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ABSTRAK 

 

Hari Belanja Online Nasional atau yang sering disebut dengan HARBOLNAS 

merupakan fenomena yang terjadi setiap akhir tahun menjadi budaya di Indonesia 

sendiri dengan diadakannya setiap tahun diskon besar-besaran untuk mengundang dan 

menarik perhatian konsumen. Berbagai macam e-commerce sudah mulai melakukan 

promosinya di media sosial dan televisi serta berlomba-lomba untuk menjadi situs 

forum belanja online terbaik. Banyaknya pebisnis yang memasarkan produknya 

dengan memberikan harga diskon, promo, cashback dan voucher, gratis ongkos kirim, 

dan lain-lain ketika Hari Belanja Online Nasional tiba. Kondisi promosi ini turut 

membangkitkan minat beli masyarakat berbelanja secara online semakin terus 

meningkat. Penelitian ini bertujuan untuk mengetahui persepsi wanita dewasa awal 

terhadap Hari Belanja Online Nasional pada e-commerce Shopee. Penelitian ini 

menggunakan metode kualitatif, pengumpulan data pada penelitian ini menggunakan 

teknik wawancara dan observasi menggunakan google form. Penelitian ini 

menggunakan teori persepsi, teori persepsi konstruktif, teori kegunaan dan 

kepuasan (uses and gratifications theory), iklan, media sosial, komuniasi pemasaran, 

kualitas produk, potongan harga, dan kualitas pelayanan. Hasil penelitian 

ini menunjukkan bagaimana persepsi wanita terhadap Hari Belanja Online Nasional 

(HARBOLNAS) pada e-commerce Shopee. Pandangan wanita dewasa awal 

mengenai event Harbolnas yang diselenggarakan Shopee terbagi menjadi dua hal 

yaitu event Harbolnas memberikan kepuasan dan keuntungan bagi penggunanya 

dengan banyaknya promo, diskon, gratis ongkos kirim, voucher, cashback, sistem 
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pembayaran yang mudah, serta barang lengkap dan up to date. Sedangkan pandangan 

wanita dewasa awal mengenai event Harbolnas tidak memberikan kepuasan dan 

keuntungan karena membuat boros dan berperilaku konsumtif. Dari 6 informan 

menghasilkan berbagai macam sudut pandang yang berbeda beda sesuai dengan 

pengalaman dan latar belakang masing-masing. 

Kata Kunci: Persepsi, Hari Belanja Online Nasional, Iklan, Teori Perspektif 

Konstruktif, Teori Kegunaan dan Kepuasan.  
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ABSTRACT 

National Online Shopping Day or often referred to as HARBOLNAS is a phenomenon 

that occurs at the end of every year. It has become a culture in Indonesia it self by 

holding massive discounts every year to invite and attract consumers' attention. 

Various kind of e-commerce have started their promotions on social media and 

television and are competing to become the best online shopping forum site. Many 

business people market their products by providing discount prices, promos, cashback 

and vouchers, free shipping, and others when National Online Shopping Day arrives. 

The condition of this promotion also stimulates the buying interest of the people to 

shop online, which continues to increase. This study aims to determine the perception 

of early adult women on the National Online Shopping Day on e-commerce Shopee. 

This study uses qualitative methods, data collection in this study using interview 

techniques and observations using google form. This study uses perception theory, 

constructive perception theory, uses and gratifications theory, advertising, social 

media, marketing communication, product quality, price discounts, and service 

quality. The results of this study show how women's perceptions of the National Online 

Shopping Day (HARBOLNAS) on e-commerce Shopee. The views of early adult women 

regarding the Harbolnas event organized by Shopee are divided into two things, 

namely, the Harbolnas event provides satisfaction and benefits for its users with many 

promos, discounts, free shipping, vouchers, cashback, easy payment systems, as well 

as complete and up to date goods. Meanwhile, the views of early adult women 

regarding the Harbolnas event did not provide satisfaction and profit because it made 
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wasteful and consumptive behavior. From the 6 informants, they produced a variety 

of different perspectives according to their respective experiences and backgrounds. 

Keywords: Perception, National Online Shopping Day, Advertising, Constructive 

Perspective Theory, Uses and Gratifiacations Theory.


