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ABSTRAK 

Shopee merupakan marketplace yang sudah terkenal di Indonesia yang dapat 

memberikan suatu peluang usaha secara online. Shopee dapat menyediakan berbagai 

macam merek produk atau barang dari berbagai toko. Sehingga shopee sangat digemari 

oleh kalangan anak muda. Tujuan dari penelitian ini untuk menguji pengaruh flash sale, 

persepsi risiko dan tagline “gratis ongkir” terhadap keputusan berbelanja online 

melalui platform shopee dengan minat beli sebagai variabel mediasi. Jenis penelitian 

kuantitatif melalui penyebaran kuesioner menggunakan Google Form dengan jumlah 

sampel sebanyak 99 responden pada masyarakat Desa Pengabean. Teknik analisis data 

yang digunakan pada penelitian ini menggunakan Partical Least Square (PLS) dengan 

menggunakan SmartPLS. Hasil dari penelitian ini menunjukkan bahwa flash sale dan 

persepsi risiko tidak berpengaruh secara signifikan terhadap keputusan berbelanja 

online, tagline “gratis ongkir” menunjukkan bahwa berpengaruh secara signifikan 

terhadap keputusan berbelanja online, dan minat beli menunjukkan bahwa berpengaruh 

secara signifikan terhadap keputusan berbelanja online. Minat beli belum mampu untuk 

memediasi flash sale terhadap keputusan berbelanja online, Minat beli belum mampu 

untuk memediasi persepsi risiko terhadap keputusan berbelanja online, dan minat beli 

mampu memediasi tagline “gratis ongkir” secara signifikan terhadap keputusan 

berbelanja online. 

Kata Kunci : flash sale, persepsi risiko, tagline “gratis ongkir”, keputusan berbelanja 

online, minat beli 
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ABSTRACT 

Shopee is a well-known marketplace in Indonesia that can provide an online business 

opportunities. Shopee can provide various brands of products or goods from various 

stores. So that Shopee is very popular with young people. The purpose of this research 

was to examine the effect of flash sale, risk perception, and the tagline "free shipping" 

on online shopping decisions through the Shopee platform with purchase interest as a 

mediating variable. This type of quantitative research through distributing 

questionnaires using Google Form with a sample size of 99 respondents in the 

Pengabean Village community. The data analysis technique used in this study uses 

Partial Least Square (PLS) using SmartPLS. The results of this research indicated that 

flash sales and risk perceptions do not have a significant effect on online shopping 

decisions, the tagline “free shipping” showed that it has a significant effect on online 

shopping decisions, and purchase interest shows that it has a significant effect on 

online shopping decisions. Purchase interest has not been able to mediate flash sales 

on online shopping decisions, purchase interest has not been able to mediate risk 

perception on online shopping decisions, and purchase interest can significantly 

mediate the “free shipping” tagline on online shopping decisions. 

Keywords: Flash Sale, Risk Perception, Tagline "Free Shipping", Online Shopping 

Decision, Purchase Interest 
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