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ANALISIS PENGARUH DIMENSI SALES PROMOTION TERHADAP 

KEPUTUSAN PEMBELIAN PENGGUNA E-MARKETPLACE GENERASI 

MILLENIAL DI JABODETABEK 

ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh dimensi sales 

promotion seperti cashback, free ongkir dan bonus produk terhadap keputusan 

pembelian pengguna e-marketplace generasi millennial di Jabodetabek. Populasi 

dalam penelitian ini adalah pengguna e-marketplace millennial yang pernah 

melakukan pembelian minimal sebanyak 2 (dua) kali dalam 6 (bulan) terakhir dan 

berdomisili di area Jabodetabek. Penelitian ini mengambil sampel 109 responden. 

Metode analisis yang digunakan dalam penelitian ini adalah regresi linear 

berganda. Data kuesioner diolah menggunakan program software IBM SPSS 

Statistic versi 22. Hasil penelitian menunjukan bahwa secara simultan dan parsial 

sales promotion cashback, free ongkir & bonus produk berpengaruh signifikan 

terhadap keputusan pembelian. 

 

 

 

 

 

Kata Kunci : promosi penjualan, cashback, free ongkir (gratis ongkos kirim), 

bonus produk & keputusan pembelian 
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ANALISIS PENGARUH DIMENSI SALES PROMOTION TERHADAP 

KEPUTUSAN PEMBELIAN PENGGUNA E-MARKETPLACE GENERASI 

MILLENIAL DI JABODETABEK 

ABSTRACT 

  

 

This study aims to analyze the effect of sales promotion dimensions, i.e cashback, 

free shipping and product bonuses on the purchase decisions of millennial 

generation in Jabodetabek. The population in this study are millennial e-

marketplace users who have made purchases at least 2 (two) times in the last 6 

(months) and live in the Jabodetabek area. This study took a sample of 109 

respondents. The analytical method used in this research was multiple linear 

regression, run with the use of IBM SPSS Statistic version 22 software program. 

The results showed that simultaneously and partially the sales promotion cashback, 

free shipping & product bonus had a significant effect on purchasing decisions. 

 

Keyword : sales promotion, cashback, free shipping, product bonuses & purchase 

decisions 
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