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ABSTRAKSI 

Tujuan penelitian ini adalah untuk menganalis pengaruh tagline, flash 

sale, dan iklan shopee terhadap keputusan pembelian produk skincare wardah 

dengan minat beli sebagai variabel mediating (studi kasus konsumen skincare 

wardah di Kabupaten Kudus). Pendekatan yang digunakan dalam penelitian ini 

adalah metode penelitian deskriptif kuantitatif. Penelitian ini menggunakan 

dengan menggunakan data primer yang berasal dari kuesioner penelitian. Populasi 

dalam penelitian ini adalah konsumen skincare wardah di Kabupaten Kudus. 

Sampel yang digunakan adalah 165 responden dan pengambilan sampel 

menggunakan teknik purposive sampling. Pengelolahan data meliputi editing, 

coding, dan tabulating. Alat uji yang digunakan adalah alat uji Structural 

Equation Model (SEM) yang dioperasikan melalui program AMOS 21. Metode 

analisis data yang digunakan adalah uji validias, reliabilitas, uji normalitas, uji 

kesesuaian model goodness of fit, uji regression weight, uji hipotesis, dan uji 

pengaruh langsung dan pengaruh tidak langsung. Hasil penelitian ini 

menunjukkan bahwa tagline berpengaruh positif dan signifikan terhadap minat 

beli; flash sale berpengaruh positif dan signifikan terhadap minat beli; iklan 

shopee berpengaruh positif dan signifikan terhadap minat beli; tagline 

berpengaruh positif dan signifikan terhadap keputusan pembelian; flash sale 

berpengaruh positif dan signifikan terhadap keputusan pembelian; iklan shopee 

berpengaruh positif dan signifikan terhadap keputusan pembelian; minat beli 

berpengaruh positif dan signifikan terhadap keputusan pembelian; minat beli tidak 

dapat memediasi pengaruh tagline terhadap keputusan pembelian; minat beli tidak 

dapat memediasi pengaruh flash sale terhadap keputusan pembelian; minat beli 

tidak dapat memediasi pengaruh iklan shopee terhadap keputusan pembelian. 

Kata Kunci : Tagline, Flash Sale, Iklan, Minat Beli, Keputusan Pembelian. 
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ABSTRACTION  

The purpose of this study was to analyze the influence of taglines, flash 

sales and Shopee advertisements on purchasing decisions for Wardah skincare 

products with purchase interest as a mediating variable (case study of Wardah 

skincare consumers in Kudus Regency). The approach used in this research is a 

quantitative descriptive research method. This research uses primary data 

originating from research questionnaires. The population in this study were 

Wardah skincare consumers in Kudus Regency. The sample used was 165 

respondents and sampling used purposive sampling technique. Data processing 

includes editing, coding, and tabulating. The test equipment used is the Structural 

Equation Model (SEM) test equipment which is operated through the AMOS 21 

program. The data analysis methods used are validity, reliability, normality tests, 

goodness of fit model suitability tests, regression weight tests, hypothesis tests, 

and direct influence and indirect influence. The results of this research show that 

the tagline has a positive and significant effect on purchasing interest; flash sales 

have a positive and significant effect on buying interest; Shopee advertising has a 

positive and significant effect on purchasing interest; the tagline has a positive 

and significant effect on purchasing decisions; flash sales have a positive and 

significant effect on purchasing decisions; Shopee advertising has a positive and 

significant effect on purchasing decisions; buying interest has a positive and 

significant effect on purchasing decision; purchase interest cannot mediate the 

influence of the tagline on purchasing decisions; purchase interest cannot mediate 

the influence of flash sales on purchasing decisions; Purchase interest cannot 

mediate the influence of Shopee advertising on purchasing decisions. 

Keywords: Tagline, Flash Sale, Advertisement, Purchase Interest, Purchase 

Decision.  
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