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ABSTRAK 

 

Penelitian  ini  bertujuan  untuk  menganalisis  pengaruh  gaya  hidup,  motivasi  

belanja  hedonis,  dan  diskon  terhadap  Online  impulse  buying  di  marketplace  

Shopee.  Penelitian  ini  bersifat  kuantitatif  dengan  sampel  adalah  masyarakat  

Indonesia  yang  pernah  melakukan  pembelian  di  Shopee  minimal  satu  kali.  

Teknik  pengambilan  sampel  yang  digunakan  adalah  purposive  sampling,  

dan  data  dikumpulkan  melalui  kuesioner  yang  disebarkan  menggunakan  

Google  Form.  Total  sampel  dalam  penelitian  ini  adalah  171  responden.  

Metode  analisis  yang  digunakan  adalah  analisis  regresi  linear  berganda  

menggunakan  versi  4.0  for  SPSS  25.  Hasil  penelitian  menunjukkan  

bahwa  (1)  Gaya  hidup  berpengaruh  positif  namun  tidak  signifikan  

terhadap  pembelian  impulsif  secara  online,  (2)  Motivasi  belanja  hedonis  

berpengaruh  positif  dan  signifikan  terhadap  Online  impulse  buying,  dan  (3)  

Diskon  berpengaruh  positif  dan  signifikan  terhadap  Online  impulse  buying. 

 

Kata  kunci:  Gaya  hidup,  Motivasi  belanja  hedonis,  Diskon,  dan  Online  

impulse  buying. 
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ABSTRACT   

 

This research aims to analyze the influence of lifestyle, hedonic shopping motivation, 

and discounts on online impulse buying on the Shopee marketplace. This research is 

quantitative with a sample of Indonesian people who have made at least one purchase 

on Shopee. The sampling technique used was purposive sampling, and data was 

collected through questionnaires distributed using Google Forms. The total sample in 

this study was 171 respondents. The analysis method used was multiple linear 

regression analysis using SPSS 25 version 4.0. The results showed that (1) Lifestyle 

has a positive but insignificant effect on online impulse buying, (2) Hedonic shopping 

motivation has a positive and significant effect on online impulse buying, and (3) 

Discounts have a positive and significant effect on online impulse buying. 

 

Keywords:  Lifestyle,  Hedonic  shopping  motivation,  Discounts,  Online  

impulse  buying. 
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