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ABSTRAK 
 

Tujuan penelitian ini adalah menganalisis pengaruh flash sale dan motif 

hedonis terhadap kepuasan konsumen dengan impulsive buying sebagai variabel 

intervening pada produk fashion di E-Commerce Shopee (studi kasus Mahasiswa 

Fakultas Ekonomi dan Bisnis Universitas Muria Kudus). Penelitian ini 

menggunakan pendekatan kuantitatif. Sampel adalah Mahasiswa Fakultas 

Ekonomi dan Bisnis Universitas Muria Kudus berjumlah 110 responden, 

pengambilan sampel menggunakan accidental sampling. Pengumpulan data 

menggunakan metode kuesioner. Teknik analisis data menggunakan analisis SEM 

AMOS. Hasil penelitian menunjukkan bahwa flash sale berpengaruh positif dan 

signifikan terhadap impulsive buying pada produk fashion di e-commerce Shopee 

pada mahasiswa Fakultas Ekonomi dan Bisnis Universitas Muria Kudus. Motif 

hedonis berpengaruh positif dan signifikan terhadap impulsive buying pada produk 

fashion di e-commerce Shopee pada mahasiswa Fakultas Ekonomi dan Bisnis 

Universitas Muria Kudus. Flash sale berpengaruh positif dan signifikan terhadap 

kepuasan konsumen pada produk fashion di e-commerce Shopee pada mahasiswa 

Fakultas Ekonomi dan Bisnis Universitas Muria Kudus. Motif hedonis 

berpengaruh positif dan signifikan terhadap kepuasan konsumen pada produk 

fashion di e-commerce Shopee pada mahasiswa Fakultas Ekonomi dan Bisnis 

Universitas Muria Kudus. Impulsive buying tidak berpengaruh terhadap kepuasan 

konsumen pada produk fashion di e-commerce Shopee pada mahasiswa Fakultas 

Ekonomi dan Bisnis Universitas Muria Kudus. Flash sale berpengaruh positif dan 

signifikan terhadap kepuasan konsumen melalui impulsive buying pada produk 

fashion di e-commerce Shopee pada mahasiswa Fakultas Ekonomi dan Bisnis 

Universitas Muria Kudus. Motif hedonis berpengaruh positif dan signifikan 

terhadap kepuasan konsumen melalui impulsive buying pada produk fashion di e-

commerce Shopee pada mahasiswa Fakultas Ekonomi dan Bisnis Universitas 

Muria Kudus. 

 

Kata Kunci : Flash Sale, Motif Hedonis, Impulsive Buying dan Kepuasan 

Konsumen. 
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ABSTRACT 

The aim of this research is to analyze the influence of flash sales and 

hedonic motives on consumer satisfaction with impulsive buying as an intervening 

variable for fashion products on Shopee E-Commerce (case study of students at 

the Faculty of Economics and Business, Muria Kudus University). This study uses 

a quantitative approach. The sample was students from the Faculty of Economics 

and Business, Muria Kudus University, totaling 110 respondents, sampling using 

accidental sampling. Data collection uses a questionnaire method. The data 

analysis technique uses AMOS SEM analysis. The research results show that flash 

sales have a positive and significant effect on impulsive buying of fashion 

products on e-commerce Shopee among students at the Faculty of Economics and 

Business, Muria Kudus University. Hedonic motives have a positive and 

significant effect on impulsive buying of fashion products on e-commerce Shopee 

among students at the Faculty of Economics and Business, Muria Kudus 

University. Flash sales have a positive and significant effect on consumer 

satisfaction with fashion products on e-commerce Shopee among students at the 

Faculty of Economics and Business, Muria Kudus University. Hedonic motives 

have a positive and significant effect on consumer satisfaction with fashion 

products on e-commerce Shopee among students at the Faculty of Economics and 

Business, Muria Kudus University. Impulsive buying has no effect on consumer 

satisfaction with fashion products on e-commerce Shopee among students at the 

Faculty of Economics and Business, Muria Kudus University. Flash sales have a 

positive and significant effect on consumer satisfaction through impulsive buying 

of fashion products on e-commerce Shopee among students at the Faculty of 

Economics and Business, Muria Kudus University. Hedonic motives have a 

positive and significant effect on consumer satisfaction through impulsive buying 

of fashion products on e-commerce Shopee among students at the Faculty of 

Economics and Business, Muria Kudus University. 

 

Keywords: Flash Sales, Hedonic Motives, Impulsive Buying and Consumer 

Satisfaction. 
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