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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh promosi, shopping lifestyle, 

dan kemudahan penggunaan terhadap impulse buying pada konsumen Shopee di 

Kota Kudus. Penelitian ini menggunakan pendekatan kuantitatif dengan analisis 

regresi linier berganda yang melibatkan 100 responden. Pengolahan datanya 

menggunakan SPSS Versi 25. Temuannya menunjukkan bahwa secara parsial 

maupun simultan ketiga variabel berpengaruh positif dan signifikan terhadap 

impulse buying. 

Kata Kunci : promosi, shopping lifestyle, kemudahan penggunaan, impulse  

  buying 
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ABSTRACT 

This research aims to analyze the influence of promotions, shopping lifestyle, and 

ease of use on impulse buying among Shopee consumers in Kudus City. This 

research uses a quantitative approach with multiple linear regression analysis 

involving 100 respondents. Data processing uses SPSS Version 25. The findings 

show that partially or simultaneously the three variables have a positive and 

significant effect on impulse buying. 

Keywords: promotions, shopping lifestyle, ease of use, impulse buying. 
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