B INTERNATIONAL
m
e

International Social Sciences and Humanities Proceedings of the ICON2 2024
UMJember Proceeding Series (2024) Vol. 3 No 3 : 609-618 International Conference

How Time Limit Offers, Positive Emotions, and Hedonic

Shopping Drive Impulse Purchase on Shoppe

Indah Mei Dita Ruliya’, Budi Santoso?, Ira Puspitadewi Samsuryaningrum?
123Universitas Muhammadiyah Jember

*Correspondence: Indah Mei Dita Ruliya Abstract: This research was conducted on Muhammadiyah Jember University
Email: indahruliva20@gmail.com! students in 2020-2023. The purpose of this study was to determine the effect of

time limit offers, positive emotions, and hedonic shopping, impulse purchases
Published: September, 2024 on Shopee. This research uses a quantitative approach, sampling is done
through probability sampling techniques, namely proportionate stratified
random sampling and uses 100 respondents as a sample consisting of several
faculties at Universitas Muhammadiyah Jember. The types of data used are

primary data and secondary data, where primary data is obtained through

Copyright: © 2024 by the authors. Submitted filling out questionnaires and secondary data is obtained from books, journals,

for possible open access publication under the

terms and conditions of the Creative Com-
mons  Attribution (CC  BY) license data instrument test, classical assumption test, multiple linear regression

articles related to research topics regarding time limit offers, positive emotions,
hedonic shopping, and impulse purchases. The data analysis method used is

(http://creativecommons.org/licenses/by/4.0/). analysis, and hypothesis testing. The results of this study indicate that
individually the time limit offers, positive emotions, and hedonic shopping

variables have a significant effect on impulse purchases

Keywords: time limit offers, positive emotions, hedonic shopping, impulse purchases

INTRODUCTION

The development of information technology and technology is currently experiencing very rapid pro-
gress and development. In the development of communication technology, especially computers and mobile
devices, it has made it easier for people to communicate and exchange information globally, so the role of
the internet for the community has become a necessity in everyday life. This has made changes in people's
lifestyles, especially changes in online shopping behavior. The increasing penetration of the internet and
technology makes accessibility to online shopping platforms easier. E-commerce is a buying and selling
transaction that is carried out digitally through a computer that is directly connected to the internet. One of
the popular online shopping applications currently in the community is Shopee. Shopee is an e-commerce or
electronic commerce platform that allows users to buy and sell various products such as clothing, electronics,
and others. Buyers who used to have to come to the store to buy or see firsthand the product they want to
buy, now only need to see photos or images that have been presented by the manufacturer through an online
shopping application or website. [1]. Based on data conducted by katadata.co.id, it states that fashion prod-
ucts are the products most in demand by the public, fashion products with a percentage of 49%, followed by
beauty and body care products of 41%, gadgets and electronics 35%, and finally food and beverages of 26%.
Increasing consumer interest in shopping online on e-commerce, fashion products are products that are often
sought after on online buying and selling sites. According to Solomon (2004)"Fashion in the process of so-
cial diffusion by which a new style is adopted by some group (s) of consumers.” which means fashion is a
process of social diffusion where a new style is adopted by a group of consumers. Shopee is one of the e-
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commerce that provides the most updated fashion products today compared to other e-commerce, this is be-
cause Shopee has a large number of fashion product sellers. So that consumers have the advantage of choos-
ing products that match the wants and needs of consumers. From some of the previous data descriptions, it is
clear that the phenomenon in Indonesia regarding the level of fashion purchases is the highest level of pur-
chase.

