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ABSTRAK

AJENG PANDANSARI, 1643010043 Pengaruh Terpaan Iklan Shopee Edisi
Big Ramadhan Sale 2020 Terhadap Perilaku Konsumtif Berbelanja
Produk Fashion Pada Masyarakat Surabaya

Pertumbuhan marketplace yang sangat pesat membuat masyarakat senang
berbelanja karena berbelanja menjadi lebih mudah, lebih efisien, dapat dilakukan
kapanpun dan dimanapun. Tidak dapat dipungkiri, tren belanja online ini
memberikan efek yang sangat besar terhadap gaya hidup masyarakat Indonesia,
yang dapat mengarah kepada perilaku konsumtif. Para produsen maupun
distributor berlomba-lomba bagaimana caranya agar membuat iklan sangat
menarik sehingga dapat memikat para konsumen. Sama halnya dengan Shopee,
salah satu marketplace yang saat ini sudah memiliki banyak penggemar dari
berbagai kalangan, terutama masyarakat usia dewasa awal.

Berdasarkan hal tersebut, peneliti ingin meneliti apakah terdapat pengaruh dairi
terpaan iklan Shopee edisi Big Ramadhan Sale 2020 ini terhadap perilaku
konsumtif berbelanja produk fashion pada masyarakat Surabaya. Penelitian ini
menggunakan metode penelitian kuantitatif dengan teknik penarikan sampel
Nonprobability Sampling menggunakan Purposive Sampling. Untuk teknik
pengumpulan datanya menggunakan kuiesioner online dengan jumlah sampel
sebanyak 100 responden dimana responden berusia 20-40 tahun yang pernah
melihat iklan Shopee edisi Big Ramdhan Sale 2020 di media massa serta
melakukan transaksi untuk produk fashion di Shopee. Data analisis menggunakan
Regresi Linear Seserhana dengan Uji Hipotesis menggunakan Uji t dan Uji
Koefisien Determinasi.

Hasil analisis menyatakan bahwa Ho ditolak dan Ha diterima. Artinya, terdapat
pengaruh secara signifikan dari variabel Terpaan lklan Shopee Edisi Big
Ramadhan Sale 2020 terhadap variabel Berbelanja Produk Fashion pada
Masyarakat Surabaya. Koefisien korelasi antar variabel sebesar 0,602 dimana nilai
tersbeut masuk dalam kategori kuat dan bernilai positif. Hasil koefisien
determinasi sebesar 0,437 atau sama dengan 43,7% dimana aspek-aspek variabel
Perilaku Konsumtif ditentukan oleh variabel Terpaan Iklan. Adapun prediksi
peningkatan sebesar 1,596 pada konstanta sebesar 14,115.

Kata kunci: Terpaan lIklan, Terpaan lIklan Shopee, Perilaku Konsumtif,

Perilaku Konsumtif Berbelanja Produk Fashion, Masyarakat
Surabaya.
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ABSTRACT

AJENG PANDANSARI, 1643010043 The Effect of Shopee Big Ramadhan
Sale 2020 Edition Exposure Ad on Consumptive Behaviour of Shopping
for Fashion Products in Surabaya

The very fast growth of the marketplace makes people love shopping because
shopping has become easier, efficient, can be done anytime and anywhere. It’s
undeniable that this online shopping trend has a huge effect on the lifestyle of
Indonesians, which can lead to consumptive behavior. Manufacturers and
distributors are competing how to make interesting advertisements so that they
can attract consumers. Similarly with Shopee, one of the marketplaces that
currently has many fans from various circles, especially of early adulthood
people.

Based on this things, the researcher wanted to examine whether there was an
effect of Shopee Big Ramadhan Sale 2020 edition exposure ads on consumptive
behaviour of shopping for fashion products in Surabaya. This study uses
guantitative research methods with Nonprobability Sampling using Purposive
Sampling technique. For data collection techniques using an online questionnaire
with a total sample of 100 respondents, where respondents aged 20-40 have seen
Shopee's Big Ramdhan Sale 2020 ad in the mass media and made transactions for
fashion products at Shopee. Data analysis used Simple Linear Regression with
Hypothesis Test using t test and Determination Coefficient test.

The results from this study is that Ho is rejected and Ha is accepted. This means
that there is a significant effect of Shopee Big Ramadhan Sale 2020 edition
exposure ads on consumptive behaviour of shopping for fashion products in
Surabaya. The correlation coefficient between variables is 0.647 where the value
is in the strong category and has a positive value. The coefficient of determination
is 0.455 or equal to 45.5% where the aspects of the Consumptive Behavior
variable are determined by the Advertising Exposure variable, while the
remaining 54.5% is determined by other variables. The predicted increase is 1.804
at a constant of 3.831.

Keywords: Advertising Exposure, Shopee Ad Exposure, Consumptive

Behavior, Consumptive Behavior in Fashion Product Shopping,
Surabaya Society, Surabaya.
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