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ABSTRAK 

 

 

Di era digital yang berkembang pesat saat ini, industri e-commerce telah 

menjadi salah satu sektor yang paling dinamis dan berpotensi tinggi untuk 

pertumbuhan. Perkembangan teknologi informasi dan komunikasi telah 

mengubah cara konsumen berinteraksi dengan merek dan melakukan 

pembelian produk dan layanan. Di antara platform e-commerce yang 

semakin mendominasi, Shopee telah menjadi pemimpin utama di pasar 

digital, menawarkan berbagai produk dari berbagai kategori kepada 

konsumen dengan beragam preferensi. Tujuan penelitian ini untuk 

menganalisis pengaruh promosi, diskon dan brand image terhadap 

keputusan pembelian konsumen pada shopee. Populasi yang diteliti adalah 

pengguna shopee yang telah menggunakan aplikasi marketplace shopee 

berjumlah 237.000.000 orang. Jumlah sampel yang diambil dalampenelitian 

ini adalah 100 responden dengan menggunakan teknik pengambilan sampel 

random sampling. Metode pengumpulan data menggunakan kuesioner, 

sedangkan teknik analisis data menggunakan regresi linier berganda dengan 

program PLS (Partial Least Square) ver.3. Hasil penelitian menunjukkan 

bahwa Promosi berpengaruh signifikan terhadap Keputusan Pembelian E- 

Commerce Shopee di Malang. Diskon berpengaruh positif signifikan 

terhadap Keputusan Pembelian E-CommerceShopee di Malang, dan Brand 

Image berpengaruh signifikan terhadapKeputusan Pembelian E-Commerce 

Shopee di Malang. R-Square sebesar 0,787 yang artinya 78,7% Keputusan 

Pembelian dapat dijelaskan oleh variabel Promosi, variabel Diskon dan 

Brand Image dan sisanya 21,3% dijelaskan oleh variabel lain yang masuk 

dalam model penelitian. 

 

 

 

Kata Kunci : Promosi, Diskon, Brand Image, Keputusan Pembelian. 
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ABSTRACT 

 

In today’s fast-growing digital age, the e-commerce industry has become one 

of the most dynamic and highly potential sectors for growth. Developments 

in information and communication technology have changed the way 

consumers interact with brands and make purchases of products and services. 

Among the increasingly dominant e-commerce platforms, Shopee has 

become a major leader in the digital market, offering a range of products from 

different categories to consumers with a variety of preferences. The purpose 

of this study is to analyze the influence of promotions, discounts and brand 

image on consumer purchasing decisions on shopee. The population 

surveyed is shopee users who have used the shopee marketplace application 

of a total of 237.000.000 people. The number of samples taken in the study 

is 100 respondents using random sampling technique. Data collection 

methods use questionnaires, while data analysis techniques use double linear 

regression with the PLS (Partial Least Square) program ver.3. The results of 

the research showed that the Promotion had a significant influence on 

Shopee's E-Commerce Purchase Decisions in Malang. The discount was a 

significant positive effect on the Shopee E-commerce Purchasing Decision 

in malang, and the Brand Image was significantly influenced by Shopee’s E 

-Commerce Buying Decisons in Malange. The R- Square was 0.787 which 

means that 78.7% of the Purchased Decision could be explained by the 

Promotional variable, the Discount variable and the brand image and the 

remaining 21.3% were described by other variables that were included in the 

research model. 
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