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ABSTRAK 
 

Penelitian ini bertujuan untuk : menguji pengaruh electronic word of mouth terhadap impulse 

buying, menguji pengaruh price discount terhadap impulse buying, menguji pengaruh bonus 

pack terhadap impulse buying, dan menguji faktor dari variabel dependen mana yang paling 

mempengaruhi variabel independen. Populasi dalam penelitian ini adalah konsumen Shopee 

di Kota Malang dengan sampel sebesar 385 responden menggunakan quota sampling. Teknik 

analisis data menggunakan uji instrumen (uji validitas dan uji reliabilitas), rentang skala, 

pengujian asumsi klasik (uji normalitas, uji multikolinieritas, dan uji heterokedastisitas), 

koefisien determinasi, analisis regresi liner berganda, dan uji hipotesis (uji T). Metode yang 

digunakan menggunakan analisis regresi dengan SPSS. Dari penelitian ini didapatkan hasil : 

electronic word of mouth, price discount, dan bonus pack berpengaruh positif dan signifikan 

terhadap impulse buying. 

Kata Kunci – electronic word of mouth, price discount, bonus pack, impulse buying 
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ABSTRACT 

This study aims to: test the effect of electronic word of mouth on impulse buying, test the 

effect of price discount on impulse buying, test the effect of bonus packs on impulse buying, 

and test which factors of the dependent variable most influence the independent variable. The 

population in this study were Shopee consumers in Malang City with a sample of 385 

respondents using quota sampling. The data analysis technique uses instrument test (validity 

test and reliability test), scale range, classical assumption testing (normality test, 

multicollinearity test, and heteroscedasticity test), coefficient of determination, multiple liner 

regression analysis, and hypothesis testing (T test). The method used is regression analysis 

with SPSS. From this study, the results obtained: electronic word of mouth, price discount, 

and bonus pack have a positive and significant effect on impulse buying. 

 

Keywords – electronic word of mouth, price discount, bonus pack, impulse buying  
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