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ABSTRAK 
 

 

Indri Nurmala, 1702518016, Pengaruh Experiential Marketing terhadap 

Keputusan Pembelian Pada Perusahaan E-commerce Shopee (Studi Kasus 

Pengguna Shopee Se-Jabodetabek). Program Studi DIII Manajemen Pemasaran, 

Fakultas Ekonomi, Universitas Negeri Jakarta. 

 

Pada penelitian ini bertujuan untuk mengetahui: 1) gambaran Experiential Marketing, 

2) gambaran keputusan pembelian, dan 3) pengaruh Experiential Marketing terhadap 

keputusan pembelian pada E-commerce Shopee. Pengumpulan data dengan 

menyebarkan kuesioner kepada 100 responden pengguna Shopee di wilayah Se-

Jabodetabek. Metode analisis penelitian ini menggunakan analisis deskriptif dan 

persamaan regresi linear sederhana. Teknik analisis penelitian ini, meliput: uji 

validitas, uji reliabilitas, uji asumsi dasar (uji normalitas dan uji linearitas), uji hipotesis 

serta koefisien determinasi dengan bantuan menggunakan aplikasi IBM SPSS versi 25.  

Berdasarkan hasil penelitian menunjukkan bahwa variabel Experiential Marketing 

memiliki pengaruh signifikan dan positif terhadap Keputusan Pembelian pada E-

commerce Shopee. Sebesar 59,7% Keputusan Pembelian dipengaruhi oleh Experiential 

Marketing, sedangkan 40,3% dipengaruhi oleh faktor lain yang tidak diteliti. 

 

Kata kunci: Experiential Marketing, Marketing, Keputusan Pembelian.   
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ABSTRACT 
 

Indri Nurmala, 1702518016, The Effect of Experiential Marketing On Purchasing 

Decisions On Shopee E-commerce Company (Study Cases On Shopee Users 

Jabodetabek). Marketing Management DIII Study Program, Faculty of Ecomony, 

Universitas Negeri Jakarta. 

 

This study aimed to determine: 1) Experiential Marketing overview, 2) Purchasing 

Decisions overview, and 3) the effect of Experiential Marketing on Purchasing 

Decisions on Shopee E-commerce. Data collection by distributed to 100 respondents 

Shopee users in Jabodetabek area. The analysis method of research used descriptive 

analysis and simple linear regression equation. The analysis techniques of research 

included validity tested, reliability testing, basic assumption tested (normality tested 

and linearity tested), hypothesis tested and coefficient of determination with IBM SPSS 

version 25 application. 

Based on research results, experiential marketing had a significant and positive affect 

on purchasing decisions on Shopee E-commerce. 59,7% of purchasing decisions was 

affected by Experiential Marketing, while 40,3% was affected by others factors 

 

Keywords: Experiential Marketing, Marketing, Purchasing Decisions. 
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