Impulse purchases is buying something that was previously done unconsciously as a result of a formed
purchase intention or consideration before entering the store. [3]. Consumers who engage in impulse pur-
chases behavior will not think about the benefits and usefulness of the product. They make purchases at that
moment because of their interest in the brand or product. In the process of digital marketing activities, a
strategy is needed, one of which is a time limit offers strategy by providing time-limited product offers, usu-
ally covering a series of promotions within a certain period of time, it is hoped that consumers can decide to
buy the product as soon as possible. [4]. The main goal is to encourage consumers to take quick action be-
cause the opportunity or offer is only valid for a limited period of time. The existence of positive and nega-
tive emotional aspects can lead to impulse purchases behavior or emotion-based impulse purchases [5]. [5].
Positive emotions is a person's emotions and moods can affect their tendency to make impulse purchases [6].
[6]. The positive feelings that a person has are a reflection of his enthusiasm, liveliness, and alertness. One of
the factors of impulse purchases or impulse buying is hedonic shopping. hedonic shopping is consumer mo-
tivation in shopping without regard to the benefits of the products purchased because it is only to satisfy the
shopping desire itself. [7]. Hedonic shopping is defined as a positive experience associated with shopping
activities that provide emotional consumer satisfaction with shopping activities, regardless of whether con-
sumers make purchases or not, because consumers do not consider the benefits obtained when buying prod-
ucts. [8].

Then the researchers conducted a pre-survey to identify the phenomenon of impulse purchases among
students at Muhammadiyah University of Jember. It is known that 70% or 21 students do impulse purchases
while as many as 30% or 9 students do not do impulse purchases. This can strengthen the suspicion that there
is a problem of unplanned purchases or impulse purchases made by students at Muhammadiyah University
of Jember.

This shows that factors such as time limit offers, positive emotions, and hedonic shopping that influ-
ence impulse purchases behavior need to be considered by Shopee sellers. The current phenomenon regard-
ing the factors that cause impulse purchases behavior needs to be studied further. In addition, with the gaps
in the results of previous studies which state the results that time limit offers, positive emotions, and hedonic
shopping do not affect impulse purchases behavior. Based on these things, the time limit offers, positive
emotions, and hedonic shopping factors are considered to be studied as factors that influence impulse pur-
chases in Shopee e-commerce. So the authors conducted this study to determine whether there is an effect of
time limit offers, positive emotions, and hedonic shopping on impulse purchases in Shopee e-commerce on
fashion products.

METHOD
Research Design
The type of approach in this research is quantitative research. According to Sugiyono (2013) Quantita-
tive research is a research method in which research data is in the form of humbers and analysis using statis-
tical data. The method used in this research is associative quantitative research method. Associative quantita-
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tive research methods are scientific research in which researchers try to find relationships or associations
between two or more variables that are measured quantitatively or numerically. This study aims to examine
the influ-ence between independent and dependent variables, namely the effect of time limit offers, positive
emotions, and hedonic shopping on impulse purchases on fashion products in Shopee e-commerce. Mean-
while, the unit of analysis in this study is individual Shopee e-commerce users in active students of Universi-
tas Muhammadiyah Jember class of 2020-2023.
Population, Sample, Sampling

The population in this study were all active students of Universitas Muhammadiyah Jember class of
2020-2023, totaling 27,358 students. In this study, sampling used probability sampling techniques, namely
proportionate stratified random sampling. In calculating the sample using the slovin formula in each genera-
tion and faculty, 100 students were obtained. With the following criteria or characteristics of respondents:
a. Students of Universitas Muhammadiyah Jember who use the Shopee application
b. Students of Universitas Muhammadiyah Jember who have shopped for fashion products at Shopee more

than 2 times
Instrument
The questionnaire distributed to respondents used Likert scale measurements. The Likert scale used in this
study is a minimum score of 1 (one), and a maximum score of 5 (five). The five alternative answers are:
Strongly agree (SS), Agree (S), Neutral (N), Disagree (TS), and Strongly Disagree (STS). The data instru-
ment test uses validity test, reliability test, multiple regression analysis test, classical assumption test, t test,
and coefficient of determination (R?).

RESULTS AND DISCUSSION
Validity Test Results
Taking an item declared valid or invalid can be seen by looking at its significance value, if the significant
value is <0.05 then the instrument item is declared valid, so if the significance value is> 0.05 then the in-
strument item is declared invalid so it must be corrected or discarded.

