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ABSTRAK 

 
Penelitian ini menguji dan menganalisis mengenai pengaruh E-Marketing Mix 

pada perilaku belanja online. E-Marketing tersebut terdiri dari 4 elemen yaitu Internet 

Marketing Environtment, Product Characteristic, Familiarity, Promotional Offer.   E-

Marketing Mix sebagai variabel independen dan perilaku belanja online sebagai variabel 

dependen. 

 

Jenis penelitian ini adalah Causal explanatory, dengan variabel independent 

Internet Marketing Environtment, Product Characteristics, Familiarity, Promotional Offer 

dan variabel dependent Online Shopping Behavior.  Populasi dalam penelitian ini adalah 

masyarakat (konsumen) yang pernah berbelanja online, sementara Sampel dalam penelitian 

ini adalah masyarakat (konsumen) yang pernah berbelanja online tetapi aktif.  Metode 

pengumpulan data yang dilakukan pada penelitian ini adalah survei dengan kuesioner, dan 

metode analisis data pada penelitian ini adalah regresi linier sederhana. 

 

Berdasarkan hasil pengolahan data, peneliti menemukan bahwa tidak terdapat 

pengaruh antara Internet marketing environment terhadap perilaku belanja online (online 

shopping behaviour), tidak terdapat pengaruh antara Product characteristicsterhadap 

perilaku belanja online (online shopping behaviour), terdapat pengaruh antara Familiarity 

terhadap perilaku belanja online (online shopping behaviour), dan terdapat pengaruh antara 

Promotional offer terhadap perilaku belanja online (online shopping behaviour). 

 

Kata kunci: Internet Marketing Environtment, Prouct Characteristics, Familiarity, 

Promotional Offer, Consumer Behaviour Online Shopping. 
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ABSTRACT 

 

 

This study examines and analyzes the effect of E-Marketing Mix on online 

shopping behavior. E-Marketing is comprised of four elements of Internet Marketing 

Environtment, Product Characteristic, Familiarity, Promotional Offer. E-Marketing Mix as 

an independent variable and online shopping behavior as the dependent variable. 

This type of research is the Causal explanatory, with the independent variable 

Environtment Internet Marketing, Product Characteristics, Familiarity, and the dependent 

variable Promotional Offer Online Shopping Behavior. The population in this study is the 

public (consumers) who have ever shopped online, while the sample in this study is the 

public (consumers) who never shop online but inactive. Methods of collecting data in this 

study is a questionnaire survey, and methods of data analysis in this study is a simple 

linear regression. 

Based on the results of data processing, the researchers found that there was no 

influence of the Internet marketing environment on the behavior of online shopping (online 

shopping behavior), there is no influence between Product characteristicsterhadap 

shopping behavior online (online shopping behavior), there is influence between 

Familiarity on the behavior of online shopping (online shopping behavior), and there are 

between Promotional offer influence on the behavior of online shopping (online shopping 

behavior). 

Keywords: Internet Marketing Environtment, Prouct Characteristics, Familiarity, 

Promotional Offer, Consumer Behaviour Online Shopping 
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