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PENGARUH TAGLINE “GRATIS ONGKIR” DAN BRAND EQUITY 

TERHADAP KEPUTUSAN PEMBELIAN  MELALUI MINAT BELI 

SEBAGAI VARIABEL INTERVENING PADA E-COMMERCE TOKOPEDIA 

(Studi Pada Konsumen Tokopedia di Kecamatan Pedurungan Kota Semarang) 

ABSTRAK 

Perkembangan teknologi informasi di Indonesia telah mendorong peningkatan 

penetrasi internet yang pesat, sehingga mengubah pola prilaku konsumen dari pola 

belanja tradisional menuju sistem belanja modern menggunakan e-commerce. 

Tokopedia sebagai salah satu pemain utama menghadapi persaingan ketat serta 

penurunan jumlah pengunjung dan transaksi dalam beberapa tahun terakhir. Dalam 

menghadapi perkembangan dan persaingan e-commerce yang semakin ketat 

diperlukan adanya berbagai strategi pemasaran yang efektif dan juga perlunya 

memberikan nilai tambah suatu brand. Tujuan penelitian ini adalah untuk 

menganalisis pengaruh tagline “Gratis Ongkir” dan brand equity terhadap 

keputusan pembelian melalui minat beli pada e-commerce Tokopedia, baik secara 

langsung maupun melalui minat beli sebagai variabel intervening. Penelitian ini 

menggunakan pendekatan kuantitatif dengan metode survei dan tipe explanatory 

research. Populasi penelitian adalah konsumen Tokopedia di Kecamatan 

Pedurungan, Semarang, dengan sampel sebanyak 100 responden yang dipilih 

dengan teknik non probability sampling menggunakan metode purposive sampling. 

Penelitian ini menggunakan teknik analisis data Structural Equation Model 

berdasarkan Partial Least Square (SEM PLS), yang diestimasi dengan software 

SmartPLS 4.1.Hasil penelitian menunjukkan bahwa tagline “Gratis Ongkir” 

berpengaruh signifikan terhadap minat beli dan keputusan pembelian. Brand equity 

juga berpengaruh signifikan terhadap minat beli dan keputusan pembelian. Selain 

itu, minat beli berpengaruh signifikan terhadap keputusan pembelian, serta 

memediasi pengaruh tagline “Gratis Ongkir” terhadap keputusan pembelian, tetapi 

tidak memediasi pengaruh brand equity terhadap keputusan pembelian. 

Kata Kunci: tagline, brand equity, keputusan pembelian, minat beli 
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THE EFFECT OF THE TAGLINE "GRATIS ONGKIR" AND BRAND 

EQUITY ON PURCHASE DECISIONS THROUGH PURCHASE INTEREST 

AS AN INTERVENING VARIABLE IN TOKOPEDIA E-COMMERCE  

(A Study Of Tokopedia Consumers Pedurungan District, Semarang) 

ABSTRACT 

The development of information technology in Indonesia has driven rapid internet 

penetration, changing consumer behavior from traditional shopping patterns to 

modern shopping systems using e-commerce. Tokopedia, as one of the major 

players, faces fierce competition and a decline in visitor numbers and transactions 

in recent years. Facing the increasingly fierce development and competition in e-

commerce, various effective marketing strategy are necessary, as well as the need 

to provide added value to the brand. The purpose of this study is to analyze the 

effect of the tagline “Free Shipping” and brand equity on purchase interest and 

purchase decisions on Tokopedia e-commerce, both directly and through purchase 

interest as an intervening variable. This study uses a quantitative approach with a 

survey method and explanatory research type. The research population consists of 

Tokopedia consumers in Pedurungan District, Semarang, with a sample of 100 

respondents selected using non-probability sampling with a purposive sampling 

method. This study uses Structural Equation Model data analysis techniques based 

on Partial Least Square (SEM PLS), estimated using SmartPLS 4.1 software. The 

results show that the tagline “Free Shipping” has a significant effect on purchase 

interest and purchase decisions. Brand equity also has a significant effect on 

purchase interest and purchase decisions. In addition, purchase interest has a 

significant effect on purchase decisions and mediates the effect of the tagline “Free 

Shipping” on purchase decisions, but does not mediate the effect of brand equity 

on purchase decisions. 

Keywords: tagline, brand equity, purchase intention, purchase decision 
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