Table 4.1 Validity Test Results

) Criterion 1 Criterion 2 ..
Variables : Description
r count r table Sig Value alpha
Time Limit Offers (X1)
X1.1 0,730 0,1966 0,000 0,05 Valid
X1.2 0,662 0,1966 0,000 0,05 Valid
X1.3 0,559 0,1966 0,000 0,05 Valid
Positive Emotions (X2)
X2.1 0,375 0,1966 0,000 0,05 Valid
X2.2 0,567 0,1966 0,000 0,05 Valid
X2.3 0,669 0,1966 0,000 0,05 Valid
Hedonic Shopping (X3)
X3.1 0,806 0,1966 0,000 0,05 Valid
X3.2 0,564 0,1966 0,000 0,05 Valid
X3.3 0,450 0,1966 0,000 0,05 Valid
X3.4 0,678 0,1966 0,000 0,05 Valid
X3.5 0,639 0,1966 0,000 0,05 Valid
X3.6 0,455 0,1966 0,000 0,05 Valid

Impulse Purchases (Y)
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Y.1 0,363 0,1966 0,000 0,05 Valid
Y.2 0,611 0,1966 0,000 0,05 Valid
Y.3 0,516 0,1966 0,000 0,05 Valid
Y.4 0,371 0,1966 0,000 0,05 Valid

Source: data processed 2024
The validity test results in table 4.1 show that all statement items on the variable show valid results,
because reount > el @and the significance value is <0.05. So, it can be concluded that all statement items are
declared valid.

Reliability Test Results

The reliability test is used to assess how well the measuring instrument can produce consistent results
or remain the same when applied to the same population or sample. To determine whether the instrument is
reliable (feasible) or not reliable (not feasible) if the Cronbach's alpha value is> 0.60, it is declared reliable.
The reliability value can be seen in the following table:

Table 4. 2 Reliability Test Results

Reliability Statistic
Cronbach's
Alpha N of Items
0,674 16

Source: data processed 2024

Based on the data from the reliability test results in table 4.2, it is known that Cronbach's Alpha (a) is
0.674 where the Cronbach's Alpha (o) value is greater than 0.60 so that the question items on the
guestionnaire can be said to be reliable.

Multiple Linear Regression Analysis Results
Multiple linear regression analysis is used to measure and quantify the extent to which the independent
variable (free) explains variations in the dependent variable (bound).

Table 4.3 Multiple Linear Regression Analysis Results

Source: data processed 2024

Based on table 4.3, the multiple linear regression equation with three independent variables is as fol-
lows:
Y=a+bi Xi+b:Xo+bs Xs+e
Y =7.854 +0.205X1 + 0.623X2 - 0.90X3

The regression equation can be explained:

1. The constant value a in the regression line is 7.854 which means that impulse buying in the time limit
offers, positive emotions, and hedonic shopping variables is assumed not to exist.

2. The coefficient value of time limit offers (X1 ) is 0.205. This means that every additional 1 time limit
offers (X1 ), the impulse purchases (Y) of fashion products at Shopee for Muhammadiyah Jember
University students in 2020-2023 will increase by 0.205. The coefficient is positive, meaning that
there is a positive relationship between time limit offers (X1 ) and impulse purchases, where the more
time limit offers (X1 ) increases, the impulse purchases (Y) of fashion products at Shopee for
Muhammadiyah Jember University students in 2020-2023 will increase.
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3. The coefficient value of positive emotions (X2 ) is 0.623. This means that every additional 1 positive
emotions (X; ), the impulse purchases () of fashion products at Shopee for Muhammadiyah Jember
University students in 2020-2023 will increase by 0.623. The coefficient is positive, meaning that
there is a positive relationship between positive emotions (X2 ) and impulse purchases, where the more
positive emotions (X. ) increases, the impulse purchases (Y) of fashion products at Shopee for
Muhammadiyah Jember University Students in 2020-2023 will increase.

