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ABSTRAK 

 

 

Tujuan dari penelitian ini untuk membuktikan faktor-faktor yang 

memengaruhi impulse buying behavior konsumen marketplace Shopee. Faktor-

faktor yang memengaruhi, yaitu mobile marketing, discount, dan lifestyle. 

Penelitian ini merupakan jenis penelitian explanatory research yang bertujuan 

untuk menganalisa hubungan antara variable impulse buying behavior, mobile 

marketing, discount, dan lifestyle. Dengan menggunakan metode pengukuran 

sampel maka sampel pada penelitian ini adalah sebesar 150 responden, sampel 

yang dikumpulkan menggunakan metode teknik purposive sampling. Data yang 

sudah dikumpulkan dianalisa dengan menggunakan metode regresi linear 

berganda dengan bantuan SPSS versi 16.00. Hasil yang didapat pada penelitian ini 

adalah mobile marketing dan lifestyle berpengaruh terhadap variable impulse 

buying behavior, sedangkan discount tidak berpengaruh terhadap variable impulse 

buying behavior. Dan variable mobile marketing, discount, dan lifestyle 

berpengaruh secara simultan terhadap variable impulse buying behavior. 

 

 

Kata kunci: Mobile Marketing, Discount, Lifestyle, Impulse Buying Behavior, 

Shopee 
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ABSTRACT 

 

 

The purpose of this study is to prove the factors that influence the impulse buying 

behavior of Shopee marketplace consumers. The influencing factors are mobile 

marketing, discounts, and lifestyle. This research is a type of explanatory research 

which aims to analyze the relationship between the variable impulse buying 

behavior, mobile marketing, discounts, and lifestyle. By using the sample 

measurement method, the sample in this study amounted to 150 respondents, the 

sample was collected using purposive sampling technique method. The data that 

had been collected were analyzed using multiple linear regression method with 

the help of SPSS version 16.00. The results obtained in this study are mobile 

marketing and lifestyle have an effect on the variable impulse buying behavior, 

while the discount does not affect the variable impulse buying behavior. And the 

variables of mobile marketing, discount, and lifestyle simultaneously influence the 

variable impulse buying behavior. 
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