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ABSTRAK

MAGHFIROTIKA AT-TAMAMA ZIDAN, 18042010071, Pengaruh Sales
Promotion Dan E-Service Quality Terhadap Impulse Buying Pada E-
Commerce Shopee (Studi Pada Pengguna Aplikasi Shopee Di Kota Surabaya)

Penelitian ini bertujuan untuk menguji serta menganalisis pengaruh sale
promotion dan e-service quality terhadap impulse buying pada e-commerce
Shopee. Populasi dalam penelitian ini adalah masyarakat Kota Surabaya yang
pernah berbelanja pada e-commerce Shopee. Jumlah sampel yang digunakan
dalam penelitian ini adalah 100 responden. Teknik penarikan sampel yang
digunakan adalah teknik purposive sampling. Jenis penelitian ini menggunakan
kuantitatif. Hasil penelitian ini menunjukkan bahwa sales promotion secara
parsial berpengaruh positif tidak signifikan terhadap impulse buying. E-Service
Quality secara parsial berpengaruh positif signifikan terhadap Impulse Buying.
Sales Promotion dan E-service quality secara simultan berpengaruh positif

signifikan terhadap impulse buying.

Kata Kunci : Sales Promotion; E-Service Quality; Impulse Buying; Shopee.



ABSTRACT

This study aims to examine and analyze the effect of sale promotion and e-
service quality on impulse buying on e-commerce Shopee. The population in this
study is the people of Surabaya City who have shopped at Shopee e-commerce.
The number of samples used in this study were 100 respondents. The sampling
technique used is purposive sampling technique. This type of research uses
quantitative. The results of this study indicate that sales promotion partially has
no significant positive effect on impulse buying. E-Service Quality partially has a
significant positive effect on Impulse Buying. Sales Promotion and E-service

quality simultaneously have a significant positive effect on impulse buying.

Keywords: Sales Promotion; E-Service Quality; Impulse Buying; Shopee.



