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Abstract:  

This research aims to analyze the influence of sales promotion and hedonic 
shopping motivation on impulse buying with positive emotion as an 
intervening variable for e-commerce customers. The method used in this 
research is quantitative, with a questionnaire carried out regularly in 
accordance with the research objectives. The population in this study was 
Indonesian people who had used e-commerce for online shopping, with 120 
respondents. This research uses 5 Likert scales to measure variables when 
testing the validity and reliability of variables. This research was analyzed using 
PLS-based SEM. The research results show that (1) Sales promotion has a 
significant effect on impulse buying. (2) Hedonic shopping motivation has a 
significant positive effect on impulse buying. (3) Sales promotion positive 
influence on positive emotions. (4) Hedonic shopping motivation has a positive 
influence on positive emotion. (5) Positive emotion has a positive effect on 
impulse buying. (6) Positive emotion is able to explain the reasons why sales 
promotions influence impulse buying perfectly. (7) Positive emotion partially 
explains the reasons why hedonic shopping motivation influences impulse 
buying. It is recommended for e-commerce to pay attention to psychological 
factors and consumer motivation in designing marketing strategies. It is 
recommended that future researchers add alternative constructs that influence 
impulse buying, such as celebrity endorsers, shopping lifestyle, and advertising. 

Keywords: E-Commerce, Sales Promotion, Hedonic Shopping Motivation, 
Impulse Buying And Positive Emotion 

 

INTRODUCTION 
One of the businesses that uses the internet is e-commerce. E-commerce is all electronically 

mediated information exchange between organizations and external stakeholders (Chaffey, 
2015:13). According to Alwafi & Magnadi (2016), one type of e-commerce that is currently 
developing rapidly in Indonesia is marketplace-type e-commerce, which is defined as a place where 
sellers can create accounts and sell various kinds of goods for sale. The use of e-commerce in 
Indonesia is increasing every year. 
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Source: DataIndonesia.id 

Figure 1. E-commerce Users in Indonesia (2018 – 2023) 
 
e-commerce users increases every year. The development of e-commerce users in Indonesia 

according to data from DataIndonesiaID noted that the number of e-commerce users in Indonesia 
in 2018 reached 93.42 million users, in 2019 e-commerce users in Indonesia were 118.8 million users, 
in 2020 e- commerce users -commerce 138.9 million users, in 2021 there will be 158.65 million e-
commerce users, in 2022 there will be 178.94 e-commerce users, then in 2023 it is projected to reach 
196.47 million users. Every e-commerce site has its own strategy to attract consumers. These 
strategies include free shipping, promotional services and flash sales. Of course, this is a competitive 
advantage for each e-commerce company. 

Along with the high level of e-commerce competition, every e-commerce company is 
competing to provide easy services that can attract consumers to buy products. As a result of this 
ease of information, consumers will be more consumptive in meeting their needs and tend to make 
purchases without prior planning or what is known as impulse buying (Santini et al, 2019). Impulse 
buying is unplanned and unintentional purchasing behavior (Nghia et al, 2022). Consumers who do 
impulse buying usually make decisions without thinking first and act as a result of desires, not needs 
(Nato, 2018). Marketers can exploit a phenomenon like this by creating stimulus or stimulation to 
increase impulse buying, further increasing sales. 

From a Populix survey (2023) involving 1086 respondents, it was found that Indonesians tend 
to purchase products outside their shopping list spontaneously, or what is known as impulse 
buying. The following are the results of a survey from Populix (2023) regarding the reasons why 
people engage in impulse buying. 
 

 
Figure 2. Impulse buying factors 

 
The picture above shows that the factors that motivate people to shop without planning are 

that they already have a desire to buy but can only buy it now (40%), a form of self-appreciation or 
self-satisfaction (39%), being tempted by discounts from sellers 35%, tempted by discounts from the 
platform during the shopping festival momentum, such as twin date discounts (34%), free shipping 
(31%), getting cashback (31%), and getting shopping vouchers (25%). According to the Populix 
survey (2023), some respondents tend to make impulse purchases because there are shopping 
opportunities such as special days or beautiful dates 8.8. or 11.11 or what is often called National 
Shopping Day (Harbolnas), which triggers the majority of respondents to shop because at this time 
there are vouchers and lots of discounts. It is proven by the increase in the value of Harbolnas 
transactions in the last 5 years, namely: 
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Source: Katadata Media Network (2022) 

Figure 3. Harbolnas Transaction Value 2017 – 2022 
 
Based on data from NielsenIQ Indonesia and the Indonesian E-commerce Association (2022), 

the value of Harbolnas transactions is increasing every year. In 2017, the Harbolnas transaction value 
was 4.7 trillion, in 2018, the Harbolnas transaction value was 6.8 trillion, in 2019, the Harbolnas 
transaction value was 9.1 trillion, in 2020, the Harbolnas transaction value was 11.6 trillion, and then 
increased in 2021, namely 18.1 trillion. It indicates that the promotions offered during National 
Holidays to buyers can be a relevant trigger in motivating shopping and can trigger impulse buying. 

Impulse buying in e-commerce is caused by several factors, where there are 2 main factors 
driving the emergence of impulse buying in consumers, namely internal factors originating from 
within the consumer and external factors originating from marketing characteristics, starting from 
marketing strategies such as sales promotions. According to Zahara (2019), the first reason someone 
buys goods impulsively is because of sales promotions. Kotler & Armstrong (2016) suggest that sales 
promotion is a collection of incentive tools, most of which are short-term, designed to stimulate 
faster and greater purchases of certain products and services by consumers or traders. Sales 
promotion is defined as a special offer that basically aims to stimulate consumer demand for a 
product (Fam et al, 2021). These offers can be in the form of discounts, coupons, prize draws and 
other things that can attract customers' attention to the products offered (Aragoncillo, 2018). 

Studies conducted by Trifiyanto (2019), Evidayanti (2021), and Irfandi & Anggraeni (2021) 
found that sales promotions have a significant effect on impulse buying. Trifiyanto (2019) shows 
that sales promotion has a significant effect on impulse buying among Shopee e-commerce users in 
Kebumen. Evidayanti (2021) stated that the sales promotion variable has a significant and positive 
influence on impulse buying on Tokopedia by the people of Pekanbaru City. Irfandi & Anggraeni 
(2021) show that the sales promotion variable has a significant influence on impulse buying among 
students using Shopee e-commerce in Malang City. Apart from the above phenomenon, there is a 
gap between previous research, namely research conducted by Satrio (2020) and Widyawati (2023), 
which found that sales promotion had a negative and significant effect on impulse buying. Satrio 
(2020) stated that sales promotion had an insignificant negative effect on impulsive sales among 
Lazada e-commerce consumers in Indonesia. Widyawati (2023) found that sales promotion did not 
influence impulse buying of Shopee e-commerce fashion products in the city of Solo. 

The emergence of impulse buying in consumers can occur due to internal factors originating 
from within the consumer, namely hedonic shopping motivation, which means the urge to carry out 
shopping activities because shopping itself is a pleasure, so they do not pay attention to the 
advantages of the product purchased (Aziza, 2017). Hedonic shopping motivation is a person's 
desire to get pleasure for themselves, which can be fulfilled by visiting a shopping center, enjoying 
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the atmosphere in the shopping center, even though they don't buy anything (Putri, 2023). The 
feeling of joy that arises from consumers who shop hedonically gives rise to a behavior of buying 
goods that are not really needed by consumers. 

Studies conducted by Faisal et al (2019), Wahyuni & Setyawati (2020), and Irfandi (2021) found 
that the hedonic shopping motivation variable has a positive effect on impulse buying. Faisal et al 
(2019) stated that the hedonic shopping motivation variable had a positive and significant effect on 
impulse buying among Muhammadiyah University Surabaya students who were Shopee 
consumers. Wahyuni & Setyawati (2020) stated that hedonic shopping motivation has a positive and 
significant effect on impulse buying at Shopee e-commerce in Kebumen. Irfandi (2021) states that 
hedonic shopping motivation has a significant effect on impulse buying among students using 
Shopee e-commerce in Malang. Apart from the above phenomena, there is a gap between previous 
research, namely research conducted by Prasetia (2020) and Nurudin et al (2021), which stated that 
hedonic shopping motivation does not affect impulse buying. Prasetia (2020) found that hedonic 
shopping motivation had no effect on impulse buying among Muhammadiyah University Magelang 
students. Nurudin et al (2021) stated that hedonic shopping motivation had a negative effect on 
impulse buying among NU Mart Ngadisono consumers in Wonosobo Regency. 

The positive emotion variable was chosen as a mediating variable for sales promotion and 
hedonic shopping motivation, with the consideration that positive emotion reflects how much an 
individual has a sense of enthusiasm, activeness and alertness related to positive emotion, which 
causes encouragement to carry out impulse buying. According to Park & Lennon (2016), stated that 
positive emotions are an effect of mood in the form of enthusiasm for shopping, which is one of the 
important factors for consumers in purchasing decisions. When individuals carry out impulse 
buying, they can be influenced by the emergence of positive emotions. Consumers with positive 
emotions show greater encouragement in making purchases because they have feelings that are not 
limited by the surrounding environment, have a desire to respect themselves, and have higher 
energy levels (Andriyanto et al., 2016). 

Semuel (2005) found that emotional value has a direct positive impact on impulse buying 
behavior tendencies. When consumers feel positively enthusiastic, they will spend more time in 
shopping places, so they tend to buy an item. The feeling or emotion factor is a temporary construct 
because it is related to a particular situation or object (Usvita, 2015). Therefore, e-commerce must be 
able to make customers' emotions more positive so that the level of impulse buying becomes even 
higher. Consumers with positive emotions show greater encouragement to make purchases 
(Andriyanto, 2016). 

