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ARTICLEINFO ABSTRACT

1%

Shopee's e-commerce in recent years has dominated the Indonesian

LURNAL OF online market because it offers a variety of attractive features. The
iqhnlllﬁ‘q"dmlm support for Youtube Ads makes it easier for businesses to offer their
products online. Shopee ads are packaged in Youtube Ads with a tagline
that can spark consumer interest. One of the Shopee Ad taglines is
Shopee 4.4 Mega Elektronik Sale. This tagline is quite booming
considering that electronics is a part of modernization which is the basic
need of generation Z. This study aims to measure how far the exposure
of Shopee's 4.4 version of Shopee's advertisement is. Mega Elektronik
Sale: New Refrigerator, Price Slams 50% on student buying interest. The
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Article history: novelty in this study refers to Youtube's capacity as an advertising
Received 7 March 2021 medium to influence student purchase intentions as the largest market
Accepted 22 April 2021 share of electronic products. The research is structured with a
Published 30 April 2021 quantitative approach with a survey method. The results showed that

44% of students' buying interest was influenced by the Shopee
Keywords: advertisement version of the Shopee 4.4 Mega Elektronik Sale. The
Youtube Ads, Shopee Ads, Shopee ad version of Shopee 4.4 Mega Elektronik Sale has a positive
Buying Interest and significant effect on buying interest with a fairly strong correlation

value, namely 0.663 which indicates that the stronger the advertising
intensity can directly increase student buying interest.
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196.7 million users of a total population of
Introduction 271 million. This condition makes Indonesia

one of the countries with a high potential for
The survey of the Indonesian internet service  digital-based economic growth (Kamila &
providers association as of November 2020  Usman, 2021). Digitalbased  economic
stated that the number of internet users in  development can provide opportunities for
Indonesia rose to 73.7% of the total  business actors to develop their business

population in the second quarter of 2020  potential. Businesses can take advantage of
(APJII, 2020). This number is equivalent to
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technological sophistication to present an
online marketplace that can virtually meet
consumers. E-commerce platforms mediate
economic transactions with the concept of
digitization.
information service with internet support that
can accommodate product sales and purchase

E-commerce is an electronic

activities (Layla & Usman, 2019). Data
research compiled by the German company
Statista states that the total e-commerce

revenue in Indonesia reached its highest value
in 2020 amounting to U $ 27 billion (Statista,
2020). E-commerce in Indonesia in 2017 only
earned U $ 8 billion and is projected to grow
to U $ 48 billion by 2024.

Based on the publication of joint research by
Google and Temasek 2017, Indonesia is said
to be a good market for the development of e-
commerce because mobile internet users reach
an average of 3.9 hours per person per day,
and this number exceeds the Southeast Asian
average of 3.6 hours per person per day
(Oxford Business Group, 2020). This
condition is exploited by various e-commerce
developers to make Indonesia a potential
market. The forms of e-commerce that are
quite developed in Indonesia are very diverse,
starting from Shopee, Tokopedia, Bukalapak,
Lazada, BliBli, Bhineka, F-Things, and several
other websites. As for the fourth quarter of
2020, Shopee ranks first among the most
clicked ecommerce sites in Indonesia,
followed by Tokopedia and Bukalapak
(Statista, 2021b). Shopee is a Singaporean
company that has successfully entered the
ASEAN market. This Sea Group subsidiary
can attract high engagement compared to its
competitors (Taruli et al., 2020). Shopee's e-
commerce is even able to force conventional
adjust to the

retail business actors to

digitalization trend by promoting web sales or
collaborating to become sellers on the
platform (Daryanto et al., 2020). This is
supported by the statement of Kamila &
Usman (2021) which states that consumer
interest shopping can
business people to be more competitive in
selling their products through e-commerce.

