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ABSTRACT: This paper aims to research regarding the impacts that social media
marketing, hedonic shopping motivation and electronic word of mouth has to a
Shopee customer’s impulse purchases. The method applied in this study is
quantitative and data will be collected by providing online to Shopee’s customers
located in Medan, Indonesia. Convenience sampling method will be used and the
sample will be distributed to whom the writer can easily distribute to. From the
questionnaires distributed, 97 respondent’s data were obtained and they will be
processed with the SPSS statistical software program. Result shows that only
hedonic shopping motivation will significantly impact the impulse purchases
made by Shopee customers in Medan while the others will not much impact to
impulse purchases.
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INTRODUCTION

Living in an evolving world, the use of marketing means has significantly
changed throughout the years. Traditional marketing has now shifted to digital
marketing, whereby products and services are advertised online, via social
medias, television, Youtube, and also their own websites. Nowadays, digital
marketing, especially social media marketing plays an important role to a
company’s marketing actions. Researches have also shown that 92% of marketers
said that social media marketing plays a significant role for their business
operations (Ghufran et al, 2016).

Social Media Marketing is a crucial part of marketing as social media
keeps evolving, more and more users are going online in many different
platforms, allowing businesses to target a larger audience and generating more
sales when proper social media marketing have been made. This leads to a
pathway for many businesses to further develop, shape and create brand
awareness to maximize profit. With this, a lot of firms and e-commerce sites have
now adapted to the use of social media marketing. Especially during this
pandemic, most people are staying at home during their free time, thus, they
have more time to browse through the web and be on their social medias.
According to a survey made by Rakuten Insights, 55% of Indonesian respondents
admitted that they’ve made more online purchases, and only 9% did not make
any purchases online (Wolff, 2021).

Additionally, electronic word of mouth has also played a huge role in the
marketing of a product and service, especially to businesses who set up their
shops in e-commerce sites. With E-WOM, information and feedback is spread at
a quick rate and honest customer can be easily received. This creates a loyal
customer base that allows them to engage with the brand, sharing information
with others, allowing firms to reach a wider audience. According to researches
done by Husnain et al (2016), there is a positive effect between electronic word of
mouth on impulse purchases, meaning that e-WOM does effect a person’s
stimulus to make a sudden unplanned purchase.

Another major predictor for the impulse purchases of customers are found
to be hedonic shopping motivation and behavior. Hedonic environment is one of
the strongest stimulator that ignite impulse purchases, especially for online
purchases as it is easier for these e-commerce websites to target its customers and
stimulate the hedonic behavior of the customers, simply by just conducting
proper marketing strategies. There are various types of hedonic shopping
motivations that an individual falls under and these differs from one and another
for each individual and situation. In a journal written by Astuti.S.R.T, et al in
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2020, she confirmed that hedonic shopping motivations does have a positive
effect on impulse buying of Indonesian Instagram users. With this, firms will
usually conduct social media marketing means, in support of electronic word of
mouth (E-WOM) in order to trigger the hedonic shopping motivations of each
customer in order for them to make a purchase.

According to researches, around 40 to 80% of customer’s purchases are a
result of impulse buying, which contributes to a large percentage of sales.
(Khokhar, et al. 2019). Impulse buying via e-commerce sites have significantly
increased throughout the year with more products advertised digitally. With
more exposure of products through digital and social media advertisement,
there’s an increase in the likelihood of individuals to make more impulsive
purchases, contributing to more sales.

Shopee have created an immaculate social media campaign for each platform
however, since they’re mainly focused on creating campaigns and mass
marketing in different platforms, they might not have the full knowledge
regarding a customer’s perspective, and also the impact of their social media
marketing means has on a customer’s impulse buying behavior. Thus, this
research aims to to examine whether there is a significant relationship between
Shopee’s social media marketing measures and customer impulse buying
behavior and to analyze whether electronic word of mouth has an impact on
Shopee customer’s impulse purchases. This research aims to answer the
following research questions of: Does Shopee’s social media marketing measures
leads to the customer’s impulse purchase behavior? Does customer’s hedonic
shopping motivation contribute to customer’s impulse purchases? and Does
electronic word of mouth (E-WOM) brings an impact to Shopee customer’s
impulse purchase behavior.

THEORETICAL REVIEW

Name of theory here

Explanation of theory here

If your work is quantitative, please provide the previous studies concurring
or rejecting your proposed hypothesis.

H1: Hypothesis one and so on here

Name of theory here

Explanation of theory here
H2: Hypothesis two and so on here
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After the hypothesis section, if your study is quantitative, please provide
the contextual framework here, or your mind maps, if it is qualitative.

Independent variables

Social Media Marketing || H1
X1 T Dependent variable

Impulse purchases

Hedonic Motivations H2 Y
X2 H—"

Electric word of mouth
(E-WOM)
X3

Figure 1. Conceptual Framework

METHODOLOGY
In this paper, a quantitative research method will be used, whereby

quantitative researches collects their information by conducting sampling
methods such as sending our questionnaires, polls, surveys and etc to a sample
group. Quantitative sampling method also deals with analysis of numerical data
using different statistical techniques required (Apuke.O.D, 2017). This data will
be analyzed numerically with the help of the SPSS software. The main problems
and variables we would like to analyze how the independent variable, which is
social media marketing (X1), electronic word of mouth (X2), and hedonic
motivation (X3) will lead to impulse buying, which is the dependent variable Y.