Studies conducted by Mahadewi & Sulistyawati (2019), Arfia (2022), and Putri & Andani 
(2023) found that positive emotions have a positive and significant effect on impulse buying. 
Mahadewi & Sulistyawati (2019) stated that positive emotion has a positive and significant effect on 
consumer impulse buying for Zara Beachwalk products. Arfia (2022) states that positive emotion 
has a positive and significant effect on impulse buying of Muslim fashion products in e-commerce. 
Putri & Andani (2023) stated that positive emotions have a positive and significant effect on impulse 
buying among Lazada customers in Denpasar City. Apart from the above phenomena, there is a gap 
between previous research, namely research conducted by Mardiyah et al (2021) and Andriani & 
Harti (2021), which found that the positive emotion variable did not have a significant effect on 
impulse buying. Mardiyah (2021) states that positive emotions do not have a significant effect on 
impulse buying on Shopee e-commerce in Mojokerto City. Andriani & Harti (2021) state that 
partially, the positive emotion variable does not have a significant influence on the impulse buying 
variable. 
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This research examines the tendency to make sudden purchases that are common in 
Indonesian society today, by considering the variables sales promotion and hedonic shopping 
motivation, impulse buying, as well as mediation by positive emotion. By looking at previous 
findings that show different results, this research becomes increasingly important to provide a 
deeper understanding of the factors that influence impulse buying behavior among e-commerce 
customers in Indonesia. 

Sales promotion. Kotler & Armstrong (2016) suggest that sales promotion is a collection of 
incentive tools, most of which are short-term, designed to stimulate faster and greater purchases of 
certain products and services by consumers or traders. Utami (2010) suggests that sales promotion 
is a retail promotion program in order to encourage sales or to increase sales. According to 
Hermawan (2012), sales promotion is a form of direct persuasion through the use of various 
incentives that can be arranged to stimulate immediate product purchases and/or increase the 
number of items customers purchase. Based on several definitions from these experts, sales 
promotion is an incentive tool designed to stimulate the purchase of products and services to 
encourage sales and increase sales. Machfoedz (2010) said that the objectives of sales promotions can 
be stated in the following points: 

a. Identify and attract new consumers. 
b. Communicate new products 
c. Increase the number of consumers for products that are widely known 
d. Inform consumers about improving product quality 
e. Inviting consumers to go to the shop where the product is sold 
f. Motivating consumers to buy a product 

According to Kotler and Keller (2007:272), there are five indicators of sales promotion, namely: 

a. Promotion frequency is the number of sales promotions carried out at one time through sales 
promotion media 

b. Promotion quality is a measure of how well sales promotions are carried out. 
c. Promotion quantity is the value or number of sales promotions given by consumers 
d. Promotion time is the length of the promotion carried out by the company 
e. Accuracy or suitability of promotional targets is a factor needed to achieve the company's 

desired targets. 

Sales promotion indicators are: 

a. Sample 
b. Coupon 
c. Discount 
d. Cashback 
e. Premium 
f. Special advertising items or promotional products 
g. Support awards 
h. Point of sale promotions (point of purchase) 
i. Raffle contests and games. 

Meanwhile, according to Leba (2015), sales promotion can be measured using indicators, 
namely: 

a. Discounts 
b. Coupon 
c. Direct Sales 
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d. Frequent Shopper Program 

In this research, combined indicators from Kotler and Keller (2007), Rosaliana (2018) and Leba 
(2015) are used, namely frequency of promotions, discounts, coupons and cashback, because they 
are in accordance with the object of this research. 

Hedonic shopping motivation. Hedonic shopping motivation arises from the desire to buy 
from someone who can easily influence the latest models, and shopping becomes a way of life to 
meet daily needs. Hedonic shopping motivation is a person's desire to get pleasure for themselves, 
which can be fulfilled by visiting a shopping center, enjoying the atmosphere in the shopping center, 
even though they don't buy anything (Putri, 2023). According to Utami (2010), hedonic shopping 
motivation is consumers' motivation to shop because shopping is a pleasure in itself, so they do not 
pay attention to the benefits of the products purchased. Various shopping centers deliberately create 
a hedonistic atmosphere, intended to attract visitors and make them satisfied so that they feel at 
home in the shopping center for a long time and can spend their money. According to Anggia (2022), 
hedonic shopping motivation is classified into six categories, namely: 

a. Adventure Shopping 
b. Social Shopping 
c. Gratification Shopping 
d. Shopping Ideas 
e. Role Shopping 
f. Value Shopping 

Hedonic shopping motivation reflects the attitude or experience of pleasure, excitement, and 
curiosity that consumers experience when shopping. According to Anggia (2022), there are 
indicators of hedonic shopping motivation, namely: 

a. Shopping is a very interesting experience 
b. Shopping is an alternative to overcome boredom 
c. Consumers prefer to shop for themselves 
d. Consumers prefer to look for shopping places that offer discounts and low prices 
e. Trust in shopping will be created when they spend time with family or friends 
f. Consumers who shop tend to follow trends 

Meanwhile, according to Sawitri (2016), measuring hedonic shopping motivation can use the 
following 4 indicators: 

a. Shopping as entertainment suggestions 
b. Shop to forget problems 
c. Shop to please yourself 
d. Feel the adventure 

According to Arnold & Reynolds (2004), the indicators of hedonic shopping motivation are: 

a. Special shopping experience 
b. Shopping can relieve the stress he experiences 
c. Someone chooses a lower price 
d. There is shopping pleasure created with relatives, friends and family 
e. With the latest model trends, people want to shop. 

In this research, we use combined indicators from Anggia (2022), Sawitri (2016), and Arnold 
& Reynolds (2004), namely shopping is a very interesting experience, shopping to please yourself, 
shopping as a means of entertainment, shopping is an alternative to overcome boredom, and 
shopping can relieve the stress they experience because it is in accordance with the object of this 
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research. Based on theory and several previous researchers, the following hypothesis was 
formulated: 
H1: Sales Promotion has a positive and significant effect on Impulse Buying 
H2: Hedonic Shopping Motivation has a positive and significant effect on Impulse Buying.  

Impulse Buying. Mowen & Minor (2005) state that impulse buying is an act of buying that 
was previously not consciously recognized as a result of consideration, or a buying intention that 
was formed before entering a shop, or it could be said to be an impulse that is full of strength, and 
is not planned to buy something directly, without much thought about the consequences. Impulse 
buying is a purchasing action that is made without prior planning or a purchasing decision that 
comes spontaneously from a consumer. Impulse buying refers to a strong and sudden urge or desire 
to buy something and the tendency to buy a product without prior intention, immediately or to buy 
a certain group of products or to fulfill certain needs (Mamuaya & Pandowo, 2018). According to 
Cahyono et al (2018), impulsive purchases can be classified into 4 types, namely: 

a. Pure impulse buying 
b. Impulse buying reminder 
c. Impulse buying suggestions 
d. Planned impulse buying 

According to Sawitri (2016), to measure impulse buying using indicators: 

a. Spontaneous purchase 
b. Purchase without thinking about the consequences 
c. Attractive offers influence purchases 
d. Purchases influenced by emotional states 

According to Hursepuny & Oktafiani (2018), indicators of impulse buying are: 

a. Special shopping experience 
b. Shopping can relieve the stress he experiences 
c. Someone chooses a lower price 
d. There is shopping pleasure created with relatives, friends and family 
e. With the latest model trends, people want to shop 

This research uses combined indicators from Sawitri (2016) and Hursepuny & Oktafiani (2018), 
namely spontaneous purchases, purchases without thinking about the consequences, purchases 
influenced by attractive offers, purchases influenced by emotional states, and the presence of the 
latest fashion trends makes someone shop. because it is in accordance with the object of this research. 
Based on theory and several previous researchers, the following hypothesis was formulated: 
H 3: Sales Promotion has a positive and significant effect on Positive Emotion 
H 4: Hedonic Shopping Motivation has a positive and significant effect on Positive Emotion.  

Positive Emotions. According to Park & Lenno (2016), stated that positive emotions are an 
effect of mood in the form of enthusiasm for shopping, which is one of the important factors for 
consumers in purchasing decisions. According to Rachmawati (2009), positive emotions can be 
generated through a person's effective nature and reactions to a supportive environment, such as 
interest in a product. A person's pre-existing feelings, affective traits and responses to the 
environment can give rise to positive emotions. According to Hawkins and Mothersbaugh (2014), 
positive emotions are moods or feelings that can be controlled and always influence consumer 
behavior. According to Semuel (2005), 3 factors can influence positive emotions, including: 

a. Pleasure. Refers to an individual's feelings when in the store, namely feelings of comfort, joy, 
happiness or satisfaction measured by assessing verbal reactions to the shopping environment. 
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b. Arousal. Refers to an individual's feelings when interested, alert or active in a situation where 
there is stimulation from the learning environment and is measured based on the level of interest 
in environmental stimuli 

c. Dominance. Refers to the degree of feeling a consumer responds to when controlling or being 
controlled by the shopping environment 

According to Nugraheni (2013), to measure indicators of positive emotions, use: 

a. Feelings of Attraction. A situation where a person is interested in a particular product 
b. Happy Atmosphere. A form of emotional state that includes a feeling of satisfaction and relief 

because something desired has been achieved 
c. The atmosphere when you need the item. Mood, which includes pleasure, a person's enthusiasm 

for having things 

According to Mahfud (2014), the dimensions of positive emotions are: 

a. Comfortable Feeling When Shopping. A condition where individual basic human needs have 
been fulfilled due to several environmental factors. 

b. Feeling of Satisfaction When Shopping. Feeling happy (relieved, happy, full, etc. because his 
heart's desires have been fulfilled. 

c. Feelings of Joy When Shopping. Feelings resulting from the fulfillment of desired needs. 

