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ABSTRAK 

Karel Sebastian. NRP. 14230190121. Pengaruh Event Waktu Indonesia Belanja 

Tokopedia terhadap Brand Awareness Aplikasi Tokopedia Pada Pengguna E-

Commerce di Surabaya.  

Teori yang digunakan dalam penelitian ini adalah teori integrative 

marketing communication (IMC) dimana teori ini merupakan proses komunikasi 

yang mencakup perencanaan, pengembangan, integrasi, dan pelaksanaan berbagai 

bentuk komunikasi pemasaran (iklan, promosi, penjualan, publisitas, rilis, acara, 

dll.). Terdapat fenomena pada event Waktu Indonesia Belanja (WIB) yang 

diselenggarakan oleh Tokopedia dengan audience yang lebih banyak mengenali 

kompetitor Tokopedia, seperti Shopee, karena ciri khas tertentu dari kompetitor. 

Penelitian ini menggunakan pendekatan kuantitatif dengan jenis penelitian 

eksplanatif, dan metode survei. Hasil yang ditemukan dari penelitian ini yaitu 

terdapat pengaruh Event WIB Tokopedia terhadap brand awareness aplikasi 

Tokopedia pada pengguna e-commerce di Surabaya. Indikator tertinggi pada 

karakteristik event yakni interaksi personal dimana hasil tiap pernyataan dinilai 

berhasil dengan mayoritas responden merasa dapat menikmati games berhadiah 

voucher yang disediakan pada event WIB Tokopedia. Indikator tertinggi pada brand 

awareness yakni top of mind dimana hasil tiap pernyataan dinilai berhasil dengan 

mayoritas responden langsung mengingat Tokopedia ketika mendengar kata diskon 

belanja 

Kata kunci: Event, Brand Awareness, Tokopedia, IMC 
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ABSTRACT 

Karel Sebastian. NRP. 14230190121. The Influence of Tokopedia Indonesia 

Shopping Time Event on Tokopedia Application Brand Awareness for E-Commerce 

Users in Surabaya. 

The theory used in this study is the theory of integrative marketing communication 

(IMC) where this theory is a communication process that includes planning, 

developing, integrating, and implementing various forms of marketing 

communications (advertising, promotion, sales, publicity, releases, events, etc.). 

There is a phenomenon at the Indonesian Shopping Time (WIB) event organized by 

Tokopedia with an audience that recognizes more of Tokopedia's competitors, such 

as Shopee, because of certain characteristics of competitors. This study uses a 

quantitative approach with explanatory research and survey methods. The results 

found from this study are that there is an influence of the Tokopedia WIB Event on 

the brand awareness of the Tokopedia application among e-commerce users in 

Surabaya. The highest indicator for event characteristics is personal interaction 

where the results of each statement are considered successful with the majority of 

respondents feeling that they can enjoy games with voucher prizes provided at the 

Tokopedia WIB event. The highest indicator of brand awareness is top of mind 

where the results of each statement are considered successful with the majority of 

respondents immediately remembering Tokopedia when they hear the word 

shopping discount 

Keywords: Event, Brand Awareness, Tokopedia, IMC




