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ABSTRACT 

Ari Zuhdi Tarmizi (2024). The Influence of Experiential Marketing and the Tagline 

"Free Shipping" on Purchasing Decisions at Shopee E-Commerce (Study of Feb. 

Students of Management Study Program Ulm Banjarmasin). Management Study 

Program. Faculty of Economics and Business. Lambung Mangkurat University. 

Supervisor: Rusniati Rusniati 

This research aims to analyze the influence of Experiential Marketing on 

purchasing decisions at Shopee E-Commerce. Then also to analyze the influence of 

the tagline "Free Shipping" on purchasing decisions on Shopee E-commerce. 

This type of research is quantitative research. The population in this study 

were FEB students from the ULM Bachelor of Management study program who 

had shopped at Shopee. The number of samples was 100 people. The sampling 

technique is purposive sampling. The data analysis technique uses multiple linear 

regression analysis. 

The research results show that Experiential Marketing influences 

purchasing decisions on Shopee e-commerce. The tagline "Free Shipping" 

influences purchasing decisions on Shopee e-commerce. 

Keywords: Experiential Marketing, Tagline "Gratis Ongkir", Purchase Decision 
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ABSTRAKSI 

Ari Zuhdi Tarmizi (2024). Pengaruh Experiential Marketing Dan Tagline “Gratis 

Ongkir” Terhadap Keputusan Pembelian Pada E-Commerce Shopee (Studi Pada 

Mahasiswa Feb Prodi S1 Manajemen Ulm Banjarmasin). Program Studi 

Manajemen. Fakultas Ekonomi dan Bisnis. Universitas Lambung Mangkurat. 

Pembimbing: Rusniati Rusniati 

Penelitian ini bertujuan untuk menganalisis Pengaruh Experiential 

Marketing terhadap keputusan pembelian pada E-Commerce Shopee. Kemudian 

juga untuk menganalisis pengaruh tagline “Gratis Ongkir” terhadap Keputusan 

pembelian pada E-commerce Shopee.  

Jenis Penelitian ini berupa penelitian kuantitatif. Populasi  dalam penelitian 

ini adalah mahasiswa FEB prodi S1 Manajemen ULM yang pernah berbelanja di 

Shopee. Jumlah sampel sebanyakl 100 orang. Teknik sampling berupa purposive 

sampling. Teknik analisis data menggunakan analisis regresi linear berganda. 

Hasil penelitian menunjukkan bahwa  Experiential Marketing berpengaruh 

terhadap keputusan pembelian pada e-commerce Shopee. Tagline “Gratis Ongkir” 

berpengaruh terhadap keputusan pembelian pada e-commerce Shopee. 

Kata Kunci: Experiential Marketing, Tagline “Gratis Ongkir”, Keputusan 

Pembelian 
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