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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh promosi penjualan,
electronic word of mouth, hedonic shopping motivation terhadap pembelian
impulsif. Populasi dalam penelitian ini menggunakan teknik nonprobability
sampling yaitu purposive sampling dengan sampel mahasiswa Stei Indonesia
sebanyak 100 konsumen. Hasil menunjukan Promosi penjuala, Electronic word
of mouth dan Hedonic shopping motivation secara simultan berpengaruh
signifikan terhadap pembelian impulsif. Promosi penjualan dan hedonic
shopping motivation secara parsial berpengaruh signifikan terhadap pembelian
impulsif. Sementara electronic word of mouth secara parsial tidak berpengaruh
signifikan terhadap pembelian impulsif

Kata Kunci : promosi penjualan, electronic word of mouth, hedonic
shopping motivation, pembelian impulsif
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THE EFFECT OF SALES PROMOTION, ELECTRONIC WORD OF
MOUTH AND HEDONIC SHOPPING MOTIVATION ON IMPULSIF
BUYING IN THE APPLICATION SHOPEE (CASE STUDY IN STEI

INDONESIA STUDENTS)

ABSTRAK

This study discusses sales promotion, word of mouth, electronic hedonic
shopping motivation towards impulsive purchases. The population in this study
used a nonprobability sampling technique that is purposive sampling with a
sample of 100 Indonesian Stei students. The results show sales promotion, word
of mouth electronics and Hedonic shopping motivation significantly towards
impulsive buying. Sales promotion and hedonic shopping motivation
significantly influence impulsive buying. While electronic word of mouth has no

significant effect on impulsive purchases

Keywords: sales prombit'wéﬁ;‘-;féctronic word of mouth, hedonic shopping

motivation, impulsive buying
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