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Uraian Abstrak 

Penelitian ini bertujuan untuk mengetahui pengaruh motivasi hedonis, 

promosi penjualan, gaya hidup berbelanja, electronic word of mouth terhadap 

pembelian impulsif. Populasi dalam penelitian ini adalah konsumen Shopee di DKI 

Jakarta dengan jumlah sampel 176 responden. Teknik pengambilan sampel 

menggunakan metode non-probability sampling dengan teknik purposive sampling 

melalui penyebaran kuesioner. Analisis data menggunakan metode Structural 

Equation Modeling Patial Least Square (SEM-PLS). Hasil penelitian menunjukkan 

bahwa (1) motivasi hedonis berpengaruh positif dan signifikan terhadap pembelian 

impulsif, (2) promosi penjualan berpengaruh positif dan signifikan terhadap 

pembelian impulsif, (3) gaya hidup berbelanja berpengaruh positif dan signfikan 

terhadap pembelian impulsif, (4) electronic word of mouth tidak berpengaruh 

terhadap pembelian impulsif. Menurut pandangan Islam promosi penjualan dan 

electronic word of mouth yang terdapat di Shopee sudah sesuai dengan etika bisnis 

dalam Islam. 
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Abstract Description 

This research aims to determine the effect of hedonic motivation, sales 

promotion, shopping lifestyle, electronic word of mouth on impulse buying. The 

population in this study are Shopee consumers in DKI Jakarta with a sample of 176 

respondents. The sampling technique used non-probability sampling method with 

purposive sampling technique through distributing questionnaires. Data analysis 

used the Structural Equation Modeling Patial Least Square (SEM-PLS) method. 

The results showed that (1) hedonic motivation had a positive and significant effect 

on impulse buying, (2) sales promotion had a positive and significant effect on 

impulsive buying, (3) shopping lifestyle had a positive and significant effect on 

impulsive buying, (4) electronic word of mouth has no effect on impulse buying. 

According to the Islamic view, sales promotion and electronic word of mouth 

contained in Shopee are in accordance with business ethics in Islam. 

 

  