4.  The coefficient value of hedonic shopping (X3 ) is -0.090. This means that every additional 1 hedonic
shopping (X3 ), the impulse purchases (Y) of fashion products at Shopee for Muhammadiyah Jember
University students in 2020-2023 will decrease by 0.090. The coefficient is negative (-), meaning that
there is a negative relationship between hedonic shopping (X3 ) and impulse purchases, where the
more hedonic shopping (X3 ) increases, the impulse purchases (Y) of fashion products at Shopee for
Muhammadiyah Jember University Students in 2020-2023 will decrease.

In accordance with research conducted by Zayusman & Septrizola (2019)"It can be seen that one of the

variables has a negative value, namely in variable X"

Normality Test

In this study, the normality test used the Kolmogorov-Smirnov approach with the test criteria, namely if
the significance value> 0.05 then the data is normally distributed, while if the significance value <0.05 then
the data is not normally distributed. The results of the normality test can be seen in the following table:

Table 4.4 Normality Test Results

Unstandardized
Residuals
N 100
Normal Parameters?? Mean .0000000
Std. Deviation 1.32128495
Most Extreme Differences Absolute .061
Positive .061
Negative -.047
Test Statistic .061
Asymp. Sig. (2-tailed) .200¢4

Source: data processed 2024

Based on table 4.4, it can be seen that the results of the normality test for the time limit offers variable
(X1), positive emotions (X2), and hedonic shopping (X3) on impulse purchases (Y) obtained a probability
value or asymp sig of 0.200 which means greater than 0.05 so that it can be interpreted that the regression
equation formed meets the assumption of normality.

Multicollinearity Test

In this study, to determine the presence or absence of multicollinearity in the regression model is to
see if the tolerance value> 0.01 and the VIF value (Varian Inflantion Factors < 10, it can be concluded that
there is no multicollinearity between independent or independent variables.

Table 4.5 Multicollinearity Test Results

Variables Tolerance Value  VIF Value Description
Time Limit Offers 0,809 1,235 No Multicollinearity
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Positive Emotions 0,817 1,223 No Multicollinearity
Hedonic Shopping 0,740 1,351 No Multicollinearity

Source: data processed 2024

Based on table 4.5 shows that the tolerance value of all independent variables in this study> 0.01 and
the VIF value of all independent variables < 10, it can be concluded that there are no symptoms of multicol-
linearity between the independent variables in the regression model.
Heteroscedasticity Test

The heteroscedasticity test in this study uses the Glesjer test to regress the absolute residual value on
the independent variable. If the significance value (sig)> 0.05 then there are no symptoms of
heteroscedasticity. The results of the heteroscedasticity test can be seen in the following table:

Table 4.6 Heteroscedasticity Test Results

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.

1 (Constant) -0,057 0,819 -0,070 0,944
Time Limit Offers 0,020 0,050 0,043 0,392 0,696
Positive Emotions 0,042 0,064 0,073 0,654 0,515
Hedonic Shop- 0,017 0,025 0,077 0,664 0,508

ping

Based on table 4.6, it can be seen that the results of the heteroscedasticity test for the time limit Offers
variable (X1), positive emotions (X2), and hedonic shopping (X3) on impulse Purchases (Y) show that each
variable has a significance value> 0.05 so that it can be interpreted that the regression equation formed meets
the assumption of no heteroscedasticity symptoms.

Hypothesis Test Results
Results of the t-test

The t test aims to show how much influence an independent variable or independent variable has in
explaining changes in the dependent variable (bound). If the significant value (sig.) <0.05 then the independ-
ent variable affects the dependent variable, otherwise if the significant value (sig.) >0.05 then the independ-
ent variable has no effect on the dependent variable. The t test results can be seen in the following table:

Table 4.7 Results of the t-test

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 7,854 1,406 5.585 0,000
Time Limit Offers 0,205 0,092 0,208 2.224 0,029
Positive Emotions 0,623 0,108 0,540 5.793 0,000
Hedonic Shopping -0,090 0,043 -0,205  -2.091 0,039

