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ABSTRAKSI 

Penelitian ini bertujuan untuk menganalisis brand ambassador, event marketing, 

digital marketing, sales promotion dan inovasi produk terhadap keputusan 

pembelian pada toko online shopee. Jenis penelitian ini penelitian kuantitatif. 

Populasi dalam penelitian ini adalah mahasiswa manajemen Universitas Muria 

Kudus, Sampel yang digunakan penelitian ini sebanyak 96 responden. Teknik 

pengambilan sampel penelitian ini menggunakan teknik accidental sampling, 

teknik ini merupakan teknik penentuan sampel berdasarkan kebetulan. Data 

dikumpulkan dengan kuisoner dan dianalisis menggunakan analisis deskriptif, Uji 

normalitas, Uji multikolinearitas, Uji heteroskedastisitas, Analisis regresi linier 

berganda, Uji regresi parsial (Uji t), Uji regresi berganda (Uji F simultan), Uji 

koefisien determinasi. Berdasarkan hasil penelitian dapat disimpulkan sebagai 

berikut : (1) Brand ambassador berpengaruh positif dan signifikan terhadap 

keputusan pembelian pada toko online shopee (2) Event marketing berpengaruh 

positif dan signifikan terhadap keputusan pembelian pada toko online shopee (3) 

Digital marketing berpengaruh positif dan signifikan terhadap keputusan 

pembelian pada toko online shopee (4) Sales promotion berpengaruh positif dan 

signifikan terhadap keputusan pembelian pada toko online shopee (5) Inovasi 

produk berpengaruh positif dan signifikan terhadap keputusan pembelian pada 

toko online shopee (6) brand ambassador, event marketing, digital marketing, 

sales promotion dan inovasi produk secara bersama sama berpengaruh positif dan 

signifikan terhadap keputusan pembelian pada toko online shopee. 

Kata kunci: Brand Ambassador, Event Marketing, Digital Marketing, Sales 

Promotion, inovasi produk dan keputusan pembelian 
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ABSTRACT 

This study aims to analyze brand ambassadors, event marketing, digital 

marketing, sales promotion and product innovation towards purchasing decisions 

at shopee online stores. This type of research is quantitative research. The 

population in this study was management students of Muria Kudus University, the 

sample used in this study was 96 respondents. The sampling technique of this 

study uses accidental sampling technique, this technique is a sample 

determination technique based on chance. Data were collected with 

questionnaires and analyzed using descriptive analysis, Normality test, 

Multicholinearity test, Heteroskedasticity test, Multiple linear regression analysis, 

Partial regression test (t test), multiple regression test (simultaneous F test), 

Determination coefficient test. Based on the results of the study, it can be 

concluded as follows: (1) Brand ambassadors have a positive and significant 

effect on purchasing decisions at shopee online stores (2) Marketing events have a 

positive and significant effect on purchasing decisions at shopee online stores (3) 

Digital marketing has a positive and significant effect on purchasing decisions at 

shopee online stores (4) Sales promotion has a positive and significant effect on 

purchasing decisions at shopee online stores (5) Product innovation has a 

positive and significant effect on  Purchasing decisions at Shopee online stores (6) 

Brand Ambassadors, Event Marketing, Digital Marketing, Sales Promotion and 

Product Innovation together have a positive and significant effect on purchasing 

decisions at Shopee online stores. 

 

Keywords: brand ambassador, event marketing, digital marketing, sales 

promotion, product innovation and purchasing decisions. 
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