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ABSTRAK 

 
RAIDA HASNA. Perbandingan Persepsi Atribut Bauran Promosi di E-Commerce 

pada Generasi X, Y, dan Z. Dibimbing oleh TANTI NOVIANTI dan KHAIRIYAH 

KAMILAH 

Pertumbuhan e-commerce di Indonesia yang pesat mendorong perusahaan 

untuk bersaing melalui berbagai strategi promosi digital. Namun, perbedaan 

karakteristik dan preferensi tiap generasi membuat strategi promosi tidak selalu 

memberikan hasil yang sama. Kurangnya pemahaman terhadap perbedaan tersebut 

dapat menyebabkan strategi promosi kurang relevan dan menurunkan efektivitas 

kampanye pemasaran. Penelitian ini bertujuan untuk menganalisis perbedaan 

persepsi Generasi X, Y, dan Z terhadap atribut bauran promosi di e-commerce serta 

menggambarkan kecenderungan persepsi tiap generasi terhadap masing-masing 

atribut. Penelitian menggunakan pendekatan kuantitatif melalui survei daring. Data 

dianalisis menggunakan uji kruskal-wallis untuk melihat perbedaan antar generasi 

dan analisis biplot untuk memvisualisasikan hubungan antara generasi dan atribut 

promosi. Hasil penelitian menunjukkan adanya perbedaan signifikan pada variabel 

personal selling dan public relations, sedangkan variabel lainnya menunjukkan 

persepsi yang relatif serupa. Temuan ini menegaskan pentingnya strategi promosi 

yang disesuaikan dengan karakteristik setiap generasi agar lebih efektif dan tepat 

sasaran. 

Kata kunci: bauran promosi, e-commerce, generasi, persepsi konsumen, promosi 

digital. 

 

ABSTRACT 

 
RAIDA HASNA. Perbandingan Persepsi Atribut Bauran Promosi di E-Commerce 

pada Generasi X, Y, dan Z. Supervised by TANTI NOVIANTI dan KHAIRIYAH 

KAMILAH 

The rapid growth of e-commerce in Indonesia is pushing companies to 

compete through various digital promotion strategies. However, differences in the 

characteristics and preferences of each generation mean that promotion strategies 

do not always yield the same results. A lack of understanding of these differences 

can lead to irrelevant promotion strategies and reduce the effectiveness of 

marketing campaigns. This study aims to analyze the differences in perception 

among Generations X, Y, and Z regarding promotion mix attributes in e-commerce 

and to describe the perceptual tendencies of each generation towards each attribute. 

The research uses a quantitative approach through an online survey. Data were 

analyzed using the kruskal-wallis test to observe differences between generations 

and Biplot analysis to visualize the relationship between generations and 

promotional attributes. The results show a significant difference in the variables of 

personal selling and public relations, while other variables show relatively similar 

perceptions. These findings underscore the importance of promotion strategies 

tailored to the characteristics of each generation to be more effective and accurately 

targeted. 

Keyword: consumer perception, digital promotion, e-commerce, generation, 

promotion mix. 
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