Group (2020) describes
several online products that are quite in
demand in Indonesia, fashion,
electronics, and groceries with a total
transaction of U $ 9.5 billion, followed by
online travel purchases worth U $ 9.4 billion.
Fashion, electronics, and groceries as attractors
for online businesses have received high
engagement on the Shopee platform. Taruli et
al (2020) stated that Shopee is a platform that
always presents innovation in its features to
attract consumer interest to extend consumer
(time spent) and
engagement. Shopee has gotten enough
engagement from the people of Indonesia, but
Shopee's marketing and advertising are still
quite intensively carried out even with other
social media such as Facebook, Instagram, and
Youtube.

in online attract

Oxford Business

such as

access time customer

Inkiriwang et al (2021) stated that Youtube is
the third most popular site with the slogan
"Broadcast Yourself". Youtube is even able to
broadcast nearly 5 billion videos every day.
Orinaldi (2021) stated that YouTube social
media has the potential to be used as a
product promotion forum. This is supported
by the statement by Hansen et al (2014) which
states that global social media has empowered
consumers to share brand images widely
through This
encourages business people to take advantage
of this media as a connector for digital

online videos. condition
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product marketing. The slogan broadcast
yourself increasingly triggers business people to
show the advantages of products that are
attractively packaged through online videos.
Youtube has become a medium for video ads
with a budget below television advertising
operations, thereby eliminating the stigma that
advertising can only be done by companies
with large budgets.

Youtube began to load advertising content
from a variety of products to make it more
attractive to consumers to buy. This is also
used by Shopee as a platform that is quite
consistent in promoting on youtube media.
Shopee even received an award because it was
included in the top ten Most Popular Video
Ads in the Indonesian Youtube version in
2017 with the tagline "Shopee Godaan"
(Warta Ekonomi, 2018). Shopee ads are back
in the ranks of the most popular ads on
Youtube in the January 2020 - June 2020
period with the tagline "Shopee Big
Ramadhan Sale" (Kompas, 2020). In 2020
Shopee also had an attractive offer through
the tagline "Shopee 4.4 Mega Elektronik Sale"
which was campaigned to meet the needs of
hunters for the latest electronic products. This
was initiated from an increase in demand for
electronic products since "Sale 12.12" in 2018
and "Sale 12.12" in 2019. Electronics are part
of the lifestyle for some young people in
modern times, so Youtube ads that offer
promos related to electronic products are
marketed through The Shopee platform has
the potential to get quite high engagement.
The higher the consumer's engagement with a
product, the greater the potential to attract
consumers to buy the product.

The urgency of research related to the impact
of Youtube ads with Shopee's e-commerce

promo content on the interest in buying
electronic products is related to the closer the
younger generation is to technological
sophistication. The results of the BPS census
(2020) show that the highest contributor to
the population figure comes from Generation
Z who was born in the period 1997 - 2012. As
for the social development of students, they
are in the early adulthood stage with an age
range of 18-25 years (Hayani & Wulandari,
2017). This age range is included in the Gen Z
category which in this case is also referred to as
i-Generation or internet generation. Hadion
Wijoyo et al (2020) stated that generation Z
has the characteristics of being tech-savvy,
dependent on the environment,
expressive, multitasking, fast switcher, and
happy to share. Studies on US use of Youtube
also prove that 77% of US internet users aged
15 to 25 years are the biggest users of Youtube
in 2020 (Statista, 2021). Therefore, the
intensity of Youtube advertisements that
broadcast electronic product promos can
influence the interest in buying Generation Z
because these ads are a driving force for the
emergence of interest from within individuals.

