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RINGKASAN 

LAKSMI PUTRI ADI INDRIANA. Pengaruh Media dan Waktu Pengiriman 
Terhadap User Engagement Pada Program Afiliasi Platform YDibimbing oleh 
UJANG SUMARWAN dan JONO MINTARTO MUNANDAR. 

Perkembangan teknologi digital, khususnya melalui integrasi Internet of 
Things (IoT), Artificial Intelligence (AI), dan Big Data Analytics dalam era 
Marketing 6.0, telah mengubah strategi pemasaran dan perilaku konsumen. Salah 
satu implementasinya adalah affiliate program pada platform e-grocery yang 
menawarkan efisiensi biaya pemasaran, meningkatkan kesadaran merek, serta 
memberikan manfaat ekonomi bagi perusahaan dan pengguna. Penelitian ini 
dilaksanakan pada Oktober–Desember 2025 di wilayah Jakarta dengan melibatkan 
500 pengguna platform e-grocery Y yang dipilih menggunakan metode purposive 
sampling. Responden merupakan pengguna aktif selama minimal satu tahun pada 
kategori mom and baby. Penelitian menggunakan pendekatan marketing 
experimental dengan analisis Two-Way ANOVA dan uji lanjut Post Hoc 
menggunakan SPSS untuk mengevaluasi pengaruh perlakuan pada tiga kelompok 
responden. Hasil penelitian menunjukkan bahwa waktu pengiriman (Blast Time) 
berpengaruh signifikan terhadap Total Click (F = 8,362; p = 0,005) dan Total 
Applied (F = 11,596; p = 0,001). Selain itu, jenis media penyampaian pesan 
(Treatment Type) juga berpengaruh signifikan terhadap Total Click (F = 5,463; p < 
0,001) dan Total Applied (F = 9,065; p < 0,001). Sebaliknya, interaksi antara waktu 
pengiriman dan jenis media tidak menunjukkan pengaruh yang signifikan terhadap 
Total Click (p = 0,221) maupun Total Applied (p = 0,311). Hasil uji lanjut Post Hoc 
menunjukkan bahwa In-App Banner menghasilkan rata-rata Total Click tertinggi 
(7,33), sedangkan kombinasi WhatsApp Blast + In-App Banner menghasilkan rata-
rata Total Applied tertinggi (6,14). Temuan ini menunjukkan bahwa pemilihan 
media dan waktu pengiriman merupakan faktor penting dalam meningkatkan user 
engagement pada program afiliasi Platform Y. 
 
Kata kunci: Affiliate Campaign, E-Groceries, Push Notification, Total Click, Total 

Applied, WhatsApp Blast (WA)  





SUMMARY 

LAKSMI PUTRI ADI INDRIANA. The Effect of Media and Delivery Timing on 
User Engagement in Platform Y’s Affiliate Program. Supervised by UJANG 
SUMARWAN and JONO MINTARTO MUNANDAR. 

The rapid advancement of digital technology in the Marketing 6.0 era, 
characterized by the integration of the Internet of Things (IoT), Artificial 
Intelligence (AI), and Big Data Analytics, has transformed marketing strategies and 
consumer behavior. One of its applications is the implementation of affiliate 
programs in e-grocery platforms, which offer cost-efficient marketing while 
enhancing user engagement and conversion. This study aims to analyze the 
effectiveness of an affiliate campaign on the Y e-grocery platform. The research 
was conducted from October to December 2025 in Jakarta, Indonesia, involving 
500 users from the mom and baby category selected through purposive sampling. 
A marketing experimental approach was employed, and the data were analyzed 
using Two-Way Analysis of Variance (ANOVA) followed by Post Hoc tests in 
SPSS to examine the differences in effectiveness across the treatment groups. The 
results revealed that delivery timing (Blast Time) had a significant effect on both 
Total Clicks (F = 8.362, p = 0.005) and Total Applied (F = 11.596, p = 0.001). 
Likewise, message delivery media (Treatment Type) significantly influenced Total 
Clicks (F = 5.463, p < 0.001) and Total Applied (F = 9.065, p < 0.001). However, 
the interaction effect between delivery timing and message delivery media was not 
statistically significant for either Total Clicks (p = 0.221) or Total Applied (p = 
0.311). Post Hoc analysis further indicated that In-App Banner generated the 
highest mean Total Clicks (7.33), while the combination of WhatsApp Blast and 
In-App Banner achieved the highest mean Total Applied (6.14). These findings 
suggest that optimizing both communication channels and delivery timing can 
significantly improve user engagement and conversion performance in Platform Y's 
affiliate program. 

Keywords: Affiliate Campaign, E-Groceries, Push Notification, Total Clicks, Total    
Conversions, WhatsApp Blast (WA).  
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