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ABSTRAK

Penelitian ini bertujuan untuk mengetahui seberapa besar pengarub iklan dan

lifestyle terhadap minat beli di toko Online Shopee baik seeara simultan dan parsial.

Penelitian yang digunakan bersifat kuantitatif dengan sampel 100 responden.

Teknik pengumpulau data dengan meuggunakan kuesioner, Teknik analisi data

yang dilakukan dengan menggunakan SPSS yaitu uji instrumen, uji asumsi klasik,

dan analisis regresi berganda. Hasil penelitian ini menunjukan bahwa iklan,

lifestyle, dan minat beli di Toko Online Shopee dapat dikatakan cukup baik. Iklan

dan liffestyle mernberikan pengaruh terhadap minat beli. Jadi bisa di katakan pada

Xl bahwa hipotesis diterima, yang artinya ada pengaruh positif dan signifikan

antara iklan terhadap minat bell rnasyarakat di Perum Papan Mas Blok A RW 04

dari RT 0] - 09. Pada X2 bisa dikatakan bahwa hipotcsis ditcrima, yang artinya

ada pengaruh positif dan signifikan antara life style terhadap minat beli

masyarakat Perum Papan Mas Blok A RW 04 dari RT 01 - 09. Dan terdapat

pengaruh secara bersama-sama iklan dan lifestyle terhadap minat bell di Taka

OnLine Shopee. Hal ini menunjukan bahwa hipotesis diterima, yang artinya ada

pengaruh positif dan signifikan secara bersama antara iklan dan life style terhadap

rninat be1i masyarakat Perum Papan Mas Blok A RW 04 dari RT 01 - 09.

Kala kunci : Iklan, Lifestyle, Shoppe & Minai Beli.
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ABSTRACT

This study aims to determine how much influence advertising and lifestyle

have on buying interest in Shopee Online shop both simultaneously and partially.

The research used is quantitative with a sample of 100 respondents. The technique

of collecting data using a questionnaire The data analysis technique was performed

using SPSS, namely instrument test, classical assumption test} and multiple

regression analysis. The results of this study indicate that advertising, lifestyle, and

buying interest in Shopee Online Shop can be said to be quite good. Advertising and

liffestyle influence buying interest. So it can be said in Xl that the hypothesis is

accepted, which means that there is a positive and significant influence between

advertising onbuying interest publicat Perum Papan Mas Blok A RW 04 from RT

01 - 09. In X2 it can be said that the hypothesis is accepted, which means that there

is a positive and significant influence between life style andbuying interest in

people'sPerum Papan Mas Blok A RW 04 from RT 01 - 09. And there is a joint

influence of advertising and lifestyle on buying interest at Shopee Online Shop. This

shows that the hypothesis is accepted, which means that there is a positive and

significant effect jointly between advertising and life style onbuying interest in

people'sPerum Papan Mas Blok A RW 04 from RT 01 - 09.

Keywords: Advertising, Lifestyle, SIJOppe & Purchase Interests.
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