social

This research is in line with the research of
Arnianti et al (2019) that YouTube advertising
positively and significantly affects students'
interest in buying Vivo Smartphone electronic
products. The research survey activity by
Orinaldi (2021) also proves that the exposure
of Shopee advertisements on the Youtube page
has a positive and significant effect on
purchasing an interest in the public. Duffett et
al (2020) also emphasized in their research
that a Youtube advertising strategy can
stimulate interest in buying products. Online
social communication through Youtube social
media will automatically attract customers to
find information about promotional products.
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Research Dyego & Oktavianti (2020) also
reiterates that the clarity of advertising
communication can influence
interest in buying products. This study aims to
determine how much influence Shopee
Youtube Ads Shopee Version 4.4 Mega
Elektronik Sale: New Refrigerator Price 50%
lower on the buying interest. Ease of access to
ad content can lead to positive or negative
responses that trigger involvement in spending

(Rubiati & Heriyana, 2020).

consumer

Literature Review

Marketing Strategy Through Advertising

Advertising is part of a marketing technique
that buys time and space so that promotional
messages can be conveyed (Morisaan, 2010:
17). Advertising activities tend to contain a
concept when compared to
marketing activities. Inkiriwang et al (2021)
defines advertising as a form of conveying
information from a person, agent, institution,
or company whose content persuades the
public to be interested in the products offered.
Advertising is also defined as presenting
products in the form of media messages to be
conveyed to the public (Layla & Usman,
2019). Dewi & Hartono (2019) state that
advertising is a form of non-personal
communication carried out to promote
products. The effectiveness of advertising in
product promotion is very dependent on the
concept of promotion following the targeted
market segmentation. Advertising is the
presentation of non-personal
related to products, trademarks, and
companies that are run with certain
compensation (Inkiriwang et al, 2021).
generally  displayed

narrower

information

Advertisements  are

through media that are easily accessible to the
general public, both online and offline.

provide
attractive

Advertisements are required to
detailed information ~ and
promotional visuals to gain more engagement
and trust from consumers (Kamila & Usman,
2021). Meanwhile, Morisan (2010: 18) states
that the advantages of advertising as a
promotional medium are due to 1) cost
efficiency with more audience affordability, 2)
creating a brand image and symbolic form of
the company, and 3) attracting consumers
through the popularity of advertising. The
purpose of advertising in general is to convey
product information so that consumers know
and use the products offered. However, each
company has a nature, character, approach,
and advertising strategy that varies according
to the situation and needs. Layla & Usman
(2019) states that the quality of advertising can
also be measured by indicators of attention,
interest, trust, and action.

The key aspect in advertising lies in the success
of persuasion which is influenced by the
components of suggestion, delivery of
messages, personal influence, and source
credibility. Suhandang (2016: 114) states that
the advertising strategy that creates persuasion
success can be done with the A to A procedure
or from attention to the action method, which
describes the process of raising attention with
an effort to move the audience to act as
suggested (persuasion). The concept of A- to A
procedure can be described with a more
complete concept in the form of attention
(attention), interest (interest), desire (desire),
decision (attention), and action (action) or can
be abbreviated as AIDDA (Wijaya & Siahaan,
2020). This concept can also be explained in
terms of AIDMA with five basic stages:
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attention, interest, desire, memory, and
action. (Hu & Qiao, 2018) states that
globalization and internet development have
renewed the concept of modern marketing
into AISAS with stages in the form of
attention, interest, search, action, and sharing.

Purchase Interests

Wijaya & Siahaan (2020) defines interest as a
desire and curiosity that arises from within
oneself. Interest is the second stage that is
passed in the advertising strategy after the
communicator has succeeded in cultivating
attention. Interest is also a factor that comes
from within the individual which shows a
tendency towards something in the heart.
Thus, buying interest is a purchase planning
process caused by consideration of product
needs, branding, and consumer behavior
(Layla &  Usman, 2019). Meanwhile,
Inkiriwang et al (2021) argue that consumer
purchase interest is a mental statement of
consumers related to planning to purchase
certain products. Therefore, buying interest
can be reflected in the consumer's intention
which describes his desire for the quality and
quantity of a product.

