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ABSTRAK 

 
 

Pertumbuhan e-commerce di Indonesia semakin pesat di tengah 

perlamabatan laju ekonomi. Dapat dilihat dari inovasi e-commerce Shopee, 

dimana shopee tak hanya menawarkan barang, perlengkapan rumah tangga, 

lifestyle, otomotif, elektronik saja, kini Shopee menambahkan menu delivery 

makanan dan minuman yang dinamakan ShopeeFood. Penelitian ini bertujuan 

             Harga, Kualitas Layanan, dan E-promotion 

terhadap Minat beli Konsumen ShopeeFood (Studi Kasus pada Mahasiswa 

Pendekatan yang digunakan yakni penelitian kuantitatif yang difokuskan ke 
pengujian antar variabel. Populasi penelitian ini adalah Mahasiswa Fakultas 

Ekonomi dan Bisnis Universitas Wijaya Kusuma Surabaya angkatan 2019 yang 

pernah melakukan pembelian di ShopeeFood minimal 1 atau 2 kali. Penentuan 

sampel yang digunakan metode non-probability sampling dengan teknik 

purposive sampling dengan kriteria Mahasiswa Fakultas Ekonomi dan Bisni 

Universitas Wijaya Kusuma Surabaya angkatan 2019). 47 responden merupakan 

sampel yang diolah dengan penyebaran kuesioner sebagai pengumpulan data dan 

diolah dengan statistik SPSS., Teknik analisis data menggunakan analisis dengan 

menggunakan analisis regresi linier berganda. Uji t, uji f, uji, dan uji determinasi. 

Temuan penelitian ini menunjukan bahwa Harga berpengaruh signifikan terhadap 

minat beli konsumen,   Kualitas Layanan berpengaruh signifikan terhadap minat 

bli konsumen, dan E-promotion berpengaruh signifikan terhadap minat beli 

konsumen. 

 

Kata Kunci: Harga, Kualitas Layanan, E-promotion, Minat Beli. 
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ABSTRACT 

 
 

The growth of e-commerce in Indonesia is increasing rapidly amid a 

slowing economic pace. It can be seen from Shopee's e-commerce innovation, 

where Shopee does not only offer goods, household appliances, lifestyle, 

automotive, electronics, Shopee is now adding a food and beverage delivery menu 

called ShopeeFood. This study aims to determine "The Effect of Price, Service 

Quality, and E-promotion on Consumer Purchase Interest in ShopeeFood (Case 

Study on Students of the Faculty of Economics and Business, University of Wijaya 

Kusuma class of 2019)". 

The approach used is quantitative research which is focused on testing 

between variables. The population of this study were students of the Faculty of 

Economics and Business, Wijaya Kusuma University, Surabaya class of 2019 who 

had made at least 1 or 2 purchases at ShopeeFood. Determination of the sample 

used the non-probability sampling method with a purposive sampling technique 

with the criteria of students from the Faculty of Economics and Business, Wijaya 

Kusuma University, Surabaya class of 2019). 47 respondents were samples that 

were processed by distributing questionnaires as data collection and processed 

with SPSS statistics. Data analysis techniques used analysis using multiple linear 

regression analysis. T test, f test, test, and test of determination. The findings of 

this study indicate that price has a significant effect on consumer buying interest, 

service quality has a significant effect on consumer buying interest, and E- 

promotion has a significant effect on consumer buying interest. 

 

Keywords: Price, Service Quality, E-promotion, Purchase Intention. 


