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ABSTRAK

ROXY MILLENIUM CHIORSYA NRP. 1423018035. PENGARUH EVENT
FLASH SALE SHOPEE TERHADAP BRAND AWARENESS APLIKASI
SHOPEE PADA PRIA PENGGUNA E-COMMERCE.

Event flash sale Shopee merupakan event marketing atau acara promosi
yang tujuannya untuk menarik perhatian dan mempengaruhi orang banyak.
Penelitian ini memiliki tujuan untuk menguji sebuah teori yang menyatakan bahwa
sebuah event dapat digunakan untuk meningkatkan brand awareness pada pria
pengguna e-commerce. Melihat bagaimana Shopee ingin meningkatkan brand
awareness untuk kalangan pengguna pria yang memakai e-commerce, maka
Shopee membuat event flash sale. Indikator keberhasilan yang digunakan untuk
event yaitu keunikan, perishability, intangibility, interaksi personal, suasana dan
pelayanan. Hasilnya yaitu keberhasilan Shopee dalam melaksanakan event flash
sale. Sedangkan brand awareness dilihat dari indikator top of mind, brand recall,
dan brand recognition. Hasilnya yaitu kesadaran pria pengguna e-commerce
terhadap aplikasi Shopee tinggi. uji hipotesis dari event flash sale Shopee
berpengaruh signifikan terhadap brand awareness aplikasi Shopee. Strategi Shopee
dalam membuat event flash sale Shopee untuk menarik minat pengguna pria
berhasil.Jenis penelitian ini yaitu eksplanatori dan menggunakan pendekatan
kuantitatif. Metode penelitian yang digunakan adalah survey dan pernyataan
responden dinilai dengan skala likert. Hasil dari penelitian ini yaitu terdapat
pengaruh yang signifikan antara event flash sale Shopee terhadap brand awareness
aplikasi Shopee pada pria pengguna e-commerce. Responden menilai event flash
sale Shopee berhasil dan brand awareness dinilai tinggi.

Kata Kunci : event, brand awareness, Shopee, e-commerce



xvii

ABSTRACT

ROXY MILLENIUM CHIORSYA NRP. 1423018035. THE EFFECT OF THE
EVENTFLASH SALE SHOPEEON THE BRANDAWARENESS OF THE SHOPEE
APPLICATION ON MAN E-COMMERCE USERS.

Shopee flash sale events are marketing events or promotional events whose purpose
is to attract attention and influence many people. This study aims to test a theory
which states that an event can be used to increase brand awareness among male e-
commerce users. Seeing how Shopee wants to increase brand awareness for male
users who use e-commerce, Shopee makes a flash sale event. The success indicators
used for the event are uniqueness, perishability, intangibility, personal interaction,
atmosphere and service. The result is the success of Shopee in carrying out flash
sale events. Meanwhile, brand awareness is seen from top of mind indicators, brand
recall, and brand recognition. The result is that male e-commerce users' awareness
of the Shopee application is high. hypothesis testing of the Shopee flash sale event
has a significant effect on brand awareness of the Shopee application. Shopee's
strategy in making Shopee flash sale events to attract male users was successful.
This type of research is explanatory and uses a quantitative approach. The research
method used is a survey and respondents' statements are assessed with a Likert
scale. The results of this study are that there is a significant influence between the
Shopee flash sale event on the brand awareness of the Shopee application in male
e-commerce users. Respondents assessed that the Shopee flash sale event was
successful and brand awareness was high.

Keywords: event, brand awareness, Shopee, e-commerce
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