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Intisari 

 
Penelitian ini berfokus pada pengaruh sales promotion dan video konten pemasaran 
jahe merah instan terhadap minat beli. Tujuan dari penelitian ini adalah untuk 
mengetahui pengaruh sales promotion dan video konten pemasaran jahe merah 
instan terhadap minat beli di marketplace Shopee Herbal Yuniari. Kegiatan ini 
dilakukan di Herbal Yuniari pada bulan Oktober 2023 sampai dengan bulan Mei 
2024. Penelitian ini menggunakan metode kuantitatif dengan teknik analisis regresi 
linier berganda. Populasi pada penelitian ini adalah followers dari marketplace 
Shopee Herbal Yuniari, dan sampel penelitian ditentukan dengan teknik purposive 
sampling sejumlah 40 responden dengan kriteria orang yang menyukai produk jahe 
merah instan atau wedang jahe. Data yang digunakan data primer dari hasil 
penyebaran kuesioner kepada responden, serta data sekunder berupa literatur 
pustaka sebagai data pendukung. Analisis data yang digunakan adalah deskriptif 
dan statistik menggunakan regresi linier berganda, uji hipotesis secara parsial (Uji 
t) dan simultan (Uji f). Hasil penelitian ini menunjukkan bahwa  secara parsial sales 
promotion tidak berpengaruh signifikan terhadap minat beli di marketplace Shopee 
Herbal Yuniari, karena nilai thitung (2,011) < ttabel (2,026). Dan secara parsial video 
konten pemasaran jahe merah instan berpengaruh signifikan terhadap minat beli di 
marketplace Shopee Herbal Yuniari, karena  nilai thitung (4,879) > ttabel (2,026). 
Serta, secara simultan sales promotion dan video konten pemasaran berpengaruh 
signifikan terhadap minat beli di marketplace Shopee Herbal Yuniari, karena nilai 
fhitung (28,365) > ftabel (3,25). 

 
 
 
Kata kunci: Sales promotion, Video konten pemasaran, Jahe merah instan, Minat 
beli, Marketplace Shopee  
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THE EFFECT OF SALES PROMOTION AND VIDEO MARKETING CONTENT 
OF INSTANT RED GINGER ON BUYING INTEREST  

IN THE YUNIARI HERBAL SHOPEE MARKETPLACE 
 

By: 

Muhammad Yusuf Hidayatullah 

 

Abstract 

 

This research focused on the effect of sales promotions and instant red ginger 
marketing content videos on purchase interest. The purpose of this research was to 
determine the effect of sales promotion and instant red ginger marketing content 
videos on purchase interest in the Shopee Herbal Yuniari marketplace. This activity 
was carried out at Herbal Yuniari from October 2023 to May 2024. This research 
used quantitative methods with multiple linear regression analysis techniques. The 
population in this study were followers of the Shopee Herbal Yuniari marketplace, 
and the research sample was determined using a purposive sampling technique of 
40 respondents with the criteria of people who like instant red ginger products or 
ginger tea. The data used is primary data from the results of distributing 
questionnaires to respondents, as well as secondary data in the form of library 
literature as supporting data. The data analysis used is descriptive and statistical 
using multiple linear regression, partial (t test) and simultaneous (f test) hypothesis 
testing. The results of this research indicate that partial sales promotion does not 
have a significant effect on purchase interest, because the value of tcount (2.011) < 
ttable (2.026). And partially, instant red ginger marketing content videos have a 
significant effect on purchase interest, because the value of tcount (4.879) > ttable 

(2.026). Also, simultaneously sales promotion and marketing content videos have a 
significant effect on purchase interest in the Shopee Herbal Yuniari marketplace, 
because the value of fcount (28.365) > ftable (3.25). 

 

Keywords: Sales promotion, Marketing content video, Instant red ginger, Purchase 
interest, Shopee Marketplace
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