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ABSTRAK 

 

Neneng Kurnia Putri, NIM : 201810310311131, Makna Sosial Belanja Online di 

Marketplace Shopee bagi Mahasiswa (Studi Pada Mahasiswa Prodi Manajemen 

pemasaran FEB UMM). 

 

Program Studi Sosiologi , Fakultas Ilmu Sosial dan Ilmu Politik, Universitas 

Muhammadiyah Malang. Dosen Pembimbing : Dr. Tutik Sulistyowati, M.Si, Dr. 

Sulismadi, M.Si 

 

Skripsi dengan judul “Makna Sosial Belanja Online di Marketplace 

Shopee bagi Mahasiswa (Studi Pada Mahasiswa Prodi Manajemen pemasaran 

FEB UMM)”. Penelitian ini mengkaji makna sosial dari aktivitas belanja online di 

Shopee pada mahasiswa Prodi Manajemen Pemasaran Fakultas Ekonomi dan 

Bisnis Universitas Muhammadiyah Malang (FEB UMM) angkatan 2021. 

Menggunakan pendekatan kualitatif dengan teknik snowball sampling, penelitian 

ini melibatkan sepuluh mahasiswa sebagai subjek penelitian dan mengumpulkan 

data melalui wawancara mendalam, observasi, dan dokumentasi. Data kemudian 

dianalisis dengan pendekatan interaksionisme simbolik untuk memahami 

bagaimana mahasiswa menafsirkan pengalaman belanja online mereka. Hasil 

penelitian menunjukkan bahwa mahasiswa memaknai belanja online di Shopee 

menimbulkan banyak makna social yaitu kemudahan dan kepraktisan, 

penghindaran interaksi sosial, pilihan yang lebih murah, solusi efisiensi waktu, 

pengaruh social dan rekomendasi orang lain, serta sebagai bagian dari tren dan 

gaya hidup digital. Makna-makna ini dibentuk melalui interaksi dengan simbol-

simbol pada platform Shopee, seperti fitur pencarian, ulasan produk, ikon diskon, 

dan kemudahan akses melalui smartphone. Penelitian ini memberikan pemahaman 

yang lebih komprehensif mengenai bagaimana aktivitas belanja online di Shopee 

tidak hanya sebagai aktivitas ekonomi, tetapi juga sebagai proses atau tindakan 

social yang bermakna yaitu terbentuk dari proses interaksi simbolik dilingkungan 

marketplace shopee.  

 

Kata Kunci: belanja online, interaksionisme simbolik, mahasiswa, makna sosial, Shopee. 
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ABSTRACT 

 

Neneng Kurnia Putri, NIM: 201810310311131, The Social Meaning of Online 

Shopping on the Shopee Marketplace for Students (A Study of Marketing 

Management Students, Faculty of Economics and Business (FEB) UMM). 

 

Sociology Study Program, Faculty of Social and Political Sciences, Universitas 

Muhammadiyah Malang.  Advisors: Dr. Tutik Sulistyowati, M.Si, Dr. Sulismadi, M.Si 

 

 Thesis with title "The Social Meaning of Online Shopping on the Shopee 

Marketplace for Students (A Study of Marketing Management Students, Faculty 

of Economics and Business (FEB), UMM)," This study examines the social 

meanings of online shopping activities on Shopee among students of the 

Marketing Management Department, Faculty of Economics and Business, 

Universitas Muhammadiyah Malang (FEB UMM), class of 2021. Using a 

qualitative approach with snowball sampling technique, the research involved ten 

students as participants and collected data through in-depth interviews, 

observation, and documentation. The data were then analyzed using the symbolic 

interactionism approach to understand how students interpret their online 

shopping experiences. The findings reveal that students assign various social 

meanings to online shopping on Shopee, including convenience and practicality, 

avoidance of social interaction, access to cheaper options, time efficiency, social 

influence and recommendations from others, as well as being part of digital 

lifestyle trends. These meanings are shaped through interactions with symbols 

found on the Shopee platform, such as the search feature, product reviews, 

discount icons, and ease of access via smartphones. This study offers a more 

comprehensive understanding of how online shopping on Shopee is not merely an 

economic activity, but also a meaningful social process formed through symbolic 

interaction within the Shopee marketplace environment. 

 

Keywords: online shopping, Shopee, social meaning, students, symbolic interactionism. 
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