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ABSTRAK 

Intan Mutiara Putri, Pengaruh Bauran Pemasaran 7P Terhadap Keputusan 

Penggunaan Shopee PayLater (Studi Pada Pengguna Mahasiswa UPN 

“Veteran” Jawa Timur) 

Perkembangan layanan Buy Now Pay Later (BNPL) di Indonesia menunjukkan 

pertumbuhan yang pesat seiring meningkatnya penggunaan transaksi digital dan e-

commerce. Shopee PayLater menjadi salah satu layanan BNPL yang paling populer, 

khususnya di kalangan generasi muda seperti mahasiswa. Fenomena ini 

menunjukkan bahwa keputusan penggunaan layanan tidak hanya dipengaruhi oleh 

faktor individual, tetapi juga oleh strategi pemasaran yang diterapkan perusahaan. 

Penelitian ini bertujuan untuk menganalisis pengaruh bauran pemasaran (7P) yang 

terdiri dari product, price, place, promotion, people, process, dan physical evidence 

terhadap keputusan penggunaan Shopee PayLater pada mahasiswa UPN “Veteran” 

Jawa Timur. Penelitian menggunakan pendekatan kuantitatif dengan metode regresi 

linear berganda terhadap 100 responden mahasiswa. Hasil penelitian menunjukkan 

bahwa variabel product, place, promotion, process, dan physical evidence 

berpengaruh positif dan signifikan terhadap keputusan penggunaan Shopee 

PayLater. Sementara itu, variabel price dan people tidak berpengaruh signifikan. 

Variabel promotion menjadi faktor yang paling dominan dalam memengaruhi 

keputusan penggunaan. Temuan ini menunjukkan bahwa strategi bauran pemasaran 

berperan penting dalam mendorong adopsi layanan BNPL di kalangan mahasiswa. 

Kata kunci: Buy Now Pay Later, Shopee PayLater, bauran pemasaran 7P, 

keputusan penggunaan, mahasiswa. 
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ABSTRACT 

Intan Mutiara Putri, The Influence of the 7P Marketing Mix on the Decision 

to Use Shopee PayLater (A Study on Student Users at UPN “Veteran” East 

Java). 

The development of Buy Now Pay Later (BNPL) services in Indonesia has shown 

rapid growth alongside the increasing use of digital transactions and e-commerce. 

Shopee PayLater has become one of the most popular BNPL services, particularly 

among younger generations such as university students. This phenomenon indicates 

that the decision to use the service is influenced not only by individual factors but 

also by the marketing strategies implemented by the company. This study aims to 

analyze the influence of the marketing mix (7P), consisting of product, price, place, 

promotion, people, process, and physical evidence, on the decision to use Shopee 

PayLater among students of UPN “Veteran” East Java. The research employs a 

quantitative approach using multiple linear regression with a sample of 100 student 

respondents. The results show that the variables product, place, promotion, process, 

and physical evidence have a positive and significant effect on the decision to use 

Shopee PayLater. Meanwhile, the variables price and people do not have a 

significant effect. The promotion variable is found to be the most dominant factor 

influencing the decision to use Shopee PayLater. These findings indicate that the 

marketing mix strategy plays an important role in encouraging the adoption of 

BNPL services among students. 

Keywords: Buy Now Pay Later, Shopee PayLater, 7P marketing mix, usage 

decision, students. 

  


