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ABSTRAK 
 

Di era globalisasi yang semakin maju, kecanggihan teknologi sudah tidak 
perlu diragukan lagi seiring dengan banyaknya kemunculan platform aplikasi 
digital yang semakin memudahkan masyarakat dalam melakukan pembelian tanpa 
harus mengunjungi toko offline. Di Indonesia sendiri, jumlah pengguna internet 
selalu meningkat setiap tahunnya sehingga perusahaan berpeluang dan bersaing 
dalam suatu kompetisi bisnis dalam menciptakan platform e-commerce, aplikasi, 
hingga situs web untuk menyampaikan dan memperkenalkan segala informasi 
mengenai produk/jasa yang sedang dijalankan agar dikenal oleh masyarakat luas 
dengan beragam promosi yang ditawarkan sehingga tercipta perilaku pembelian 
impulsif. 

Penelitian ini bertujuan untuk menganalisis pengaruh Sales Promotion dan 
Web Quality terhadap Impulsive Buying Behavior melalui Brand Awareness. 
Objek penelitian ini adalah pengguna produk skincare di aplikasi SOCO by 
Sociolla di Surabaya. Jumlah sampel dalam penelitian ini sebanyak 150 responden 
dengan teknik pengambilan sampel yang digunakan yaitu purposive sampling. 
Teknik analisis data yang digunakan adalah SEM (Structural Equation Modelling) 
dengan software Lisrel 8.80. 

Hasil penelitian menunjukkan bahwa Sales Promotion berpengaruh negatif 
terhadap Brand Awareness artinya bahwa promosi penjualan yang ditawarkan 
tidak ada hubungannya dalam menciptakan kesadaran merek. Web Quality 
berpengaruh positif terhadap Brand Awareness. Brand Awareness berpengaruh 
positif terhadap Impulsive Buying Behavior. Sales Promotion tidak berpengaruh 
signifikan secara langsung terhadap Impulsive Buying Behavior, sedangkan Web 
Quality secara langsung berpengaruh signifikan terhadap Impulsive Buying Be-
havior. Sales Promotion tidak berpengaruh signifikan secara tidak lang-sung 
terhadap Impulsive Buying Behavior melalui Brand Awareness, sedangkan Web 
Quality berpengaruh positif terhadap Impulsive Buying Behavior melalui Brand 
Awareness secara langsung. 
 
Kata Kunci: Sales Promotion, Web Quality, Brand Awareness, Impulsive Buying 

Behavior 
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THE INFLUENCE OF SALES PROMOTION AND WEB QUALITY ON 
IMPULSIVE BUYING BEHAVIOR THROUGH BRAND AWARENESS 

ON SKINCARE PRODUCTS IN SOCO BY SOCIOLLA APPLICATION 
IN SURABAYA 

ABSTRACT 
 

In an era of increasingly advanced globalization, technological 
sophistication is undoubtedly in line with the emergence of many digital 
application platforms that make it easier for people to make purchases without 
having to visit offline stores. In Indonesia, the number of internet users always 
increases every year so that companies have the opportunity and compete in a 
business competition in creating e-commerce platforms, applications, and 
websites to convey and introduce all information about products / services being 
carried out so that they are known by the wider community with a variety of 
promotions offered to create impulsive buying behavior. 

This study aims to analyze the effect of Sales Promotion and Web Quality 
on Impulsive Buying Behavior through Brand Awareness. The object of this 
research is users of skincare products in the SOCO by Sociolla application in 
Surabaya. The number of samples in this study were 150 respondents with the 
sampling technique used was purposive sampling. The data analysis technique 
used is SEM (Structural Equation Modeling) with Lisrel 8.80 software. 

The results showed that Sales Promotion had a negative effect on Brand 
Awareness. Web Quality has a positive effect on Brand Awareness. Brand 
Awareness has a positive effect on Impulsive Buying Behavior. Sales Promotion 
has no significant effect on Impulsive Buying Behavior. Web Quality has a 
significant effect on Impulsive Buying Behavior. Sales Promotion has no 
significant effect on Impulsive Buying Behavior through Brand Awareness. Web 
Quality has a positive effect on Impulsive Buying Behavior through Brand 
Awareness. 
 
Keywords: Sales Promotion, Web Quality, Brand Awareness, Impulsive Buying 

Behavior