Interests can be influenced by various factors
including stimuli and objects (Wijaya &
Siahaan, 2020). The stimulus can influence
consumer perceptions to be more interested in
the products offered. Foster & Johansyah
(2019) also emphasize that buying interest is
obtained from the learning and thinking
process so that it can shape consumer
perceptions. Purchase interest can motivate
consumers so that they can form a strong
desire that must be actualized properly.
Consumers' knowledge of product quality also
contributes to increasing consumer buying
interest. This is what makes detailed, accurate,

and transparent information required to be
submitted by producers or sellers to attract
consumers in making purchasing decisions.
Inkiriwang et al (2021) also stated that buying
interest is part of a series of alternative
processes before the buyer
determines the product chosen. The interest
in buying a product can be determined by
indicators in the form of transactional interest,

evaluation

referential interest, preferential interest, and
exploration interest (Layla & Usman, 2019).

The Method, data, and analysis

This research was conducted using a
quantitative ~ approach. = The  research
implementation aims to explain facts, cause
and effect relationships, predict, emphasize
facts and predictions (Manzilati, 2017).
Researchers used quantitative  research
methods using survey methods. The sampling
technique used by researchers in this study is
purposive sampling. The sample in the study
was calculated using the Slovin formula. Based
on the calculation, the sample size was 44
students. The research data is in the form of
primary data and secondary data. Primary data
collected using a  questionnaire
instrument. Secondary data is obtained or
collected by researchers from various existing
sources, either from official bodies or
institutions, books, reports, journals, and
other scientific studies. Teknik Analisis Data
menggunakan uji korelasi dan regresi.

were

Correlation test formula using;

_ aEXD-EXIY)
T N5 2(5) 2XX (a5 2 ¥E) 2Y]

Information: r: Correlation coefficient n: Number of
respondents x: Variable score (respondent's answer) y:
Total score of the variable (respondent's answer).
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The regression test formula uses;
Y=a+bX
_ (Zy) (22X) - EX)EXY)
: nE2x)— (£)2

) n(Zxy)- (Zx) (Xy)
n(X2x)-(X)2

Information: Y ': The dependent variable (predicted
value) X: Independent variable a: Constant (Y value if X
= 0) b: Regression coefficient (value of increase or
decrease)

Result and Discussion

Characteristics of Respondents

In this study, researchers used 45 respondents
as the sample population, namely students and
female students. Based on the data obtained
through a questionnaire, there are the
following results;

Table 1. Mapping results based on gender

Gender Frequency Percentage
Man 11 24%
Women 34 76%
Total 45 100%
Table 2. Mapping Results by Age
Age Frequency Percentage
19 - 24 Years 30 67%
25 - 30 Years 12 27%
31 - 35 Years 3 6%
Total 45 100%

Validity Test Results The first test is carried
out to test the advertising exposure and buying
interest variables. This validity test used the
Pearson Moment formula. This test was
carried out on 45 respondents and processed
using SPPS v21, so that the rtable value is
obtained, namely 0.294. The results of the

validity test for variable X are as follows:

Table 3. Results of the Validity Test of
Variable X

Correlations
Total_X1 Information

Pearson Correlation 647"

X1 Sig. (2-tailed) ,000 Valid
N 45
Pearson Correlation 7357

X2 Sig. (2-tailed) ,000 Valid
N 45
Pearson Correlation 677"

X3 Sig. (2-tailed) ,000  Valid
N 45
Pearson Correlation .709”

X4 Sig. (2-tailed) ,000  Valid
N 45
Pearson Correlation 6937

X5 Sig. (2-tailed) ,000 Valid
N 45
Pearson Correlation 606"

X6 Sig. (2-tailed) ,000  Valid
N 45
Pearson Correlation 848"

X7 Sig. (2-tailed) ,000 Valid
N 45
Pearson Correlation .859”

X8 Sig. (2tailed) 000 Valid
N 45

Source: Data processed with SPSS 21

Based on table 3, through the respondent's
data which was carried out to 45 people and
processed using SPSS v21, it resulted that all
the items tested had a calculated rvalue
greater than r table, namely 0.294. So it can be
concluded that all items of the questionnaire
statement for variable X, namely ad exposure
are declared valid.

