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INTISARI 

Penelitian ini dilatar belakangi dari permasalahan mengenai perubahan pola 

belanja dari offline ke online, menurut data dari berbagai marketplace yang ada 

marketplace dengan pengunjung paling tinggi yaitu shopee dan pengguna 

marketplace shopee terbanyak yaitu kalangan mahasiswa. Dengan harga dan 

promosi yang diberikan apakah mempengaruhi minat beli mahasiswa untuk 

melakukan pembelian suatu produk atau barang di marketplace shopee. Tujuan dari 

penelitian ini adalah untuk mengetahui apakah harga dan promosi dapat 

mempengaruhi minat beli melalui penerapan percobaan 96 mahasiswa pengguna 

marketplace shopee yang berdomisili di Kabupaten Sleman.  

Penelitian ini menggunakan paradigma postivisme dengan pendekatan 

kuantitatif. Teknik pengumpulan data menggunakan penyebaran kuisioner ke 96 

mahasiswa yang berdosimili di Kabupaten Sleman. Teori yang digunakan adalah 

harga, promosi, minat beli dan AIDA. Pengambilan sampel dilakukan metode non-

probablity sampling. Hasil penelitian ini menunjukkan bahwa harga dan promosi 

dalam marketplace shopee berpengaruh positif dengan presentase 36,5% terhadap 

minat beli. Secara keseluruhan mahasiswa berdomisili di Kabupaten Sleman 

mendapatkan pengaruh dari harga dan promosi terhadap minat beli di marketplace 

shopee. Hal tersebut dibuktikan dengan harga dan macam promosi yang telah 

dilakukan oleh pihak shopee mampu menarik perhatian konsumen untuk 

berbelanja.  

Hasil analisis menjelaskan teori AIDA sesuai dengan hasil penelitian, 

dimana adanya informasi, ketertarikan, keinginan,dan tindakan ini berhasil 

membuat harga dan promosi dapat mempengaruhi mahasiswa untuk berminat 

membeli di marketplace shopee dengan adanya banyak tawaran dari harga dan 

promosi tersebut. 

  

Kata Kunci : Harga, Promosi, Teori AIDA, Marketplace Shopee  
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ABSTRACT 

This research is based on the problem of changing shopping patterns from 

offline to online, according to data from various marketplaces that exist in the 

marketplace with the highest visitors, namely shopee and  the most shopee 

marketplace users, namely students. With the prices and promotions given, whether 

it affects students buying interest in purchasing a product or item on the  shopee 

marketplace. The purpose of this study is to find out whether prices and promotions 

can affect buying interest through the application of an experiment of 96 shopee 

marketplace user students  who are domiciled in Sleman Regency. 

 This research uses a postivisment paradigm with a quantitative approach. 

The data collection used questionnaires to distribute to 96 students who live in 

Sleman Regency. The theory used is price, promotion, buying interest and AIDA. 

Sampling was carried out by a non-probablity sampling. The results of this study 

show that prices and promotions in the shopee marketplace have a positive effect 

with a percentage  of 36.5% of buying interest.  overall, students domiciled in 

Sleman Regency get the influence of prices and promotions on buying interest in 

the  shopee marketplace. This is evidenced by the prices and kinds of promotions 

that have been carried out by shopee that are able to attract the attention of 

consumers to shop.   

The results of the analysis explain the AIDA theory in accordance with the 

results of the study, where the existence of information, interests, desires, and 

actions has succeeded in making prices and promotions can influence students to 

be interested in buying on the  shopee marketplace with many offers from these 

prices and promotions. 
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