The indicators used in this research refer to the opinions of Premananto (2007) and Nugraheni 
(2013), which include feelings of comfort when shopping, feelings of satisfaction when shopping, 
feelings of pleasure when shopping, the atmosphere when you need the item and feelings of interest 
because it matches the object being studied. Based on theory and several previous researchers, the 
following hypothesis was formulated: 
H 5: Impulse Buying has a positive and significant effect on Positive Emotion. 
H 6: Sales Promotion for Impulse Buying can be mediated through Positive Emotion 
H 7: Hedonic Shopping Motivation for Impulse Buying can be mediated through Positive Emotion 
 

 
Figure 4. Research Thinking Framework 

 
METHODS 

This research was conducted in e-commerce with audiences domiciled in Indonesia who live 
in West Java, DKI Jakarta, Banten, East Java, Central Java, North Sumatra, South Sumatra, Bali, South 
Sulawesi, and the Special Region of Yogyakarta, taking into account that 10 provinces It has the 
largest number of consumers using e-commerce according to data from Kredivo (2022). People use 
e-commerce as a place to shop online on applications such as Tokopedia, Shopee, Lazada, Bukalapak 
and Blibli. These 10 provinces are the right areas to observe consumer purchasing behavior in order 
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to obtain an accurate and comprehensive picture of consumer impulse buying behavior in 
developing e-commerce. Determining the minimum sample size in this research refers to the 
statement by Hair et al (2018) that the number of samples as respondents must be adjusted to the 
number of question indicators used in the questionnaire, assuming n × 5 indicators up to n × 10 
indicators. In this study, nx 7 was used. The number of questions was 13 question items used to 
measure 4 variables, so the number of samples used was 17 statement items multiplied by 7, which 
equals 119 samples. This product design uses a quantitative design. 

Meanwhile, the process of searching for data uses a survey method using instruments in the 
form of questionnaires that have been prepared previously and distributed via social media such as 
WhatsApp and Instagram, with a link created in the form of a Google form for filling in the data, 
which will later be connected to Google Drive as a place for data collection. The measuring 
instrument used to measure variables in this research is the Likert scale. Sampling to determine the 
sample that will be used in this research is based on purposive sampling. 
 
RESULT AND DISCUSSION 

Reliability Test. The results of the construct validity test are displayed in Table 1, which shows 
that item values generated by the constructs of sales promotion, hedonic shopping motivation, 
impulse buying, and positive emotion have met the convergent validity standard value because the 
loading factor value is greater than 0.5. However, the indicators can thus be concluded that the 17 
construct indicators used in the research are valid. 
 

Table 1. Construct Validity Test Results 

Construct Indicators / Items P value 
Loading 
factors 

AVE CR 

Sales 
promotion 

(X1) 

X1.1 e-commerce often carries out 
promotions 

<0.001 0.72 

0.702 0.903 

X1.2 e-commerce often provides 
discounts 

<0.001 0.871 

X1.3 e-commerce often provides 
coupons 

<0.001 0.88 

X1.4 e-commerce often provides 
cashback 

<0.001 0.869 

Hedonic 
shopping 

motivation 
(X2) 

X2.1 can't resist online shopping <0.001 0.843 

0.706 0.922 

X2.2 feels happy when shopping 
online 

<0.001 0.671 

X2.3 Online shopping is 
entertainment 

<0.001 0.905 

X2.4 Online shopping is a way to 
overcome boredom 

<0.001 0.888 

X2.5 Online shopping can relieve 
the stress I experience 

<0.001 0.871 

Impulse 
buying 

(M1) 

M1.1 feels comfortable when 
shopping online in e-commerce  

<0.001 0.793 

0.711 0.925 

M1.2 feels satisfied when shopping 
online on an e-commerce site  

<0.001 0.762 

M1.3 Happy mood when shopping 
online in e-commerce 

<0.001 0.891 

M1.4 feels excited when shopping 
online at an e-commerce site  

<0.001 0.893 
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M1.5 feels interested when 
shopping online in e-commerce 

<0.001 0.868 

Positive 
emotions (Y1) 

Y1.1 did online shopping in e-

commerce without planning 
<0.001 0.791 

0.633 0.894 

Y1.2 does not think about the 
consequences that occur after 
shopping online in e-commerce  

<0.001 0.886 

Y1.3 does online shopping because 
he gets an attractive offer on e-
commerce  

<0.001 0.568 

Y1.4 does online shopping because 
emotional states influence it 

<0.001 0.878 

Y1.5 does online shopping in e-
commerce because he wants to 
follow the latest trends 

<0.001 0.814 

 
The results of the discriminant validity test in Table 2 show the Cronbach's Alpha value. The 

research results show that the AVE root (√AVE or Square root Average Variance Extracted) of the 
hedonic shopping motivation, sales promotion, impulse buying and positive emotion variables is 
greater than the correlation value between the variables in the research model. It shows that all 
variables have good discriminant validity. 
 

Table 2. Discriminant Validity Test Results 

Construct AVE √AVE 
Sales 

promotion 

Hedonic 
shopping 

motivation 

Impulse 
buying 

Positive 
emotions 

Sales 
promotion 

0.702 0.838     

Hedonic 
shopping 

motivation 
0.706 0.84 0.14    

Impulse buying  0.711 0.796 0.173 0.705   

Positive 
emotions 

0.633 0.843 0.304 0.704 0.714  

 
Hypothesis Testing. Sales promotion has no significant effect on impulse buying. Thus, H1 is 

rejected. However, testing the mediating role of positive emotion in the relationship between sales 
promotion and impulse buying needs to be carried out to find out if there is a perfect mediating role 
that causes the direct relationship between sales promotion and impulse buying to be insignificant. 
Hedonic shopping motivation has a significant positive effect on impulse buying, and this 
relationship is significant at the 0.001 level. Thus, H2 is accepted. Sales promotion has a positive 
effect on Positive emotion, and this relationship is significant at the 0.05 level. Thus, H3 is accepted. 
Hedonic shopping motivation has a positive effect on Positive emotion, and this relationship is 
significant at the 0.001 level. Thus, H4 is accepted. Positive emotion has a positive effect on impulse 
buying, and this relationship is significant at the 0.001 level. Thus, H5 is accepted. (Explain the 
adjusted R-square value. Positive emotion perfectly mediates the influence of sales promotion on 
impulse buying. Tested separately, the effect of sales promotion on impulse buying showed 
significant results (p <0.01; β = 0.21). When Positive emotion was included in the model as a 
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mediator, the path coefficient for the influence of Sales promotion on Impulse buying decreased 
until the relationship was not significant (p = 0.32; β = 0.04). It shows the perfect mediating role of 
Positive emotion in this relationship, so H6 is accepted. Positive emotion partially mediates the 
influence of Hedonic shopping motivation on impulse buying. Tested separately, the influence of 
Hedonic shopping motivation on Impulse buying showed significant results (p <0.01; β = 0.71). 
When Positive emotion was included in the model as a mediator, the path coefficient for the 
influence of Hedonic shopping motivation on Impulse buying decreased but remained significant 
(p <0.01; β = 0.39). It shows the partial mediating role of Positive emotion in this relationship, so H7 
is accepted. 

The R2 value of impulse buying is 0.59, based on the criteria of Ghozali and Latan (2012: 85). 
This model includes moderate and strong model criteria, meaning that variations in sales promotion 
and hedonic shopping motivation explain impulse buying by 59 percent, and the remaining 41 
percent is explained by variations in other variables outside the model. Meanwhile, positive emotion 
has an R-square value of 0.535 or is included in the moderate model and tends to be strong, meaning 
that variations in sales promotion, hedonic shopping motivation, and impulse buying are able to 
explain variations in positive emotion of 54 percent. The remaining 46 percent is explained by 
variations in other constructs outside the model. 
 

Table 3. Hypothesis Test Results 
Construct Path Coefficient P value Information 

Sales promotion -> Positive emotions 0.2 <0.05 Significant 
Hedonic shopping motivation> Positive emotions 0.676 <0.001 Significant 
Sales promotion -> Impulse buying     -0.011 0.45 Not significant 
Hedonic shopping motivation - > Impulse buying 0.396 <0.001 Significant 
Positive emotions -> Impulse buying 0.445 <0.001 Significant 

 
The Influence of Sales Promotion on Impulse Buying. Based on the test results between sales 

promotion and impulse buying, it shows that sales promotion has no significant effect on impulse 
buying. Thus, H1 is rejected, but testing the mediating role of positive emotion on the relationship 
between sales promotion and impulse buying shows perfect mediation. Because it is perfectly 
mediated by positive emotion, the effect of sales promotion on impulse buying does not appear 
significant. But if positive emotions are removed from the model, the effect of sales promotion on 
impulse buying is significant. So, sales promotion has a positive and significant effect on impulse 
buying. Kotler and Armstrong (2006) state that sales promotion consists of short-term incentives to 
encourage the purchase or sale of products or services. This definition explains that sales promotion 
is related to short-term incentives to encourage the purchase or sale of products and services. The 
existence of sales promotions carried out by e-commerce can encourage consumers to do impulse 
buying. Sales promotions such as discounts, cashback, vouchers and free shipping provided by 
customers directly influence consumers to make purchases, including impulse purchases. These 
results are in line with research conducted by Badgaiyan & Verma (2015), Chasanah & Mathori 
(2021), and Masitoh et al (2022), which stated that sales promotion has a significant effect on impulse 
buying. 