Table 4. Variable Validity Test Results Y

Correlations Total Y  Information
Pearson Correlation 5807
Y1 Sig. (2-tailed) ,000 Valid
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N 45 greater than r table 0.294. So that referring to
.. P?arson correlation 183 Valid these results, it can be concluded that all
IS\]lg. (2 tailed) ;O5OO ol statement items for variable Y, namely
Pearson Correlation 798" Purchase Intention, can be declared valid.
Y3 IS\]ig. (2-ailed) ’0500 Valid Reliability test is carried out on statement
Peror Comelanion 490 e items given to respondents who have been
Y4 Sig Qrailed) ;OOO Valid declared valid and tested using the Cronbach's
N 45 Alpha method. The criteria for a variable to be
Pearson Correlation 761" declared reliable is greater than 0.600. Reliable
Y5  Sig. (2-tailed) ,000 Valid less than 0.600 is less reliable and the results
N : 45 on this reliability test processed using SPSS
Pfsarson Correlatlon .663 . v21 are as follows:
Y6 Sig. (2-tailed) ,000 Valid
N 5 Table 5. Reliability Test Results of Variable X
Pearson Correlation 770 Advertising Exp
Y7 Sig. (2-tailed) ,000 Valid
N 45 Reliability Statistics
Pearson Correlation 909 Cronbach's Alpha N of Items
Y8 Sig. (2-tailed) ,000 Valid 936 15
N 45 Source: Data processed with SPSS 21
Y9 P Correlati 692" Valid
SR o e o Table 6. Reliability Test Results of Variable Y
Sig. (2-tailed) ,000
N 45 Purchase Interest
Y10  Pearson Correlation  .776** Valid Reliability Statisti
S[g (Z-tailed) ,OOO el1ab1 lty tatistics
N 45 Cronbach's Alpha N of Items
Y11  Pearson Correlation  .711** Valid 937 15
Sig. (2-tailed) ,000 Source: Data processed with SPSS 21
D I;earson Comalation 46573** Vi Based on the table above, the value in
Sig. (2-tailed) ;OOO Cronbach's Alpha on the reliability test of the
N 45 statement on variable X of advertising
Pearson Correlation  .864** Valid exposure is 0.936 and variable Y is buying
Y13 Sig. (2-tailed) ,000 interest 0.937. It can be concluded that the
T II:I SR 43562* VAT two variables are declared reliable because they
Sf;rzg-?ail:(;)r garon o 4 o exceed Cronbach's Alpha value and can be
N ’45 used for research using statistical analysis at a
Y15  Pearson Correlation  .828** Valid later stage.
Sig. (2-tailed ,000 . .
ng (Zeailed) + Statistical Test Results

Source: Data processed with SPSS 21

Based on table 4, shows that all the items of
the respondents' statements that have been
processed using SPSS v21 have a count value

This correlation analysis test was conducted to
test how strong the relationship between
variable X (Advertising exposure) and variable
Y (Purchase Intention) was. Processing of this
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correlation test was carried out using SPSS v21
using the Pearson Product Moment formula.
Based on the test results, there is a significant
relationship between advertisement exposure
variables and purchase interest in Shopee's
version of Shopee 4.4 Mega Electronic Sale:
New Refrigerator, 50% lower price with a
correlation value obtained of 0.663 based on
the table below, the relationship between
advertisement exposure variables and buying
interest is significant or strong enough.