Source: data processed 2024
The following are the results of an explanation of the influence between independent variables on im-
pulse purchases:
1. The effect of time limit offers on impulse purchases
The time limit offers variable with a significance value of 0.029 <0.05, it can be concluded that the
time limit offers variable has a significant effect on impulse purchases.
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2. The effect of positive emotions on impulse purchases

The positive emotions variable with a significance value of 0.000 <0.05, it can be concluded that the

positive emotions variable has a significant effect on impulse purchases.
3. The influence of hedonic shopping on impulse purchases

The hedonic shopping variable with a significance value of 0.039 <0.05, it can be concluded that the

hedonic shopping variable has a significant effect on impulse purchases.
Results of the Coefficient of Determination (R )?

The coefficient of determination test is used to measure how far the model's ability to explain varia-
tions in the dependent variable. The value of R? is small, which means that the ability of the independent var-
iables (free) to explain the dependent variable (bound) is very limited. Conversely, if the value is close to 1,
it means that the independent variables (free) provide almost all the information needed to predict the de-
pendent variable (bound). The results of the coefficient of determination test can be seen in the following
table:

Table 4.8 Results of the Coefficient of Determination

R R Square Adjusted R Std. Error of
Model Square the Estimate
1 0,8072 0,651 0,640 0,671

Source: data processed 2024

Based on table 4.8, it can be seen that the test result of the adjusted R square coefficient is 0.640,
which means that time limit offers (X1), positive emotions (X2), and hedonic shopping (X3) affect impulse
purchases (Y) of fashion products at Shopee for Muhammadiyah Jember University students in 2020-2023
by 64.0% (0.640x100%) while the remaining 36.0% (100% - 64.0%) is influenced by other variables not
used in this study.

DISCUSSION

The Effect of Time Limit Offers on Impulse Purchases Fashion Products at Shopee

Based on the results of the study, it shows that the time limit offers variable obtained a significance
value of 0.029 <0.05 and the regression coefficient has a positive value of 0.205 which identifies that time
limit offers has a positive and significant effect on impulse purchases of fashion products at Shopee for
Muhammadiyah Jember University students in 2020-2023. This means that the more time limit offers
increases, the impulse purchases will increase. These results prove that the first hypothesis which states that
time limit offers has a significant effect on impulse purchases of fashion products at Shopee for
Muhammadiyah Jember University Students in 2020-2023 is accepted.

Time limit offers is a marketing strategy that is carried out by providing product offers with a limited
time or promotion with a limited time, so that consumers are expected to make an immediate decision to
make a purchase. According to [10] limited time is a promotion with a short time more important than other
times. Meanwhile, giving a longer time causes a lot of delays, on the other hand, giving a short time causes
discomfort because customers cannot complete the action within the specified time. Limited time is a type of
promotion or offer for a certain period of time until the product provided is no longer available for resale.
[11]. The goal is to encourage customers to take quick action by creating a sense of urgency and a desire to
immediately take advantage of the offer before time expires. [12].

The results of this study are supported by [4] that time limit offers has a significant effect on impulse
buying. Time-limited offers is a marketing strategy that utilizes time constraints to provide a sense of
urgency to buyers and help them make purchasing decisions more quickly without thinking about the
consequences or risks commonly referred to as impulse buying. [13] also said that the promotion time limit
variable that focuses on price has a positive effect on impulse buying.
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The Effect of Positive Emotions on Impulse Purchases Fashion Products at Shopee

Based on the results of the study, it shows that the positive emotions variable obtained a significance
value of 0.000 <0.05 and the regression coefficient has a positive value of 0.623 which identifies that
positive emotions has a positive and significant effect on impulse purchases of fashion products at Shopee
for Muhammadiyah Jember University students in 2020-2023. This means that if the positive emotions
possessed by a person increase, impulse buying will also increase. These results prove that the second
hypothesis which states that positive emotions has a significant effect on impulse purchases fashion products
at Shopee on Muhammadiyah Jember University students in 2020-2023 is accepted.

