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                                       ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh hedonic shopping motives, 

shopping lifestyle, sales promotion, money availability, dan presence of others 

terhadap pembelian impulsif pada e-commerce Shopee Indonesia. Diharapkan dari 

hasil penelitian ini dapat memberikan masukan kepada pemasar Shopee untuk 

meningkatkan minat berbelanja. Penelitian ini menggunakan pendekatan kuantitatif 

dengan membagikan kuesioner menggunakan google form. Sampel dalam penelitian 

ini berjumlah 100 responden mahasiswa Fakultas Ekonomi dan Bisnis Unika 

Soegijapranata yang melakukan pembelanjaan di Shopee tiga bulan terakhir dan 

mahasiswa angkatan 1998, 1999, dan 2000 dengan menggunakan metode non-

probability sampling dan penentuan jumlah sampel berdasarkan rumus Lemeshow, 

dikarenakan jumlah populasi tidak diketahui atau tidak terhingga. Penelitian ini 

menggunakan metode analisis regresi liniear berganda. Hasil penelitian ini menunjukan 

bahwa hedonic shopping motives, shopping lifestyle, sales promotion, money 

availability memiliki pengaruh negatif dan tidak signifikan sedangkan presence of 

others memiliki pengaruh positif dan signifikan terhadap pembelian impulsif secara 

parsial, sedangkan secara simultan memiliki pengaruh positif dan signifikan. 

Disarankan bagi pemasar Shopee untuk mempertahankan dan meningkatkan kualitas 

pada variabel hedonic shopping motives, shopping lifestyle, sales promotion, money 

availability, dan presence of others. 

Kata Kunci : E-commerce, Shopee, Pembelian Impulsif, Hedonic Shopping Motives, 

Shopping Lifestyle, Sales Promotion, Money Availability, Presence of Others 

 

ABSTRACT 

 

This study aims to analyze the effect of hedonic shopping motives, shopping lifestyle, 

sales promotion, money availability, and presence of others toward impulsive buying 

at e-commerce Shopee Indonesia. The expected result of this study is to give feedback 

to Shopee marketers to increase interest in shopping. This study uses a quantitative 

approach by distributing questionnaires using google form. The sample in this study 

amounted to 100 respondents of the students of the Economics and Business Faculty of 

Soegijapranata Catholic University who did shopping at Shopee in the last three 

months. The students were from classes of 1998, 1999 and 2000 and chosen by using a 

non-probability sampling method and determination of the number of samples based 

on the Lemeshow formula, because the population is unknown or infinite. The data 

were analyzed by using the multiple linear regression analysis. The results of this study 

indicate that the hedonic shopping motives, shopping lifestyle, sales promotion, money 
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availability have a negative and insignificant while the presence of others has a 

positive and significant partial influence to impulsive buying. Meanwhile 

simultaneously they have a positive and significant effect. It is recommended for 

Shopee marketers to maintain and improve quality in the hedonic shopping motives, 

shopping lifestyle, sales promotion, money availability, and presence of others. 

Keywords: E-commerce, Shopee, Impulsive Buying, Hedonic Shopping Motives, 

Shopping Lifestyle, Sales Promotion, Money Availability, Presence of Others 
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