Table 7. Model Summary

Model Summary
Model R Adjusted R Std. Error of the
R .
Square Square Estimate
1 .663a ,440 427 6,086

a. Predictors: (Constant), Advertising

Table 8. Coefficients t-test analysis results in a

Unstandardized Standardized

Model Coefficients Coefficients
B Std. Beta t Sig.
Error
1 (Constant) 16,911 6,632 2,550 ,014

ADVERTISING ,699 120 ,663
a. Dependent Variable: BUY INTEREST

Source: processed research data, 2021

5,814,000

The analysis of the coefficient of
determination was carried out to measure the
effectiveness of the exposure to Shopee's
advertisement version of Shopee 4.4 Mega
Electronic Sale: New Refrigerator, Banting,
50% price on student and female student
buying interest can be seen from the R square
column in the table above or also known as
the coefficient of determination. Therefore, it
can be concluded that 44% of buying interest
in electronic products is influenced by the
effectiveness of exposure to Shopee's
advertising version of Shopee 4.4 Mega
Electronics Sale: New Refrigerators, 50%

lower prices, and 60% are influenced by other
factors that can affect purchase interest which
was not examined by researchers.

The ttest in Table 8 is to determine the
significance of the
independent variable (advertisement exposure)
on the dependent variable, namely buying
interest individually or partially. Based on the
results of the correlation in Table 39, the
significance value obtained is 0.000, so it can
be interpreted that the probability value is
below 0.05 and t count 5.814 is greater than t
table 1.681, it can be concluded that Ha is
accepted, meaning that there is an influence of
exposure to Shopee Youtube advertisement
version of Shopee 4.4 Mega Elektronik Sale:
New Refrigerator Reduces 50% price on
student buying interest.

effectiveness of the

In this section, it is to explain whether there is
a significant (significant) influence of the
advertising exposure variable (X) on purchase
intention (Y).

Table 9. ANOVA
Model Sum of  df

Squares

Mean F Sig.

Square

1 Regression 1251,977 1 1251,977 33,806 .000b
Residual 1592,467 43 37,034
Total 2844,444 44

a.Dependent Variable: BUYING INTEREST
b.Predictors: (Constant), ADVERTISING

Source: processed research data, 2021

Based on the results of the output, it can be
seen that F count = 33,806 with a probability
significance level of 0.000 <0.005 so that the
regression model can be used to predict the
purchase interest variable.
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Table 10. Simple Linear Regression Analysis
Test Results Coefficients a

Unstandardized Standardized

Model Coefficients Coefficients t Sig.
B Std. Beta
Error
1 (Constant) 16,911 6,632 2,550,014
ADVERTISING ,699 120 ,663 5,814,000

a. Dependent Variable: BUY INTEREST

Source: processed research data, 2021

Based on the coefficients table, in column B
the constant number of unstandardized
coefficients (a) is 16,911, while the X value or
advertising exposure (b) is 0.699, so the
equation in the regression can be written as
follows:

Y=a+Bx
Y =16,911 + 0.699

The coefficient b is called the regression
direction coefficient and represents the
average change in the Y variable for each
change in variable X by units. This change is
an increase in b is positive and a decrease in b
is negative. So that the equation can be
translated as follows: (1) A constant of 16,911
states that if there is no Y wvariable, the
participation value is 16,911. (2) The X
regression coefficient of 0.699 states that for
each additional 1 wvalue of advertising
exposure, the value of purchase interest will
increase by 0.699. Conversely, if there is a
reduction of 1 in the value of ad exposure,
then the value of buying interest will decrease

by 0.699.
Discussion

The results showed that the characteristics of
respondents related to gender and age were
dominated by women with a percentage of

76% and those from 19-24 years old with a

percentage of 67%. This is in line with
Fauziah's (2020) research that Shopee e-
commerce users are dominated by young
women. The results of the Snapcart Survey
conducted in January 2018 show that women
dominate the role of online shopping
consumers by 65% (BPS, 2020). Shopee's
market tag is women, which in this case are
easily influenced by advertising promos that
offer high discounts. Shopee comes with an
attractive promo tagline so that it is effective
in attracting consumers.

