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2. Hutomo Rusdianto, S.E., MBA., AWM., QWM., CBV
UNIVERSITAS MURIA KUDUS
FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN
ABSTRAKSI

Penelitian ini bertujuan untuk mengetahui pengaruh shopping lifestyle, hedonic
shopping value, fashion involvement, flashsale dan subsidi gratis ongkir terhadap
impulse buying pada marketplace Shopee (studi di Kabupaten Jepara). Penelitian
ini menggunakan data primer yang pengumpulan datanya menggunakan kuesioner.
Dalam penelitian ini peneliti menggunakan analisis kuantitatif, analisis regresi
linier berganda dan koefisien determinasi dengan bantuan SPSS 24. Sampel yang
digunakan dalam penelitian ini sebanyak 96 responden. Hasil dari penelitian
didapatkan dengan menggunakan uji t dan uji F yang menunjukkan bahwa secara
parsial 1) shopping lifestyle tidak berpengaruh terhadap impulse buying. 2) hedonic
shopping value tidak berpengaruh terhadap impulse buying. 3) fashion involvement
tidak berpengaruh terhadap impulse buying. 4) flashsale berpengaruh positif dan
signifikan terhadap impulse buying. 5) subsidi gratis ongkir berpengaruh positif dan
signifikan terhadap impulse buying. Secara simultan shopping lifestyle, hedonic
shopping value, fashion involvement, flashsale dan subsidi gratis ongkir
berpengaruh postif dan signifikan terhadap impulse buying pengguna Shopee di
Kabupaten Jepara.
Kata Kunci: Shopping Lifestyle, Hedonic Shopping Value, Fashion Involvement,
Flashsale, Subsidi Gratis Ongkir, Impulse Buying.
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UNIVERSITAS MURIA KUDUS
FACULTY OF ECONOMICS AND BUSINESS MANAGEMENT STUDY
PROGRAM
ABSTRACTION

This research aims to determine the influence of shopping lifestyle, hedonic
shopping value, fashion involvement, flashsale and free shipping subsidies on
impulse buying on the Shopee marketplace (study in Jepara Regency). This
research uses primary data where data collection uses a questionnaire. In this
research, researchers used quantitative analysis, multiple linear regression
analysis and coefficient of determination with the help of SPSS 24. The sample used
in this research was 96 respondents. The results of the research were obtained using
the t test and F test which showed that partially 1) shopping lifestyle has no effect
on impulse buying. 2) hedonic shopping value has no effect on impulse buying. 3)
fashion involvement has no effect on impulse buying. 4) flashsale has a positive and
significant effect on impulse buying. 5) free shipping subsidies have a positive and
significant effect on impulse buying. Simultaneously, shopping lifestyle, hedonic
shopping value, fashion involvement, flashsale and free shipping subsidies have a
positive and significant effect on the impulse buying of Shopee users in Jepara
Regency.

Keywords: Shopping Lifestyle, Hedonic Shopping Value, Fashion Involvement,
Flashsale, Free Shipping Subsidy, Impulse Buying.
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