Positive emotions tend to improve one's mental well-being and can positively influence mood. Positive
emotions include happiness, confidence, engagement, and love. Positive emotions describes a person as
feeling enthusiastic, driven, and excited. This state involves emotions that are fully focused and highly
energized. [14]. When consumers feel positive emotions, they tend to make spontaneous purchases without
prior planning or impulse purchases.

The results of this study are supported by [15] which shows the results that the positive emotion
variable has a positive effect on impulse buying. This means that the better the positive emotions, the
impulse buying will also increase. His research shows the results that the positive emotion variable has a
significant effect on impulse buying. [16]. Consumers make purchases without thinking about the function of
the product or item, the most important thing is that they feel satisfied, which means that emotions become
the main thing as a basis for purchasing a product.

The Effect of Hedonic Shopping on Impulse Purchases Fashion Products at Shopee

Based on the results showed that the hedonic shopping variable obtained a significance value of 0.039
<0.05 and the regression coefficient has a negative value of (-0.090) which identifies that hedonic shopping
has a negative and significant effect on impulse purchases fashion products at Shopee for Muhammadiyah
Jember University students in 2020-2023. This means that the more hedonic shopping increases, the impulse
purchases of fashion products at Shopee for Muhammadiyah Jember University students in 2020-2023 will
decrease. These results prove that the second hypothesis which states that hedonic shopping has a significant
effect on impulse purchases of fashion products at Shopee on Muhammadiyah Jember University students in
2020-2023 is accepted, although the coefficient value is negative it does not affect the significance which
shows that hedonic shopping has an effect on impulse purchases.

Hedonic shopping is the behavior of individuals who tend to shop to meet their own satisfaction and
not just to meet their own satisfaction and not just to meet their needs, a person can be influenced by an
attractive offer so that it can urge and make it easier for consumers to meet their needs by shopping
hedonically without knowing the benefits of the items purchased. [17]. When the shopping experience aims
to fulfill hedonic needs, the product chosen to be purchased without any initial planning presents an impulse
buying process.

The results of this study are supported by [18] which shows the results that the hedonic shopping mo-

tivate variable has a significant effect on impulse buying, where the high hedonic shopping nature of con-
sumers and supported by an attractive store environment and price discount can make consumers make im-
pulse buying. In research [19] shows the results that hedonic shopping motivate has a significant effect on
impulse buying on Zalora customers in Medan. A person's hedonistic behavior that cannot be controlled
causes impulse buying activities.

Explanation is the most important part of your article. Here you get the opportunity to describe your
data. Make the discussion according to the results, but do not repeat the results. Often should begin with a
brief summary of the main scientific findings (hot experimental results). The following components should
be addressed in the discussion: (a) How do your results relate to the original question or objective outlined in
the Introduction section? What are your research findings? (what/how)? (b) Do you provide a scientific in-
terpretation of each of your results or findings presented? This scientific interpretation must be supported by
valid analysis and characterization (why)? (c) Are your results consistent with what other researchers have
reported (what else)? Or is there a difference?
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CONCLUSION

1. Based on the results of the t test, it shows that time limit offers (X1 ) has a significant effect on
impulse purchases of fashion products at Shopee for Muhammadiyah Jember University students in
2020-2023. This means that the time limit offers strategy will encourage consumers to purchase
products spontaneously, without prior planning.

2. Based on the results of the t test, it shows that positive emotions (X2 ) has a significant effect on
impulse purchases of fashion products at Shopee for Muhammadiyah Jember University students in
2020-2023. This means that the stronger the positive emotions felt by consumers will encourage
consumers to make product purchases spontaneously, without prior planning.

3. Based on the results of the t test, it shows that hedonic shopping (X3 ) has a significant effect on
impulse purchases of fashion products at Shopee for Muhammadiyah Jember University students in
2020-2023. This means that the tendency of hedonic shopping behavior in consumers will encourage
consumers to make product purchases spontaneously, without prior planning.
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