The results of the study answered the research
objectives presented at the beginning
regarding the influence of Shopee Ads in
Shopee Version 4.4 Mega Electronics Sale:
New Fridge 50% discount on Youtube on
student buying interest. This research proves
that the Shopee ad version of Shopee 4.4
Mega Elektronik Sale: New Fridge 50%
discount on Youtube has a positive and
significant effect on student buying interest
with a significance value of 0.00. The direction
of a positive relationship between advertising
variables and buying interest indicates that any
increase in the intensity of advertising on
Youtube media can attract consumers more
and influence their perception of self-
actualization by making purchases. The results
of this study support several previous literature
studies such as the research of Wijaya &
Siahaan (2020) which states that Youtube Ads
and buying interest among students towards
electronic products have a positive and
significant correlation. Research by Inkiriwang
et al (2021) also shows results which state that
Youtube advertising has a positive and
significant effect on buying interest. This is
because Youtube ads get a lot of attention
from students and positive
impression. The information obtained from

create a
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these advertisements motivates individuals to
carry out product purchase activities (action).

The results showed that 44% of the buying
interest in electronic products was influenced
by the effectiveness of exposure to Shopee's
advertisement version of Shopee 4.4. Mega
Elektronik Sale: New Refrigerator with 50%
Price. This shows that advertisements with
discount promo content, discounts, and other
advantages for
considerable

consumers will have a
in shaping buying
interest and decisions. Dewi & Hartono
(2019) explain that a marketing strategy is

needed to attract the public to the products

influence

offered, while ecommerce has affordable
prices, promos or discounts, product
diversification, free shipping rates, fast

delivery, and other conveniences that can
affect interest. consumer.

The results of this study also prove that
students' interest in electronic goods is quite
high. Several questions that were asked related
to the respondent's in buying
electronic promo products at Shopee after
seeing Youtube advertisements were answered
by the majority of respondents in the agreed
category. This is in line with the idea that
students are currently a digital generation who
are proficient and infatuated with the latest
technology that provides easy and fast access
so that discounts or promos related to
electronic goods or other objects related to
technology will get enough attention (Hadion
Wijoyo et al., 2020: 28). This is also in line
with the AISAS concept which states that the
last stage of the promotion process is no
longer the consumer's action in using the
product (action) but sharing experiences (Hu
& Qiao, 2018). The concept of sharing is also

one of the characteristics of generation Z in

interest

advertising in the modern era.

Conclusion

The student's need for digitalized products
encourages the consumption of various
modern technological devices. Students who
are still in the late teens to early adulthood
category tend to be easily influenced by
product promos that provide more discounts.
Shopee advertisement Shopee version 4.4
Mega Electronic Sale on the youtube page is
very close to the daily lives of students. The
more frequently students access Youtube, the
more often the ad content influences student
perceptions which can form an impetus for
them to buy the product. This is evidenced by
the results of the study that 44% of students'
buying interest was influenced by Shopee
advertisement Shopee Version 4.4 Mega
Elektronik Sale. This means that the more
intense the advertisement is shown, the more
likely it is to strengthen students' buying
interest in the electronic products offered. The
Shopee Version 4.4 Mega Elektronik Sale
version of Shopee advertisement is oriented to
the AISAS advertising concept (attention,
interest, search, action, and sharing).
Technological developments have made the
ultimate goal of advertising content shift from
user action to sharing between users. The
results of the research prove that Youtube Ads
or Youtube Ads can attract students' interest.
Interest is the second component in the
AISAS concept so that interest is said to be
part of the purchase planning process which
contributes greatly to consumer decision
making. The direction of the relationship
between Shopee's Shopee 4.4 Mega Electronic
Sale version on the Youtube page and student
buying interest is a significant positive, which
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means an increase in advertising intensity will
be followed by an increase in student buying
interest

Recommendations

Subsequent research can use a larger and
wider sample, especially not only referring to
students but also the general public, as well as
being compared to other online shops.
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