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ABSTRAKSI 

 

Penelitian ini bertujuan untuk mengetahui pengaruh sales promotion, shopping 

lifestyle dan hedonic shopping value terhadap impulse buying studi pada pengguna 

Shopee di Kabupaten Kebumen. Populasi dalam penelitian ini yaitu masyarakat di 

Kabupaten Kebumen yang sudah pernah menggunakan e-commerce Shopee. 

Sampel penelitian ini sebanyak 100 responden dengan metode purposive 

sampling. Teknik analisis data yang digunakan pada penelitian ini yaitu uji 

validitas, uji reliabilitas, uji multikolinieritas, uji heteroskedasitas, uji normalitas, 

regresi linier berganda, uji parsial (uji t), uji simultan (uji F) dan koefisien 

determinasi dengan bantuan program SPSS for windows versi 26. Hasil hipotesis 

yang diperoleh menunjukan bahwa secara parsial sales promotion, shopping 

lifestyle dan hedonic shopping value berpengaruh signifikan terhadap impulse 

buying. Secara simultan sales promotion, shopping lifestyle dan hedonic shopping 

value berpengaruh signifikan terhadap impulse buying.  

 

Kata kunci : sales promotion, shopping lifestyle , hedonic shopping value, impulse 

buying.  
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ABSTRACT 

 

The purpose of this study was to determinethe influence of sales promotion, 

shopping lifestyle and hedonic shopping value on impulse buying studies among 

Shopee users in Kebumen Regency. The population in this research is people in 

Kebumen Regency who have used Shopee e-commerce. The sample for this 

research was 100 respondents using a purposive sampling method. The data 

analysis techniques used in this research are validity test, reliability test, 

multicollinearity test, heteroscedasticity test, normality test, multiple linear 

regression, partial test (t test), simultaneous test (F test), and coefficient of 

determination with the help of the SPSS program for Windows version 26. The 

hypothesis results obtained show that partially sales promotion, shopping lifestyle 

and hedonic shopping value have a significant effect on impulse buying. 

Simultaneously sales promotion, shopping lifestyle and hedonic shopping value 

have a significant effect on impulse buying.  

 

Keywords: sales promotion, shopping lifestyle , hedonic shopping value, impulse 

buying.   
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