The influence of hedonic shopping motivation on impulse buying. Based on the test results 
between hedonic shopping motivation and impulse buying, it shows that hedonic shopping 
motivation has a positive and significant effect on impulse buying. The research results indicate that 
hedonic shopping motivation encourages consumers to impulse buy among e-commerce users. It 
can be seen from the research results that show that hedonic shopping motivation has a positive 
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effect of 0.396 on impulse buying, and this relationship is significant at the 0.001 level. Thus, H2 in 
this study is accepted. Kotler (2008) suggests that hedonic shopping motivation can influence 
impulse buying because motivation is one of the psychological factors that can influence purchasing 
decisions. Hedonic shopping motivation is the motivation of consumers to shop because shopping 
is a pleasure in itself, so they do not pay attention to the benefits of the products purchased. 
Purchasing goods can be incidental when shopping, so that more impulse purchases result (Utami, 
2010). The more customers have hedonic shopping motivation, the more they will encourage 
customers to do impulse buying. These results are in line with research conducted by Lestari & 
Oetomo (2014), Andani & Wahono (2018), Faisal et al (2019), Wahyuni & Setyawati (2020), and 
Irfandi (2021), who found that the hedonic shopping motivation variable had a positive effect on 
impulse. buying. 

The Influence of Sales Promotion on Positive Emotion. Based on the test results between 
sales promotion and positive emotion, it shows that sales promotion has a positive and significant 
effect on positive emotion. The research results indicate that the more attractive the sales promotion 
carried out by e-commerce, the more positive emotions it will trigger in customers. It can be seen 
from the research results, which show that sales promotion has a positive effect of 0.2, and this 
relationship is significant at the 0.05 level. Thus, H3 in this research is accepted. Sales promotion is 
one of the main factors that influences consumer behavior as a marketing stimulus that can influence 
consumers' thoughts and feelings in the form of positive emotions. Kotler (2008) also states that 
elements of sales promotion include frequency programs, coupons, samples, products and prizes, 
which are able to have an impact on consumer emotions in the form of positive emotions. Sales 
promotion will capture consumer attention and create positive feelings in consumers. This condition 
can occur when consumers open e-commerce sites and see goods that are on discount or promotion, 
which makes consumers interested in buying because they feel it is profitable, and consumers 
become happy and satisfied when shopping. The results of this research are in line with research 
conducted by Kwan (2016), Devi & Jatra (2020), and Sudyasjanati & Lie (2022), which states that 
sales promotion has a positive and significant effect on positive emotions. 

The influence of hedonic shopping motivation on positive emotion. Based on the test results 
between hedonic shopping motivation and positive emotion, it shows that hedonic shopping 
motivation has a positive and significant effect on positive emotion. The research results indicate 
that hedonic shopping motivation felt by consumers is able to generate positive emotions when 
shopping online in e-commerce. It can be seen from the results of hedonic shopping motivation 
research, which shows a positive effect of 0.676, and this relationship is significant at the 0.001 level. 
Thus, H4 in this research is accepted. The results of this research are in line with the consumer 
behavior theory put forward by Kotler (2008), where the main factors that influence purchasing 
behavior are cultural factors, social factors, personal factors, and psychological factors. Motivation 
is a psychological factor. Impulse buying itself is a form of purchasing behavior. Utami (2010) also 
states that hedonic shopping motivation is consumers' motivation to shop because shopping is a 
pleasure in itself, so they do not pay attention to the benefits of the products purchased. Purchasing 
goods can be incidental (occur by chance) when shopping. The results of this research are also in 
line with Andani & Wahyono (2018), Nurlinda & Christina (2020), and Lestari & Oetomo (2014), 
who stated that hedonic shopping motivation has a significant and positive effect on impulse 
buying. The more customers have hedonic motivation to shop, the more it will cause a positive 
response from consumers and can increase impulse buying. Consumers are more likely to engage 
in impulse buying when they are motivated by hedonic desires or beyond economic reasons, such 
as pleasure, fantasy, and social or emotional satisfaction. 
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The Influence of Positive Emotion on Impulse Buying. Based on the test results between 
positive emotion and impulse buying, it shows that positive emotion has a positive effect on impulse 
buying. The research results indicate that the greater the positive emotion felt by consumers, the 
greater the consumer's impulse buying will be when shopping online in e-commerce. It can be seen 
from the research results, which show that positive emotion has an effect of 0.445 on impulse buying, 
and this relationship is significant at the 0.001 level. Thus, H5 in this study is accepted. The results 
of this research are in line with the consumer analysis wheel theory put forward by Peter & Olson 
(2013). Changes in thoughts and feelings can lead to changes in consumer behavior in making 
purchasing decisions. These changes in thoughts and feelings refer to positive emotions. It is 
reinforced by the opinion of Setiadi (2003), who states that positive emotion is a mood that influences 
and determines the intensity of consumer decision-making. Apart from that, Rohman (2012) stated 
that impulsive buying is an individual's internal problem; in other words, impulsive buying is more 
about the consumer's impulsive nature and the individual's emotional condition. The results of this 
research are in line with research conducted by Anggoro (2013), Naentiana & Setiawan (2014), 
Adiputra (2015), and Budiharta & Santika (2015), which stated that positive emotions have a positive 
and significant effect on impulse buying. 

The role of positive emotion in mediating sales promotion on impulse buying. Based on the 
test results it shows that positive emotion perfectly mediates the influence of sales promotion on 
impulse buying with a P value (p <0.01; β = 0.21). Thus, H6 in this study is accepted. The results of 
this research explain that positive emotion is able to perfectly mediate between sales promotion and 
impulse buying among e-commerce users. Attractive sales promotions offered by e-commerce will 
have a positive influence on the emotions of e-commerce visitors, which will then lead consumers 
to behave impulsively. Positive emotion is a consumer's mood that can influence consumer 
shopping intensity. This statement is supported by Park & Lennon (2006), who state that positive 
emotion is an effect of mood, which is one of the important factors for consumers in purchasing 
decisions. The more positive the mood, the higher the tendency to buy impulsively (Diany et al, 
2019). These results are in line with research conducted by Andini and Wahyono (2018) and Febria 
& Oktaviano (2020), which states that sales promotion has a positive and significant effect on 
impulse buying through positive emotion. 

The Role of Positive Emotion in Mediating Hedonic Shopping Motivation on Impulse 
Buying. Based on the test results it shows that positive emotion partially mediates the influence of 
hedonic shopping motivation on impulse buying. with a P value (p <0.01; β = 0.39). Thus, H7 in this 
study is accepted. The results of this study explain that there is a partial role of positive emotion in 
mediating hedonic shopping motivation on impulse buying among e-commerce users. The results 
of this research indicate that positive emotion has an important role in mediating the relationship 
between hedonic shopping motivation and impulse buying among e-commerce users. When 
customers are motivated to shop hedonically (e.g., seeking pleasure or emotional satisfaction), this 
tends to increase impulse buying. In this research, some of the influence of hedonic shopping 
motivation on impulse buying can be explained by positive emotion. The influence of hedonic 
shopping motivation on impulse buying can be explained by the positive emotions that arise during 
the shopping process. When consumers feel positive emotions while shopping, their likelihood of 
making impulse purchases is higher. Utami (2020) states that the hedonic aspect is related to 
consumers' emotions, so that when shopping, consumers really have feelings such as happiness or 
feel that shopping is an adventure. These results are in line with research conducted by Pratiwi & 
Isa (2023), Aprilia (2023), and Barona et al (2023), which stated that positive emotion can act as a 
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significant mediating variable between the influence of hedonic shopping motivation on impulse 
buying. 
 
CONCLUSION 

      The research results found that sales promotion had a positive and significant effect on 
impulse buying. The more attractive the sales promotion provided by e-commerce is, the more it can 
encourage consumers to make purchases, including impulsive purchases. The more attractive the 
sales promotion provided by e-commerce will directly influence consumers to make purchases, 
including impulse purchases. Hedonic shopping motivation has a significant positive effect on 
impulse buying. The more customers have hedonic shopping motivation, the more they will 
encourage customers to do impulse buying. The more a customer has hedonic shopping motivation, 
the more it will encourage customers to do impulse buying. Sales promotion has a positive effect on 
positive emotions. The more attractive the sales promotion carried out by e-commerce, the more 
positive emotions it will trigger in customers. Sales promotion will capture consumer attention and 
create positive feelings in consumers. This condition can occur when consumers open e-commerce 
sites and see goods that are on discount or promotion, which makes consumers interested in buying 
because they feel it is profitable, and consumers become happy and satisfied when shopping. 
Hedonic shopping motivation has a positive effect on positive emotion. Hedonic shopping 
motivation felt by consumers can cause positive emotions when shopping online in e-commerce. 
The more customers have hedonic motivation to shop, the more it will cause a positive response 
from consumers and can increase impulse buying. Positive emotion has a positive effect on impulse 
buying. The greater the positive emotion felt by consumers, the greater the consumer's impulse 
buying will be when shopping online in e-commerce. Positive emotion is a mood that influences and 
determines the intensity of consumer decision-making. Impulse buying is an individual's internal 
problem; in other words, impulsive buying is more about the consumer's impulsive nature and the 
individual's emotional condition. Positive emotion is a mediating variable that connects sales 
promotion variables with impulse buying. Positive emotion is able to perfectly explain the reasons 
why sales promotions influence impulse buying. Attractive sales promotions offered by e-commerce 
will have a positive influence on the emotions of e-commerce visitors, which will then lead 
consumers to behave impulsively. Testing the mediating role of positive emotion in the relationship 
between sales promotion and impulse buying shows perfect mediation. 

