimensi yang dikemukakan oleh Utami, diberikan oleh Shopee kepada 

konsumen sehingga mereka nyaman, puas, senang, suka, tertarik dan semangat. 

Faktor-faktor dari promosi penjualan dan shopping emotion tersebut yang 

memberikan pengaruh sehingga pembelian impulsive pun terjadi. 

 

Kata kunci: promosi penjualan, shopping emotion, impulse buying, e-

commerce 
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THE INFLUENCE OF SALES PROMOTION TO IMPULSE BUYING WITH 

SHOPPING EMOTION AS INTERMEDIATE VARIABLES IN THE  

E-COMMERCE APPLICATION 

(Survey on Shopee Application Users from Bakrie University Communication 

Science Students) 

 

 

Claudia Yoan Yanwarin 

 

ABSTRACT 
 

Promotional activities of an e-commerce, is it’s well executed, it will have 

an impact on consumer emotions and provide results in the form of promotional 

appeal that can make consumers interested in buying and even making impulsive 

purchases. The formulation of the problem in this study is whether there is an 

influence between impulsive sales promotions and shopping emotions as an 

intermediary variable in the Shopee e-commerce application. The purpose of this 

study was to see the effect of sales promotions and shopping emotions on impulsive 

buying. 

The theory used are sales promotion by Blech & Blech (2015), shopping 

emotion by Utami (2010) and impulse buying by Loudon & Della (2013). This 

research uses a quantitative approach with associative methods. The data were 

obtained using a questionnaire distributed to 100 Bakrie University 

Communication Science students using the Shopee application. In taking the 

sample, the writer used simple random sampling method. 

The results of this study indicate that Shopee's promotional programs that 

are able to stimulate and have an effect are coupons, rebates, price-off deals, this 

is in accordance with promotional tools that can stimulate and have an immediate 

and quick effect according to Belch & Belch (2015). Then according to Utami 

(2010) there are two dimensions to shopping emotion, namely pleasure 

(comfortable, satisfied, happy) and arousal (like, interested, excited). Based on the 

research results, all the dimensions put forward by Utami are given by Shopee to 

consumers so that they are comfortable, satisfied, happy, like, interested and 

enthusiastic. The factors of the sales promotion and shopping emotion have an 

effect so that impulsive purchases occur. 

 

Keywords: sales promotion, shopping emotion, impulse buying, e-

commerce 
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