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ABSTRACT 

 

(A) PISON FEBRIAN NAGATAMA PUJI (115180429) 

(B) THE EFFECT OF THE 9.9 SUPER SHOPPING DAY PROMOTION ON 

THE PARTICIPATION INTENTION OF SHOPEE USERS 

(C) XXIX +86 Pages, 23 Tables, 6 Pictures, 14 Attachment 

(D) MARKETING MANAGEMENT 

(E) Abstract: The purpose of this study was to examine the effect of perceived 

temptation of price promotion, perceived fun of promotion activities, 

perceived categories richness of promotion and perceived contagiousness of 

mass participation on participation intentions and to examine the 

moderating effect of perceived contagiousness of mass participation on 

perceived temptation of rpice. promotion, perceived fun of promotion 

activities and perceived categories richness of promotion. The population of 

this study was 205 research samples consisting of 89 respondents who were 

male and 116 female who participated in the promotion of 9.9 Super 

Shopping Day. The research method used in this study is convenience 

sampling by distributing online questionnaires, then the data that has been 

obtained and then processed using SmartPLS 3.2.9. The results of this study 

are the perceived temptation of price promotion, perceived fun of promotion 

activities, and perceived contagiousness of mass participation affect 

participation intentions, while perceived categories richness of promotion 

cannot influence participation intentions. Then perceived contagiousness of 

mass participation can moderate the perceived categories of richness of 

promotion while perceived contagiousness of mass participation cannot 

moderate the perceived temptation of price promotion, perceived fun of 

promotion activities. 

(F) References 38 (1913 - 2021) 

(G) Dr. Hetty Karunia Tunjungsari, S.E., M.Si. 
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ABSTRAK 

UNIVERSITAS TARUMANAGARA 

FAKULTAS EKONOMI DAN BISNIS 

JAKARTA 

 

(A) PISON FEBRIAN NAGATAMA PUJI (115180429) 

(B) PENGARUH PROMOSI 9.9 SUPER SHOPPING DAY TERHADAP NIAT 

PARTISIPASI PENGGUNA SHOPEE 

(C) XXIX +86 Halaman, 23 Tabel, 6 Gambar, 14 Lampiran 

(D) MANAJEMEN PEMASARAN 

(E) Abstrak: Tujuan dari penelitian ini adalah untuk menguji hubungan 

perceived temptation of price promotion ,perceived fun of promotion 

activities, perceived categories richness of promotion dan perceived 

contagiousness of mass participation terhadap niat partisipasi serta menguji 

efek moderasi pada variabel perceived contagiousness of mass participation 

terhadap perceived temptation of rpice promotion,perceived fun of 

promotion activities dan perceived categories richness of promotion. 

Populasi dari penelitian ini adalah berjumlah 205 sample penelitian yang 

terdiri dari 89 responden yang berjenis kelamin laki-laki dan 116 berjenis 

kelamin perempuan yang turut berpartisipasi dalam promosi 9.9 Super 

Shopping Day. Metode penelitian yang digunakan dalam penelitian ini 

adalah convenience sampling dengan melakukan penyebaran kuesioner 

secara online yang kemudian data yang sudah didapatkan lalu diolah 

menggunakan SmartPLS 3.2.9. Hasil dari penelitian ini adalah perceived 

temptation of price promotion, perceived fun of promotion activities, dan 

perceived contagiousness of mass participation memhubungani niat 

partisipasi sedangkan perceived categories richness of promotion tidak 

dapat memengaruhi niat partisipasi. Lalu perceived contagiousness of mass 

participation dapat memoderasi perceived categories richness of promotion 

sedangkan perceived contagiousness of mass participation tidak dapat 
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memoderasi perceived temptation of price promotion, perceived fun of 

promotion activities. 

(F) Daftar Acuan 38 (1913 - 2021) 

(G) Dr. Hetty Karunia Tunjungsari, S.E., M.Si. 
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