Because it is perfectly mediated by positive emotion, the effect of sales promotion on impulse 
buying does not appear significant. But if positive emotions are removed from the model, the effect 
of sales promotion on impulse buying is significant. Positive emotion is a mediating variable that 
connects the hedonic shopping motivation variable with impulse buying. Positive emotion partially 
explains the reasons why hedonic shopping motivation influences impulse buying. When customers 
have the motivation to shop hedonically, this tends to increase impulse buying. In this research, 
some of the influence of hedonic shopping motivation on impulse buying can be explained by 
positive emotion. The influence of hedonic shopping motivation on impulse buying can be 
explained by the positive emotions that arise during the shopping process. It is important for e-
commerce not only to focus on products and prices, but also to pay attention to psychological factors 
and consumer motivation in designing marketing strategies. The limitations of the variables in the 
research only involve sales promotion, hedonic shopping motivation, impulse buying and positive 
emotion variables. It is hoped that further research can add other variables such as celebrity 
endorsers, shopping lifestyle, and advertising. The suggestion for this research is that the number 
of respondents is only 122 throughout Indonesia, which is still insufficient to know the real situation 
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of the respondents. Future research is expected to increase the number of respondents to make it 
more accurate. 

 

REFERENCES 

Adiputra, E. (2015). Perilaku Pembelian Tidak Terencana (Impulse Buying) di Pusat Perbenjaan 
Modern di Surabaya. An-Nisbah: Jurnal Ekonomi Syariah, 1(2), 155–180. 
https://doi.org/10.21274/an.2015.1.2.155-180  

Afif, M & Purwanto, P. (2020). Pengaruh Motivasi Belanja Hedonis, Gaya Hidup Berbelanja dan 
Promosi Penjualan Terhadap Pembelian Impulsif pada Konsumen Shopee Id. Jamin: Jurnal 
Aplikasi Manajmen Dan Inovasi Bisnis 2(2), 34 https://doi.org/10.47201/jamin.v2i2.51  

Ahmad, A., Rahman, O., & Khan, M. N. (2016). Consumer’s Perception of Website Service Quality: 
An Empirical Study. Journal of Internet Commerce, 15(2), 125–141 
https://doi.org/10.1080/15332861.2016.1144442  

Alwafi, Fachrizi. Magnadi, Rizal. (2016). Pengaruh Persepsi, Keamanan, Kemudahan Bertransaksi 
Kepercayaan Terhadap Toko Dan Pengalaman Berbelanja Terhadap Minat Beli 
Tokopedia.Com. Journal of Management, 5: 1–15.  

Andani, K. (2018). Pengaruh Sales Promotion, Hedonic Shopping Motivation Dan Fashion 
Involvement Terhadap Impulse Buying Melalui Emosi Positif pada Konsumen House of Smith 
Kota Semarang. Skripsi, Universitas Negeri Semarang 

Andani, K & Wahyono, W. (2018). Influence of Sales Promotion, Hedonic Shopping Motivation, and 
Fashion Involvement Toward Impulse Buying Through a Positive Emotion. Management 
Analysis Journal, 7(4), 448 – 457 https://doi.org/10.15294/maj.v7i4.24105  

Andrianato, D. S., Suyadi, M., & Fanani, D. (2016). Pengaruh Fashion Involvement dan Positive 
Emotion Terhadap Impulse Buying. Journal Administrasi Bisnis Vol. 31 No. 1 Februari 2016, 42 
– 49 

Andriani, L. A., & Harti. (2021). Pengaruh Emosi Positif, Potongan Harga, Dan Kualitas Website 
Terhadap Pembelian Impulsif. Jurnal Forum Ekonomi 23(3) 2021, 454-462 

Anggia, Y. (2022). Pengaruh Hedonic Shopping Motivation Terhadapimpulse Buying Dengan 
Shopping Lifestyle Sebagai Variabel Pemediasi Pada Online Shop (Survey Pada Mahasiswa 
Jurusan Manajemen Fekon Unand) 

Anggoro, S. P. (2013). Analisis Pengaruh Store Atmosphere terhadap Impulse Buying melalui 
Emotional Response di Matahari Department Store Tunjungan Plaza Surabaya. Jurnal Ilmiah 
Mahasiswa Manajemen, 1(2), 1–5. 

Aragoncillo, L. (2018). Impulse Buying Behavior: An Online-Offline Comparative and the Impact of 
Social Media. Spanish Journal of Marketing - Esic, 22(1), 42–62. https://doi.org/10.1108/SJME-
03-2018-007  

Arfia, M. (2022). Pengaruh Fashion Involvement Terhadap Impulse Buying Melalui Positive 
Emotion Pada Produk Fashion Muslim di Ecommerce. Youth & Islamic Economic Journal Vol 03 
No 02: Bulan Juli 2022, 19 – 30 

Arnold, J. M., Reynolds, E. K. (2004). Hedonic Shopping Motivation. Journal of Retailing. Volume 79: 
77-95 https://doi.org/10.1016/S0022-4359(03)00007-1  

Aprilia, R. S., Indrawati, & Rachmawati, I. (2023). The Effect of Hedonic Shopping Motivation and 
Sales Promotion on Impulse Buying Through Positive Emotion as Intervening Variables on 

https://doi.org/10.21274/an.2015.1.2.155-180
https://doi.org/10.47201/jamin.v2i2.51
https://doi.org/10.1080/15332861.2016.1144442
https://doi.org/10.15294/maj.v7i4.24105
https://doi.org/10.1108/SJME-03-2018-007
https://doi.org/10.1108/SJME-03-2018-007
https://doi.org/10.1016/S0022-4359(03)00007-1


 

                                This open-access article is distributed under a  
                                    Creative Commons Attribution (CC-BY-NC) 4.0 license  

450 

the Marketplace Shopee. Sustainable Future: trends, strategies, and development, 26 – 28 
http://doi.org/10.1201/9781003335832-7  

Aziza, E. N.N., Nurhajati, & Basamala, M. R. (2021). Hubungan Hedonic Shopping Motivation dan 
Price Discount Dengan Impulse Buying pada Konsumen Malang Town Square. Jurnal Ilmiah 
Riset Manajemen Vol.10 No 4, 102 - 114 

Barona, E. L. R., Arif, M., Jufrizen. (2023). Pengaruh Price Discount dan Hedonic Shopping 
Motivation Terhadap Impulse Buying Dimediasi Positive Emotion. Skripsi, Universitas 
Muhammadiyah Sumatera Utara https://doi.org/10.34007/jehss.v6i1.1906  

Badgaiyan, A. J., & Verma, A. 2015. Does argue to buy impulsively differ from impulsive buying 
behavior? Assessing the impact of situational factors. Journal of Retailing and Consumer Service, 
22, 145 – 157. http://doi.org/10.1016/j.jretconser.2014.10.002  

Budiharta, K., & Santika, I. W. (2015). Peran Emosi Positif sebagai Pemediasi Pengaruh Stimulus 
Toko terhadap Impulse Buying Pakaian di Matahari Department Store Kuta Square. E-Jurnal 
Manajemen Universitas Udayana, 4(3), 457–473. 

Cahyono, K. E., Khuzaini, K., & Widiarto, H. (2018). Shopping Life Style Memediasi Hubungan 
Hedonic Dan Utilitarian Value Terhadap Impulse Buying. Ekuitas (Jurnal Ekonomi dan 
Keuangan), 20(2), 188–208. https://doi.org/10.24034/j25485024.y2016.v20.i2.54  

Chaffey, Dave. (2015). E-Business & E-Commerce Management: Strategy. Implementation And Practice 
(5th Ed.). England: Prentice Hall.  

Chasanah, U., & Mathori, M. (2021). Impulsive Buying: Kajian Promosi Penjualan, Gaya Hidup, Dan 
Norma Subyektif Pada Marketplace Di Yogyakarta. JRMSI – Jurnal Riset Manajemen Sains 
Indonesia, 12 (2), 231 – 255. https://doi.org/10.21009/JRMSI.012.2.03  

Darmayasa, I. A. A., & Sukaatmadja, G. (2017). Analisis Pengaruh Store Atmosphere Dan Sales 
Promotion Terhadap Emotional Shopping Dan Impulse Buying Behavior. E-Jurnal Manajemen, 
6(11), 6061-6089. 

