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ABSTRAK 

 

 Penelitian ini bertujuan untuk mengetahui dan menganalisis e-sales 

promotion, e-interactive marketing, e-impulse buying dan e-trust pada marketplace 

Shopee. Jenis penelitian ini adalah penelitian kuantitatif dengan populasi yang 

digunakan adalah pengguna marketplace Shopee di Kota Malang. Adapun jumlah 

sampel yang ditetapkan dalam penelitian ini sebanyak 112 responden dengan teknik 

purposive sampling. Teknik pengumpulan data dalam penelitian ini menggunakan 

kuesioner online. Metode analisis data yang digunakan yaitu rentang skala dan 

Structural Equation Model (SEM) dengan software SmartPLS 4.0. Berdasarkan 

hasil penelitian dan analisis dapat disimpulkan bahwa E-Sales Promotion 

berpengaruh positif dan signifikan terhadap E-Impulse Buying, E-Interactive 

Marketing  berpengaruh positif dan signifikan terhadap E-Impulse Buying, E-Trust 

berpengaruh positif dan signifikan terhadap E-Impulse Buying, E-Sales Promotion 

berpengaruh positif dan signifikan terhadap E-Trust, E-Interactive Marketing 

berpengaruh positif dan signifikan terhadap E-Trust, E-Trust mampu memediasi 

pengaruh E-Sales Promotion terhadap E-Impulse Buying, dan E-Trust mampu 

memediasi pengaruh E-Interactive Marketing terhadap E-Impulse Buying 

 

Kata kunci: E-Sales Promotion, E-Interactive Marketing, E-Trust, E-Impulse 

Buying 
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ABSTRACT 

 

 This study aimed to determine and analyze e-sales promotion, e-interactive 

marketing, e-impulse buying and e-trust on Shopee marketplace. The type of this 

research was quantitative research with the population used was users of 

marketplace Shopee in Malang City. The number of samples specified in this study 

was 112 respondents with purposive sampling technique. The data collection 

technique in this research used online questionnaire. The data analysis method used 

was scale range and Structural Equation Model (SEM) with SmartPLS 4.0 

software. Based on the results of research and analysis, it can be concluded that E-

Sales Promotion has a positive and significant effect on E-Impulse Buying, E-

Interactive Marketing  has a positive and significant effect on E-Impulse Buying, 

E-Trust has a positive and significant effect on E-Impulse Buying, E-Sales 

Promotion has a positive and significant effect on E-Trust, E-Interactive Marketing 

has a positive and significant effect on E-Trust, E-Trust is able to mediated the effect 

of E-Sales Promotion on E-Impulse Buying, and E-Trust is able to mediated the 

effect of E-Interactive Marketing on E-Impulse Buying. 

 

 

Keywords: E-Sales Promotion, E-Interactive Marketing, E-Trust, E-Impulse 

Buying 
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