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MOTTO DAN PERSEMBAHAN 

MOTTO 

Karena masa depan sungguh ada, dan harapanmu tidak akan hilang. 

( Amsal 23:18) 

Segala perkara dapat kutanggung di dalam Dia yang memberi kekuatan kepadaku. 

(Filipi 4:13) 

Sebab itu janganlah kamu kuatir akan hari besok, karena hari besok mempunyai 

kesusahannya sendiri. Kesusahan sehari cukuplah untuk sehari. 

(Matius 6:34) 

You should be proud of yourself for how you have faced the recent period, from 

the silent battles you fought, to the moments when you fell but still chose to rise 

again and look forward. You are a warrior. So do yourself a favor, celebrate your 

strength. 

(Sofia J.Ross) 
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1. Tuhan Yesus yang selalu menyertai dan memberkatiku didalam setiap proses 

pengerjaan skripsi ini, semua karena kemurahan dan kebaikan Tuhan.  
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ABSTRAK 
 

Tujuan penelitian ini adalah menganalisis pengaruh promosi penjualan, electronic 

word of mouth (e-wom), dan persepsi harga terhadap pembelian impulsif di Shopee. 

Pendekatan yang digunakan dalam penelitian ini adalah pendekatan kuantitatif. 

Sampel adalah konsumen yang telah melakukan pembelian di Shopee yang 

berjumlah 100 responden dan pengambilan sampel menggunakan viieknik 

purposive sampling. Teknik pengumpulan data menggunakan metode kuisioner 

melalui google form. Teknik analisis data menggunakan SPSS versi 26. Hasil 

penelitian menunjukan promosi penjualan berpengaruh positif dan signifikan 

terhadap pembelian impulsif di Shopee, electronic word of mouth (e-wom) 

berpengaruh positif dan signifikan terhadap pembelian impulsif di Shopee, persepsi 

harga berpengaruh negatif dan tidak signifikan terhadap pembelian impulsif, serta 

promosi penjualan, electronic word of mouth (e-wom), dan persepsi harga secara 

simultan berpengaruh positif dan signifikan terhadap pembelian impulsif di Shopee.   

 

Kata kunci : Promosi Penjualan, Electronic Word of Mouth (E-WOM), Persepsi 

Harga, Pembelian Impulsif 
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ABSTRACT 
 

The purpose of this study was to analyze the effect of sales promotion, electronic 

word of mouth (e-wom), price perception to impulsive buying in Shopee. The 

approach used in this research is a quantitative approach. The sample is consumers 

who have made purchases on Shopee, amounting to 100 respondens and the sample 

was taken using a purposive sampling technique. Variable data collection 

techniques using the questionnaire method with google form. Data analysis 

techniques using SPSS version 26. The results of the study show that sales 

promotion have a positive and significant effect on impulsive buying in Shopee, 

electronic word of mouth (e-wom) have a positive and significant effect on 

impulsive buying in Shopee, price perception have a negative and no significant 

effect on impulsive buying in Shopee, and Sales promotion, Electronic Word of Mouth 

(E-WOM), and price perception have a positive and significant effect on impulsive buying 

on Shopee 

 

Keywords : sales promotion, electronic word of mouth(e-wom), price perception, 

impulsive buying 
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