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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh hedonic shopping motivation,
promosi penjualan dan shopping lifestyle terhadap impulse buying pengguna e-
commerce Shopee baik secara simultan maupun parsial. Jenis penelitian yang
digunakan dalam penelitian ini adalah penelitian kuantitatif. Populasi pada penelitian
ini adalah mahasiswa fakultas bisnis program studi manajemen Universitas Mikroskil
Medan sebanyak 254 orang. Teknik pengambilan sampel yang digunakan adalah
metode purposive sampling dengan jumlah sampel sebanyak 101 responden. Hasil
penelitian menunjukkan secara parsial hedonic shopping motivation berpengaruh
terhadap impulse buying pengguna e-commerce Shopee, promosi penjualan
berpengaruh terhadap impulse buying pengguna e-commerce Shopee, dan shopping
lifestyle berpengaruh terhadap impulse buying pengguna e-commerce Shopee. Secara
simultan hedonic shopping motivation, promosi penjualan dan shopping lifestyle
berpengaruh terhadap impulse buying pengguna e-commerce Shopee. Impulse buying
yang dipengaruhi oleh hedonic shopping motivation, promosi penjualan dan shopping
lifestvle sebesar 68,3% sedangkan sisanya sebesar 31,7% dipengaruhi oleh faktor lain
yang tidak diteliti pada penelitian ini.

Kata Kunci: Hedonic Shopping Motivation, Promosi Penjualan, Shopping Lifestyle
dan Impulse Buying
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ABSTRACT

This study aims to determine the effect of hedonic shopping motivation, sales
promotion and shopping lifestyle on impulse buying of Shopee e-commerce users
either simultaneously or partially. The type of research used in this research is
quantitative research. The population in this study were 254 students of the business
faculty of the management study program at the Universitas Mikroskil Medan. The
sampling technique used is purposive sampling method with a total sample of 101
respondents. The results showed that partially hedonic shopping motivation had an
effect on impulse buying for Shopee e-commerce users, sales promotions had an effect
on impulse buying for Shopee e-commerce users, and shopping lifestyle had an effect
on impulse buying for Shopee e-commerce users. Simultaneously hedonic shopping
motivation, sales promotion and shopping lifestyle affect the impulse buying of
Shopee e-commerce users. Impulse buying which is influenced by hedonic shopping
motivation, sales promotion and shopping lifestyle is 68.3% while the remaining
31.7% 1s influenced by other factors not examined in this study.

Keywords: Hedonic Shopping Motivation, Sales Promotion, Shopping Lifestyle
and Impulse Buying
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