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ABSTRAK 

Rani Fitriyana. 183443017. Pengaruh Promosi dan Brand Image Terhadap 

Minat Beli Pada Platform Shopee (Studi Kasus Mahasiswa FEB UTND). 

Skripsi. 2022. 

 Shopee saat ini menjadi marketplace terbesar di Indonesia karena dapat 

membuka peluang usaha secara online. Situasi pandemi sangat membawa 

perubahan yang sangat pesat terutama didunia jual beli online yang telah 

memasuki dunia sekolah dan kampus. Perubahan didunia jual beli mencakup 

Fashion yang mengikuti Trend. Maka dari itu Shopee juga menyesuaikan target 

pasaran agar pelaku bisnis marketplace tetap berjalan. pengujung Shopee tidak 

mendapatkan tingkat teratas lagi karena disusul oleh Tokopedia yang lebih tinggi 

ataupun unggul 16% dari Shopee. Tujuan penelitian, berguna untuk mengetahui 

pengaruh Promosi terhadap Minat Beli, mengetahui pengaruh Brand Image 

terhadap Minat Beli serta mengetahui pengaruh Promosi dan Brand Image secara 

serentak terhadap minat beli pada Platform Shopee (Studi Kasus Mahsiswa FEB 

UTND). Permasalahan yang terjadi pada penelitian ini adalah shopee kalah 

bersaing dengan platform lainnya karena lebih dominan ke fashion dan 

pengunjung shopee belum menjangkau semua kalangan. Penelitian ini deskriptif 

kuantitatif dengan insturmen kuisoner dilakukan pada populasi sebanyak 80 orang 

mahasiswa fakultas ekonomi dan bisnis, penelitian sampel menggunakan rumus 

slovin sehingga sampel penelitian sebanyak 80 orang. Hasil yang di dapat dari 

penelitian ini menunjukan bahwa: 1) Promosi secara parsial berpengaruh dan 

signifikan terhadap Minat Beli, 2) Brand Image secara parsial berpengaruh dan 

signifikan terhadap Minat Beli 3) Promosi dan Brand Image secara simultan 

berpengaruh dan signifikan terhadap Minat Beli. Nilai t hitung Promosi sebesar 

16,048 > 1,664 (n-k =80-2=78 pada 0,05/5%) dan signifikan 0 < 0,05, sehingga 

Ha diterima dan Ho ditolak, maka Promosi  berpengaruh positif dan signifikan 

terhadap Minat Beli, sehingga hipotesis (H1) sebelumnya diterima dan Nilai t 

hitung Brand Image sebesar 3,007 > 1,664 n-k= 80-2= 78 pada 0,05/5%) dan 

signifikan 0,004 < 0,05, sehingga Ha diterima dan Ho ditolak, maka Brand Image 

berpengaruh positif dan signifikan terhadap Minat Beli. Sehingga hipotesis (H2) 

sebelumnya diterima. Hasil Uji F menghasilkan Fhitung 327,324 > Ftabel 3,11 (k-1 

pada k = 80-3= 77 pada 2) sehingga Ha diterima dan Ho ditolak, artinya Promosi 

dan Brand Image berpengaruh terhadap Minat Beli. Sehingga hipotesis (H1) dan 

(H2) sebelumnya diterima. 

Kata Kunci: Promosi, Brand Image dan Minat Beli   
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ABSTRACT 

Rani Fitriana. 183443017. The Effect of Promotion and Brand Image on 

Buying Interest on the Shopee Platform (Case Study of FEB UTND Students). 

Thesis. 2022. 

 Shopee is currently the largest marketplace in Indonesia because it can 

open up business opportunities online. The pandemic situation has brought very 

rapid changes, especially in the world of online buying and selling which has 

entered the world of schools and campuses. Changes in the world of buying and 

selling include Fashion that follows the Trend. Therefore Shopee also adjusts the 

target market so that the marketplace business players continue to run. Shopee's 

end did not get to the top level anymore because it was followed by Tokopedia 

which was higher or 16% superior to Shopee. The purpose of the study is to 

determine the effect of Promotion on Buying Interest, determine the effect of 

Brand Image on Buying Interest and determine the effect of Promotion and Brand 

Image simultaneously on buying interest on the Shopee Platform (Case Study of 

FEB UTND Students). The problem that occurs in this research is that shopee 

cannot compete with other platforms because it is more dominant in fashion and 

shopee visitors have not reached all circles. This quantitative descriptive research 

with questionnaire instrument was conducted on a population of 80 students of the 

economics and business faculty, the sample research used the Slovin formula so 

that the research sample was 80 people. The results obtained from this study 

indicate that: 1) Promotion partially and significantly affects Purchase Interest, 

2) Brand Image partially and significantly influences Purchase Interest 3) 

Promotion and Brand Image simultaneously have a significant and significant 

effect on Purchase Interest. The t-count value of Promotion is 16.048 > 1,664 (n-k 

= 80-2=78 at 0.05/5%) and significant 0 <0.05, so Ha is accepted and Ho is 

rejected, then Promotion has a positive and significant effect on Purchase 

Interest, so The hypothesis (H1) was previously accepted and the t value of Brand 

Image was 3,007 > 1,664 (n-k= 80-2= 78 at 0.05/5%) and significant was 0.004 

< 0.05, so Ha was accepted and Ho was rejected, then Brand Image positive and 

significant effect on Buying Interest. So that the hypothesis (H2) was previously 

accepted. The results of the F test resulted in Fcount 327,324 > Ftable 3,11 (k-1 

at k = 80-2 = 78 at 2) so that Ha was accepted and Ho was rejected, meaning that 

Promotion and Brand Image have an effect on Buying Interest. So that the 

hypothesis (H1) and (H2) was previously accepted. 

Keywords: Promotion, Brand Image and Buying Interest 
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