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ABSTRAK 

Ananda Sefita Wahyudi, 202110325202. Pengaruh Hedonic Shopping 

Motivation dan Flash Sale terhadap Impulsive Buying pada e-Commerce Shopee 

(Studi Kasus Pada Mahasiswa Prodi Manajemen Angkatan 2021 Universitas 

Bhayangkara Jakarta Raya). 

 

Penelitian yang dilakukan ini bertujuan untuk mengetahui secara parsial dan 

simultan antara Hedonic Shopping Motivation dan Flash Sale terhadap Impulsive 

Buying pada e-Commerce Shopee. Penelitian ini merupakan penelitian kuantitatif 

dengan metode non-probability sampling yang menggunakan teknik sampel yaitu 

purposive sampling disertai perhitungan jumlah sampel dengan rumus slovin. 

Populasi pada penelitian ini adalah Mahasiswa Prodi Manajemen Angkatan 2021 

Universitas Bhayangkara Jakarta Raya dengan sampel 171 responden. Pengolahan 

data serta pengujian hipotesis menggunakan SPSS versi 25. Berdasarkan hasil 

penelitian: 1) Hedonic Shopping Motivation (X1) secara parsial berpengaruh positif 

dan signifikan terhadap Impulsive Buying (Y), 2) Flash Sale (X2) secara parsial 

berpengaruh positif dan signifikan terhadap Impulsive Buying (Y), 3) Hedonic 

Shopping Motivation (X1) dan Flash Sale (X2) secara simultan berpengaruh positif 

dan signifikan terhadap Impulsive Buying (Y).  

 

Kata Kunci: Hedonic Shopping Motivation, Flash Sale, Impulsive Buying. 
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ABSTRACT 

Ananda Sefita Wahyudi, 202110325202. The Influence of Hedonic 

Shopping Motivation and Flash Sales on Impulsive Buying on E-Commerce Shopee 

(Case Study on Management Students Class of 2021 at Bhayangkara University 

Jakarta Raya). 

 

This research aims to determine the partial and simultaneous influence of 

hedonic shopping motivation and flash sales on impulsive buying on the Shopee e-

commerce platform. This is a quantitative study using a non-probability sampling 

method with a purposive sampling technique, and the sample size was determined 

using the Slovin formula. The population in this study consists of Management 

Study Program students of the 2021 class at Bhayangkara University Jakarta Raya, 

with a total of 171 respondents. Data processing and hypothesis testing were 

conducted using SPSS version 25. Based on the research results: 1) Hedonic 

Shopping Motivation (X1) has a positive and significant partial effect on Impulsive 

Buying (Y), 2) Flash Sale (X2) has a positive and significant partial effect on 

Impulsive Buying (Y), 3) Hedonic Shopping Motivation (X1) and Flash Sale (X2) 

have a positive and significant simultaneous effect on Impulsive Buying (Y). 

 

Keywords: Hedonic Shopping Motivation, Flash Sale, Impulsive Buying.
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