DataIndonesia.id. (2023). Pengguna E-commerce di Indonesia 2018 – 2023. 
https://dataindonesia.id/ekonomi-digital/detail/pengguna-ecommerce-ri-diproyeksi-
capai-19647-juta-pada-2023  

Davota, I., Setyawati, S. M., & Afif, N. C. (2019). Pengaruh Hedonic Shopping Terhadap Impulse 
Buying yang Dimediasi Emosi Positif (Survei pada Konsumen Toko Fashion di Kota “X”). 
Jurnal Ekonomi, Bisnis, Dan Akuntansi, 21(1). https://doi.org/10.32424/jeba.v21i1.1266  

Denia, R., Yohana, C., Rahmi. (2023). Pengaruh Sales Promotion dan Hedonic Shopping Terhadap 
Impulse Buying Behavior Melalui Positive Emotion pada Pengguna E-Commerce di 
Jabodetabek. Digital Business Journal Volume 2 No 1 Januari 2023, 99 – 111 
https://doi.org/10.31000/digibis.v2i1.7857  

Devi, N. W. C., & Jatra, I. M. (2020). Positive Emotion Memediasi Sales Promotion Dan Store 
Environment Terhadap Impulse Buying. E- Jurnal Manajemen Vol 9 No 5, 1942 – 1961 
https://doi.org/10.24843/EJMUNUD.2020.v09.i05.p15  

Diah, A.M., Pristanti, H., Aspianti, R., & Syachrul. (2018). The Influence of Hedonic Shopping Value 
and Store Atmosphere and Promotion of Impulse Buying Through Positive Emotion on the 
Consumer of Sogo Department Store in Samarinda. Advances in Economics, Business and 
Management Research, Volume 75, 103 - 108 

Edwy, F. M., Anugrahani, I. S., Pradana, A. F., Febia, I., & Putra, A. (2023). The Impact of Impulsive 
Buying at TikTok Shop. 6(1), 328–334.  

http://doi.org/10.1201/9781003335832-7
https://doi.org/10.34007/jehss.v6i1.1906
http://doi.org/10.1016/j.jretconser.2014.10.002
https://doi.org/10.24034/j25485024.y2016.v20.i2.54
https://doi.org/10.21009/JRMSI.012.2.03
https://dataindonesia.id/ekonomi-digital/detail/pengguna-ecommerce-ri-diproyeksi-capai-19647-juta-pada-2023
https://dataindonesia.id/ekonomi-digital/detail/pengguna-ecommerce-ri-diproyeksi-capai-19647-juta-pada-2023
https://doi.org/10.32424/jeba.v21i1.1266
https://doi.org/10.31000/digibis.v2i1.7857
https://doi.org/10.24843/EJMUNUD.2020.v09.i05.p15


 

                                This open-access article is distributed under a  
                                    Creative Commons Attribution (CC-BY-NC) 4.0 license  

451 

Evidayanti, E. R. (2021). Pengaruh Sales Promotion Dan Hedonic Shopping Terhadap Impulse 
Buying Pada Tokopedia Oleh Masyarakat Kota Pekanbaru. Skripsi, Universitas Islam Negeri 
Sultan Syarif Kasim Riau Pekanbaru. 

Faizal, M., Firmansyah, M. A., Rosmaniar, A., & Futuwwah, A. I. (2019). Pengaruh Hedonic 
Shopping Motives Dan Promotion Terhadap Impulse Buying. Prosiding Seminar Nasional 
Ekonomi dan Bisnis 1, 335 - 338 

Fauzi, L. U., Welsa, H., & Susanto. (2019). Pengaruh Hedonic Shopping Value dan Shopping 
Lifestyle Terhadap Impulse Buying Dengan Positive Emotion Sebagai Variabel Intervening. 
Jurnal Bisnis Teori Dan Implementasi, 10(1), 150–160. 

Febrilia, I., & Warokka, A. (2021). Consumer Traits and Situational Factors: Exploring the 
Consumer’s Online Impulse Buying in the Pandemic Time. Social Sciences & Humanities Open, 
4(1), 100182. https://doi.org/10.1016/j.ssaho.2021.100182  

Ghozali, I., & Latan, H. (2012). Partial Least Square: Konsep, Teknik, dan Aplikasi Smart PLS 2.0. 
Badan Penerbit Uni-versitas Diponegoro: Semarang 

Ghozali, I. (2013). Aplikasi Analisis Multivariate Dengan Program Ibm Spss 21. Edisi 7. Semarang: Badan 
Penerbit Universitas Diponegoro 

Hair, Jr J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis a global 
perspective (7th ed.). New Jersey: Pearson Education. 

Hair, J.F., Black, W.C., & Anderson, R. E. (2018). Multivariate Data Analysis (7th Ed.). Pearson Prentice 
Hall 

Hawkins, D. I., David, L., And Mothers B. (2014). Consumer Behavior: Building Marketing Strategy, 
Twelfth Edition. McGraw-Hill Education, 2 Penn Plaza, New York. 

Hermanto, Y. E. (2016). Pengaruh Fashion Involvement Terhadap Impulse Buying Behaviour 
Masyarakat Surabaya Dengan Hedonic Shopping Motivation Dan Positive Emotion Sebagai 
Variabel Intervening Pada Merek Zara. Jurnal Manajemen Pemasaran, 10(1), 11–19. 
https://doi.org/10.9744/pemasaran.10.1.11-19  

Hidayat, R., & Triyanti, I. K. (2018). Pengaruh Fashion Involvement Dan Shopping Lifestyle 
Terhadap Impulsive Buying Mahasiswa Politeknik Negeri Batam. Journal Of Applied Business 
Administration Vol 2, No 2, September 2018, Hlm. 174-180. E-Issn:2548-9909 
https://doi.org/10.30871/jaba.v2i2.1117  

Hursepuny, C. V., & Oktafani, F. (2018). Pengaruh Hedonic Shopping Motivation Dan Shopping 
Lifestyle Terhadap Impulse Buying Pada Konsumen Shopee _ Id. E-Proceedings of Management, 
5(1), 1041–1048. 

Ikanabun, D. Sri, M. S., Nur, C. A. (2019). Pengaruh Hedonic Shopping Terhadap Impulse Buying 
Yang Dimediasi Emosi Positif. Jurnal Ekonomi dan Akuntansi (Jeba) Vol 21 No 01 Tahun 2019 
https://doi.org/10.32424/jeba.v21i1.1266  

Indarni, C., Susanta. Hadi, L. (2020). Pengaruh Hedonic Shopping Motivation Dan Sales Promotion 
Terhadap Positive Emotion Serta Dampaknya Pada Impulse Buying. Jurnal Administrasi Bisnis 
Vol 18 No 1, 26 – 42 https://doi.org/10.31315/jurnaladmbisnis.v18i1.10450  

Indarsih, P., Sudodo, Y., Nuryani, H. S. (2019). Pengaruh Harga Dan Kualitas Informasi Terhadap 
Pembelian Impulsif Secara Online (Studi Kasus Pada Mahasiswa Fakultas Ekonomi Dan Bisnis 
Universitas Teknologi Sumbawa). Jurnal Manajemen Dan Bisnis Vol 2 No 12019. 
https://doi.org/10.37673/jmb.v2i1.301  

https://doi.org/10.1016/j.ssaho.2021.100182
https://doi.org/10.9744/pemasaran.10.1.11-19
https://doi.org/10.30871/jaba.v2i2.1117
https://doi.org/10.32424/jeba.v21i1.1266
https://doi.org/10.31315/jurnaladmbisnis.v18i1.10450
https://doi.org/10.37673/jmb.v2i1.301


 

                                This open-access article is distributed under a  
                                    Creative Commons Attribution (CC-BY-NC) 4.0 license  

452 

Irfandi, S. A., & Anggraeni, R. (2021). Pengaruh Sales Promotion, Visual Merchandising Dan 
Hedonic Shopping Motivation Terhadap Impulse Buying Pada Aplikasi Shopee (Studi Pada 
Mahasiswa/I Di Malang Pengguna Aplikasi Shopee). Jurnal Ilmiah Mahasiswa Fakultas 
Ekonomi Bisnis Universitas Brawijaya. Vol 9, No 2 https://doi.org/10.32639/jimmba.v2i2.457  

Isnaini, M., & Rahmidani, R. (2021). Pengaruh Store Atmosphere Dan Price Discount Terhadap 
Impulse Buying Dengan Positive Emotion Sebagai Variabel Intervening Pada Produk Fashion. 
Jurnal Pendidikan Ekonomi, 4(1), 10–24. https://doi.org/10.24036/jmpe.v4i1.10510  

Jauhari, M. (2017). Pengaruh Promosi, Diskon, Merek, Store Atmosphere, Dan Shopping Emotion 
Terhadap Impulse Buying Di Kalangan Mahasiswa Fakultas Ekonomi Universitas Pgri 
Yogayakarta. Jurnal Universitas Pgri Yogyakarta 

Jaya, I., & Ramdan, S.H. (2023). Pengaruh Hedonic Shopping Motivation, Price Discount dan 
Shopping Life Style Terhadap Online Impulse Buying Pada Marketplace Shopee Dan 
Tokopedia. Jemba: Jurnal Ekonomi Manajemen Bisnis Dan Akuntansi Vol 2 No 1  
https://doi.org/10.51622/jbm.v1i1.1231  

Kata Data Media Network. (2022). Nilai Transaksi Harbolnas (2017 – 2022). 
https://databoks.katadata.co.id/datapublish/2022/12/12/kemendag-targetkan-transaksi-
harbolnas-2022-capai-rp27-triliun-ini-trennya-beberapa-tahun-terakhir  

Kim, S. (2006). Using Hedonic and Utilitarian Shopping Motivation to Profile Inner City Consumer. 
Journal of Shopping Center Research, 13(1). 

Kotler, P. (2008). Manajemen Pemasaran, Jilid 1. Jakarta: Erlangga. 

Kotler, P., & Armstrong, G. (2006). Principles Of Marketing. Pearson Prentice Hall. America 

Kotler, P., & Armstrong, G. (2008). Prinsip-Prinsip Pemasaran, Jilid 1, Edisi 12. Jakarta: Erlangga. 

Kotler, P., & Keller, K. L. (2007). Manajemen Pemasaran, Jilid 2, Edisi 13. Jakarta: Erlangga. 

