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ABSTRAK 

 

THE INFLUENCE OF SALES PROMOTION, ELECTRONIC WORD OF 

MOUTH (E-WOM), AND HEDONIC SHOPPING MOTIVATION ON 

IMPULSE   BUYING IN LIVE SHOPPING FEATURES LAZADA IN 

JAKARTA 

 

Oleh: 

Putri Nhira Awaliyah 

203402516371 

Tugas akhir ini dibawah bimbingan Dr. Rahayu Lestasi, S.E., M.M. 

 

Penelitian ini dilakukan untuk mengetahui pengaruh sales promotion, E-WoM, dan 

hedonic shopping motivation terhadap impulse buying pada live shopping Lazada, 

penelitian ini menggunakan pendekatan kuantitatif dengan populasi yang diambil dari 

100 responden dengan teknik pengambilan purposive sampling dengan kriteria 

pengguna live shopping Lazada yang telah melakukan pembelian minimal satu kali 

dengan minimal usia 17 tahun. 

Penelitian ini juga menggunakan metode analisis regresi linear berganda yang diolah 

menggunakan software SPSS. Metode pengumpulan data dilakukan dengan 

menyebarkan kuesioner online melalui google form. Hasil penelitian menunjukkan 

bahwa sales promotion, E-WoM, dan hedonic shopping motivation memiliki pengaruh 

yang signifikan terhadap impulse buying dengan nilai signifikansi hasil uji t variable 

sales promotion 0.011, E-WoM 0.032 dan hedonic shopping motivation 0.000, semua 

nilai signifikansi berada pada angka < 0,05 maka dapat disimpulkan bahwa variabel 

sales promotion, E-WoM, dan hedonic shopping motivation berpengaruh secara 

simultan terhadap variabel Y yaitu impulse buying. 

Kata kunci : sales promotion, electronic word of mouth (E-WoM), hedonic shopping 

motivation, impulse buying 

 

 

 

 



 

 

 

ABSTRACT 

 

THE INFLUENCE OF SALES PROMOTION, ELECTRONIC WORD OF 

MOUTH (E-WOM), AND HEDONIC SHOPPING MOTIVATION ON 

IMPULSE   BUYING IN LIVE SHOPPING FEATURES LAZADA IN 

JAKARTA 

 

By: 

Putri Nhira Awaliyah 

203402516371 

Dissertation under the supervision of DR. Rahayu Lestari, S.E., M.M. 

 

This research was conducted to determine the effect of sales promotion, E-WoM, and 

hedonic shopping motivation on impulse buying at Lazada live shopping, this study 

uses a quantitative approach with a population taken from 100 respondents with 

purposive sampling techniques with the criteria of Lazada live shopping users who 

have made at least one purchase with a minimum age of 17 years. 

This research also uses multiple linear regression analysis methods which are 

processed using SPSS software. The data collection method was carried out by 

distributing online questionnaires via google form. The results showed that sales 

promotion, E-WoM, and hedonic shopping motivation have a significant influence on 

impulse buying with a significance value of the t test results for the sales promotion 

variable 0.011, E-WoM 0.032 and hedonic shopping motivation 0.000, all significance 

values are at <0.05, so it can be concluded that the variables of sales promotion, E-

WoM, and hedonic shopping motivation simultaneously affect variable Y, namely 

impulse buying. 

 

Keywords : sales promotion, electronic word of mouth (E-WoM), hedonic shopping 

motivation, impulse buying 
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