Kotler, P., & Armstrong, G. (2016). Prinsip-Prinsip Pemasaran, Edisi 13, Jilid 2. Jakarta. Erlangga 

Kredivo. (2022). Perilaku Konsumen E-commerce Indonesia. https://kredivocorp.com/wp-
content/uploads/2022/05/Kredivo eCommerce-Behavior-Report-202.pdf  

Kwan, O. G. (2016). Pengaruh Sales Promotion Dan Store Atmosphere Terhaap Impulse Buying 
Dengan Positive Emotion Sebagai Variabel Intervening Pada Planet Sport Tunjungan Plaza 
Surabaya. Jurnal Manajemen Pemasaran, Vol 1 No 1 

Larasati, K. L. D., & Yasa, N. N. K. (2021). The Role of Positive Emotion in Mediating the Effect of 
Price Discount on Impulse Buying Indomaret Customers in Denpasar City, Indonesia. 
European Journal of Management and Marketing Studies, 6(2), 81–95. 
https://doi.org/10.46827/ejmms.v6i2.1009  

Latan, H., & Ghozali, I. (2018). Partial Least Square Konsep, Teknik, dan Aplikasi Menggunakan 
Program Smart Pls 2.0 M3. Badan Penerbit Universitas di Ponegoro 

Leba, E. (2015). Pengaruh Atmosfer Gerai Dan Promosi Terhadap Pembelian Impulsif Yang 
Dimediasi Emosi Positif, 4, 1–17. 

Lestari, I. P., & Oetomo, H. W. (2014). Pengaruh Hedonic Shopping Motivation Terhadap Impulse 
Buying Melalui Positive Emotion Customer Flashyshop. Jurnal Ilmu dan Riset Manajemen, 3 (7): 
1-17 

Mamuaya, N. C. I., & Pandowo, A. (2018). The Effect of the Situational Factor, Store Atmosphere, 
and Sales Promotion on Hedonic Shopping Motivation and Its Implication on Supermarket 
Consumer Impulsive Buying in Manado City. Journal Of Business & Retail Management Research, 
13(02), 1–12. https://doi.org/10.24052/JBRMR/V13IS02/ART-01  

https://doi.org/10.32639/jimmba.v2i2.457
https://doi.org/10.24036/jmpe.v4i1.10510
https://doi.org/10.51622/jbm.v1i1.1231
https://databoks.katadata.co.id/datapublish/2022/12/12/kemendag-targetkan-transaksi-harbolnas-2022-capai-rp27-triliun-ini-trennya-beberapa-tahun-terakhir
https://databoks.katadata.co.id/datapublish/2022/12/12/kemendag-targetkan-transaksi-harbolnas-2022-capai-rp27-triliun-ini-trennya-beberapa-tahun-terakhir
https://kredivocorp.com/wp-content/uploads/2022/05/Kredivo%20eCommerce-Behavior-Report-202.pdf
https://kredivocorp.com/wp-content/uploads/2022/05/Kredivo%20eCommerce-Behavior-Report-202.pdf
https://doi.org/10.46827/ejmms.v6i2.1009
https://doi.org/10.24052/JBRMR/V13IS02/ART-01


 

                                This open-access article is distributed under a  
                                    Creative Commons Attribution (CC-BY-NC) 4.0 license  

453 

Machfoedz, M., (2010). Komunikasi Pemasaran Modern. Yogyakarta: Cakra Ilmu 

Mahadewi, N. P. T., & Sulistyawati, E. (2019). Peran Positive Emotion Dalam Memediasi Pengaruh 
Product Knowledge Terhadap Impulse Buying. E-Jurnal Manajemen, Vol. 8, No. 9, 2019 :5652-
5671. Https://Doi.Org/10.24843/Ejmunud.2019.V08.I09.P15  

Maharani, I. G. P. D., & Darma, G. S. (2018). Consumer Purchasing Behavior Analysis on Impulse 
Buying. Jurnal Manajemen dan Bisnis, 15(3), 16–37. 

Mahfud, Y. (2014). No Title. Analisis Pengaruh Promosi, Emosi Positif Dan Store Environment 
Terhadap Perilaku Impulse Buying, 1–32. 

Mardiyah, R. S. (2021). Pengaruh Hedonic Shopping Motivation Dan Shopping Lifestyle Terhadap 
Impulse Buying Dengan Emosi Positif Sebagai Variabel Intervening (Studi Pada Konsumen 
Perempuan E-Commerce Shopee Di Kota Mojokerto). Skripsi, Universitas Pembangunan 
Nasional Veteran Jawa Timur 

Masitoh, M. R., Prihatma, G. T., & Alfianto, A. (2022). Pengaruh Sales Promotion, Hedonic Browsing, 
dan Impulse Buying Tedency Terhadap Impulse Buying Pelanggan E-commerce Shopee. Sains 
Manajemen: Jurnal Manajemen Unsera, Volume 8 No. 2 Tahun 2022, 88 – 104 
https://doi.org/10.30656/sm.v8i2.5307  

Mowen, J., & Michael, M. (2005). Perilaku Konsumen. Jakarta: Erlangga 

Murnawati, & Khairani, Z. (2018). Store Environmental Atmosphere on Giant Hypermarket 
Pekanbaru: Do Effect on Consumers' Positive Emotion and Impulse? IOP Conf. Series: Earth 
and Environmental Science 175 (2018) 012046 https://doi.org/10.1088/1755-
1315/175/1/012046  

Murni, A., & Idris. (2018). Analisis Faktor – Faktor yang Mempengaruhi Emosi Positif dan 
Dampaknya Tehadap Pembelian Impulsif Pada Air Asia Di Indonesia. Diponegoro Journal of 
Management Vol 7 No 4 2018, 1-9 

Nato, D. N. S. (2018). Pengaruh Gaya Hidup Terhadap Kecenderungan Impulsive Buying. Jurnal 
Administrasi Bisnis, 8(1), 88-105. 

Naentiana, P. V., & Setiawan, P. Y. (2014). Peran Positive Emotion dalam Memediasi Pengaruh 
Hedonic Shopping Value terhadap Impulse Buying (Studi Kasus: Mall Bali Galeria). E-Jurnal 
Manajemen Universitas Udayana, 3(8), 2314–2332. 

Nghia, H., Olsen, S. O., & Trang, N. T. (2022). A Dual Process on Shopping Well-Being Across 
Shopping Contexts: The Role of Shopping Values and Impulse Buying. Asia Pacific Journal of 
Marketing and Logistics, 34(3), 594–610. Https://Doi.Org/Https://Doi.Org/10.1108/Apjml-
09-2020-0668  

NielsenIQ Indonesia & Asosiasi E-commerce Indonesia (idEA). (2022). Paparan Hasil Riset 
Pelaksanaan Harbolnas 2022. https://idea.or.id/artikel/paparan-hasil-riset-pelaksanaan-
harbolnas-2022?lang=id  

Nindyakirana, R. H., & Maftukhah, I. (2016). Membangun Emosi Positif Melalui Promosi Penjualan 
Dan Lingkungan Toko Dampaknya Terhadap Impulse Buying. Management Analysis Journal 5 
(4) 

Nugraheni, R. (2013). Analisis Pengaruh Display Produk, Promosi Below the Line, dan Emosi Positif 
Terhadap Keputusan, 2(1993), 1–8. 

Nurlinda, R. A., & Christina, D. (2020). Peran Positive Emotion Sebagai Mediator Hedonic Shopping 
Dan Shopping Lifestyle Terhadap Impulse Buying Di Lazada. Jurnal Riset Manajemen Dan 
Bisnis, 5(1), 231–244. 

https://doi.org/10.24843/Ejmunud.2019.V08.I09.P15
https://doi.org/10.30656/sm.v8i2.5307
https://doi.org/10.1088/1755-1315/175/1/012046
https://doi.org/10.1088/1755-1315/175/1/012046
https://doi.org/Https:/Doi.Org/10.1108/Apjml-09-2020-0668
https://doi.org/Https:/Doi.Org/10.1108/Apjml-09-2020-0668
https://idea.or.id/artikel/paparan-hasil-riset-pelaksanaan-harbolnas-2022?lang=id
https://idea.or.id/artikel/paparan-hasil-riset-pelaksanaan-harbolnas-2022?lang=id


 

                                This open-access article is distributed under a  
                                    Creative Commons Attribution (CC-BY-NC) 4.0 license  

454 

Nurudin, K., Mahfudz, Y., Efendi, B., & Nurhayati, E. C. (2021). Pengaruh Price Discount, Hedonic 
Shopping Motivation, Merchandising, Dan Store Atmosphere Terhadap Impulse Buying. 
Jurnal Akuntansi Manajemen & Perbankan Syariah Volume 1 Nomer 1, Desember 2021, 71 – 77 
https://doi.org/10.32699/jamasy.v1i1.2324  

Novianto, W., Johannes., & Yacob, S. (2017). Store Atmosphere Dan Sales Promotion Terhadap 
Impulse Buying Dengan Positive Emotionn Sebagai Mediasi. Journal Universitas Jambi 

Sari, D. M. P. 2019. Hedonic Shopping Motivation, Shopping Lifestyle, Price Reduction Toward 
Impulse Buying Behavior in Shopping Centers. International Journal of Business, Economics & 
Management, 3(1), 48-54. Https://Doi.Org/10.31295/Ijbem.V3n1.114  

Sopiyan, P., & Kusumadewi, N. (2020). Pengaruh Shopping Lifestyle Dan Positive Emotion 
Terhadap Impulse Buying. Coopetition: Jurnal Ilmiah Manajemen, 11(3), 207–216. 
https://doi.org/10.32670/coopetition.v11i3.115  

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Bandung. Alphabet 

Park, J & Lennon, S. J. (2006). Psychological And Environmental Antecedents of Impulse Buying 
Tendency in the Multi-Channel Shopping Context. Journal of Consumer Marketing, 23(2), 58–68. 
https://doi.org/10.1108/07363760610654998  

Putri, P. I. W, & Andani, G. A. K. S. (2023). Peran Positive Emotion Memediasi Pengaruh Sales 
Promotion Dan Hedonic Consumption Terhadap Impulse Buying. E-Jurnal Ekonomi Dan Bisnis 
Universitas Udayana. Vol. 12 No. 01, Januari 2023, 15 – 31 
https://doi.org/10.24843/EEB.2023.v12.i01.p03  

Prasetia, K. H. (2020). Pengaruh Hedonic Shopping Motivation, Promotion, Dan Shopping Lifestyle 
Terhadap Impulse Buying Pada Konsumen Shopee. Skripsi, Universitas Muhammadiyah 
Magelang 

Putri, P. A. (2022). Pengaruh Sales Promotion, Hedonic Shopping Motivation Dan Shopping Lifestyle 
Terhadap Impulse Buying Pada Pelanggan E-Commerce Shopee Di Kecamatan Medan 
Sunggal (Doctoral dissertation, Universitas Medan Area). 
https://doi.org/10.31289/jimbi.v4i1.1578  

Populix. (2023). Indonesia Shopper Behavior on Promotion Week in the Face of Economic 
Uncertainty 2023. http://info.populix.co/product/consumer-tren-
report/download?report=2023-02-indonesia-shopper-behavior-on-promotion-week  

Rachmawati, V. (2009). Hubungan Antara Hedonic Shopping Value, Positive Emotion, Dan Perilaku 
Impulse Buying Pada Konsumen Ritel. Jurnal Ekonomi Dan Bisnis Airlangga, 19(2), 192–209. 

Rahmawati, A. (2018). Pengaruh Hedonic Shopping Motivation Dan Promosi Penjualan Terhadap 
Emosi Positif Dan Dampaknya Terhadap Pembelian Impulsif Dalam E-Commerce 
Berrybenka.Com. Skripsi, Uin Hidayatullah Jakarta 

Rahmawati, Ita. Lailatus Sa’adah & Nur Amalia. (2020). Faktor Diskon, Bonus Pack, Dan in Store 
Display Serta Pengaruhnya Terhadap Pembelian Impulsive 

Sari, D. R., & Faisal, I. (2018). Pengaruh Price Discount, Bonus Pack, Dan In-Store Display Terhadap 
Keputusan Impulse Buying Pada Giant Ekstra Banjar. Jurnal Sains Manajemen Dan 
Kewirausahaan, 2(1), 51–60. 

Santini, F. D., Ladeira, W. J., Vieira, V., Araujo, C. F., & Sampaio, C. (2019). Antecedents And 
Consequences of Impulse Buying: A Meta-Analytic Study. Rausp Management Journal, 54(2), 
178–204. Https://Doi.Org/Https://Doi.Org/10.1108/Rausp-07-2018-0037  

https://doi.org/10.32699/jamasy.v1i1.2324
https://doi.org/10.31295/Ijbem.V3n1.114
https://doi.org/10.32670/coopetition.v11i3.115
https://doi.org/10.1108/07363760610654998
https://doi.org/10.24843/EEB.2023.v12.i01.p03
https://doi.org/10.31289/jimbi.v4i1.1578
http://info.populix.co/product/consumer-tren-report/download?report=2023-02-indonesia-shopper-behavior-on-promotion-week
http://info.populix.co/product/consumer-tren-report/download?report=2023-02-indonesia-shopper-behavior-on-promotion-week
https://doi.org/Https:/Doi.Org/10.1108/Rausp-07-2018-0037


 

                                This open-access article is distributed under a  
                                    Creative Commons Attribution (CC-BY-NC) 4.0 license  

455 

Semuel H. (2005). Respon Lingkungan Berbelanja Sebagai Stimulus Pembelian Tidak Terencana 
Pada Toko Serba Ada (Toserba) Studi Kasus Carrefour Surabaya 

Satrio, D. (2020). Perilaku Impulse Buying Pada Konsumen Market Place Lazada.  Journal Ppma 
Fakultas Ekonomi Universitas Pekalongan 

Sawitri, A. W. (2016). Pengaruh Hedonic Shopping Motivation Dan Fashion Involment Terhadap 
Impulse Buying Sekolah Tinggi Ilmu Ekonomi Indonesia (Stiesia) Surabaya 

Sudyasjayanti, C., & Lie, V. (2022). Pengaruh Mediasi Positive Emotion Pada Sales Promotion dan 
Shopping Lifestyle Terhadap Impulse Buying Gen Z Pengguna Shopee di Kota Surabaya. 
https://doi.org/10.24912/jmbk.v6i5.19265  

Tuzzahra, M. N. (2020). Pengaruh Hedonic Shopping Motivation, Shopping Lifestyle Dan Fashion 
Involvement Terhadap Impulse Buying Pada Pelanggan Zalora Di Kota Medan. Skripsi, 
Universitas Muhammadiyah Sumatera Utara 

Trifiyanto, K. (2019). Pengaruh Dimensi Online Visual Merchandising Dan Promosi Penjualan 
Online Terhadap Impulse Buying. Jurnal Hummansi (Humaniora, Manajemen, Akuntansi), 2(2), 
Pp.29-37 

Umiarso, & Gojali, I. (2018). Manajemen Mutu Sekolah di Era Otonomi Pendidikan. Ircisod. 

Usvita, M. (2014). Pengaruh Orientasi Kewirausahaan Terhadap Kinerja Pemasaran Ikm. Kota 
Padang Dengan Differentiation Strategy Sebagai Variabel Intervening. Journal Apresiasi 
Ekonomi, ISSN 2337-3997.  

Utami, C. W. (2010). Manajemen Ritel Strategi dan Implementasi Ritel Modern. In Jakarta: Salemba 
Empat. Salemba Empat 

Wahyudi, S. (2017). Pengaruh Price Discount Terhadap Impulsive Buying. Jurnal Valuta, 3(2), 276–
289 

Wahyuni, D. F., & Rachmawati, I. (2018). Hedonic Shopping Motivation Terhadap Impulse Buying 
Pada Konsumen Tokopedia. Jurnal Riset Bisnis Dan Manajemen, 11(2), 2580–9539. 
https://doi.org/10.23969/jrbm.v11i2.701  

Wahyuni, R. S., & Setyawati, H. A. (2020). Pengaruh Sales Promotion, Hedonic Shopping Motivation 
Dan Shopping Lifestyle Terhadap Impulse Buying Pada E-Commerce Shopee. Jurnal Ilmiah 
Mahasiswa Manajemen Bisnis Dan Akuntansi 2 (2), 144 – 154 
https://doi.org/10.32639/jimmba.v2i2.457  

Warnerin, G., & Dwijayanti, R. (2020). Pengaruh Diskon Dan In-Store Display Terhadap Impulse 
Buying Konsume Matahari Departement Store Gres Mall Gresik. Jurnal Pendidikan Tinggi 
Niaga, 8(2), 896-903 

Widyawati, S. (2023). Pengaruh Sales Promotion, Hedonic Shopping Motivation, Dan Hedonic 
Shopping Lifestyle Terhadap Impulsive Buying Produk Fashion E-Commerce Shopee Di Kota 
Solo. Skripsi, Universitas Islam Negeri Raden Mas Said Surakarta 

Welsa, H., Cahyo, A. D., & Saputri, W. (2022). Pengaruh Price Discount Dan Sales Promotion 
Terhadap Keputusan Pembelian Dengan Impulsive Buying Sebagai Variabel Intervening. 
Kinerja: Jurnal Ekonomi Dan Manajemen Vol 19 Issue 1, 122-130 
https://doi.org/10.30872/jkin.v19i1.10819  

Wijana, I. M. M., & Panasea, I. G. N. O. (2023). Pengaruh Price Discount Terhadap Online Impulse 
Buying Dengan Positive Emotion Sebagai Variabel Mediasi. Ejurnal Ekonomi Dan Bisnis 
Universitas Udayana, 12(04), 687–696 https://doi.org/10.24843/EEB.2023.v12.i04.p09  

https://doi.org/10.24912/jmbk.v6i5.19265
https://doi.org/10.23969/jrbm.v11i2.701
https://doi.org/10.32639/jimmba.v2i2.457
https://doi.org/10.30872/jkin.v19i1.10819
https://doi.org/10.24843/EEB.2023.v12.i04.p09


 

                                This open-access article is distributed under a  
                                    Creative Commons Attribution (CC-BY-NC) 4.0 license  

456 

Wulandari, N. T., & Prihatini, A. E. (2022). Pengaruh Emosi Positif Dan Promosi Penjualan Terhadap 
Perilaku Pembelian Impulsif Pada Konsumen Shopee. Jurnal Ilmu Administrasi Bisnis Vol. 11 
No. 1, 2022  https://doi.org/10.14710/jiab.2023.37107  

Zahara, R. (2019). Pengaruh Sales Promotion Terhadap Impulse Konsumen. Jurnal Manajemen 
Strategi Dan Aplikasi Bisnis, 2(1), 39 – 44. https://doi.org/10.36407/jmsab.v2i1.46  

https://doi.org/10.14710/jiab.2023.37107
https://doi.org/10.36407/jmsab.v2i1.46