In this research, as it is conducted in Medan, Indonesia, our population in
this research will be the citizens of Medan. Citizens within all age groups are
included within our population group. Only Medan region is included to ease
the data collection. For the sampling method, non probability sampling in
concentration to convenience sampling method will be used as it is inferred in
being a sampling method that draws the sample from a group of individuals that
met certain criteria such as they are easier to reach and contact, and those who
are more willing to participate (Etikan.I, 2017). Data are conveniently collected
by respondents who are easier to reach by the writer.

As the entire population is unknown and not defined, the number of
samples taken for this research will be calculated by implementing the
Lemeshow formula (Sugianto.A, Rahman.S, 2019). After calculating, we can
acknowledge that the sample size required for this research adds up to 97
respondents.
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Both primary and secondary data will be collected via observations and
questionnaires for primary data, and also retrieving information from the
internet, articles, books and journals for the secondary data.

There are a few data analysis methods that are used in calculating the
result, including the descriptive statistical analysis to arrange and summarize the
data obtained which comprises of mean, median, mode, variance and standard
deviation (Kaur.P, 2018), research instrument tests to ensure that the data is valid
by conducting reliability and validity test, the classical assumption test that
consists of the multicollinearity, heteroskedasticity, normality, and linearity test.
A multiple linear regression analysis is also conducted to predict the value of the
dependent variable based on the independent variables and a coefficient of
determination test is conducted to show the proportion of variance of the
dependent variable that can be predicted by the independent variable. Lastly,
hypothesis testing including the f test, p value and partial t test are required to
realize which hypothesis will be accepted.

RESULTS

Descriptive analysis

Upon collecting all of the respondent’s responses, we’ve grouped them into
different categories, starting off with the genders.

Table 1. Respondent’s Gender

Gender Number Percentage
Female 66 68.04%
Male 31 31.96%
Total 97 100%

Source: Prepared by writer (2021)

From the table above, it shows the distribution of genders whom
answered the questionnaires. There is a higher amount of female respondents as
compared to male. The result obtained is as following maybe because of the
higher readiness of female in comparison to male when these questionnaires are
distributed.

Table 2. Respondent’s Age Group

Age group Number Percentage
17 years and below 14 14.43%
18-29 years old 63 64.95%
30-50 years old 9 9.28%
Above 50 years old 11 11.34%
Total 97 100%

Source: Prepared by writer (2021)
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From the data obtained, it shows that most respondents whom answered
this questionnaire are between the age of 18-29 years old. This is probably due to
the convenience sampling that the writer used, meaning that this questionnaire
is distributed to respondents who are easily reached by the writer, thus, it results
in respondents who are within the same age group.

Table 3. Respondent’s Occupation

Occupation Number Percentage
Student 50 51.55%
Entrepreneur 19 19.59%
Employee 13 13.40%
Freelancer 10 10.31%
Unemployed 5 5.15%
Total 97 100%

Source: Prepared by writer (2021)

From the data obtained, it shows that most students answered this
questionnaire. The reason behind so might be similar to the ones I've mentioned
above as convenience sampling is used, thus the questionnaire is distributed to
respondents who are easily reached by the writer, whom are also students.

Table 4. Descriptive Analysis Of Respondents

Indicators Question | Mean | Median | Mode | Variance | Standard
Deviation
Accessibility | Q1 4381 |4 5 0.483 0.699
Q2 4.041 |4 4 0.637 0.803
Credibility Q3 3979 |4 4 0.515 0.721
Q4 3825 |4 4 0.660 0.817
Interaction Q5 3.660 |4 4 0.967 0.988
Q6 3485 |3 3 0.724 0.855
Online Q7 3969 |4 4 0.669 0.822
communities | Q8 3835 |4 4 0.674 0.825
Sharing  of | Q9 4186 |4 4 0.605 0.782
content Q10 3680 |4 4 0.733 0.861
Adventure Q11 4216 |4 4 0.479 0.696
shopping
Social Q12 3433 |3 3 0.720 0.853
shopping Q13 4175 |4 4 0.516 0.722
Gratification | Q14 3990 |4 4 0.670 0.823
shopping
Idea Q15 3938 |4 4 0.520 0.725
shopping Q16 3227 |3 3 1.041 1.026
Role Q17 4041 |4 4 0.493 0.706
shopping Q18 3835 |4 4 0.921 0.965
Q19 4392 |5 5 0.609 0.785
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Value Q20 4567 |5 5 0.390 0.628
shopping
Intensity Q21 4567 |5 5 0.307 0.557
Valence  of | Q22 4598 |5 5 0.344 0.589
opinion
Content Q23 3.526 |4 4 0.992 1.001
Q24 3.742 |4 4 0.686 0.833
Spontaneous | Q25 3.856 |4 4 0.556 0.750
Strength Q26 4186 |4 4 0.440 0.667
Q27 4412 |4 4 0.325 0.573
Compulsion | Q28 3392 |3 4 1.125 1.066
Q29 3.093 |3 3 1.177 1.091
Intensity Q30 2845 |3 2 1.327 1.158
Q31 3.804 |4 4 1.069 1.040
Enthusiasm | Q32 3.907 |4 4 0.682 0.830
Q33 4 4 4 0.598 0.777
Stimulation | Q34 4072 |4 4 0.750 0.927
Q35 3216 |3 4 1.407 1.192
Disregarding | Q36 2639 |2 2 1.282 1.138
of
consequences

Source: Prepared by writer (2021)

With this table provided as above, we can tell the mean, mode, median,
variance and standard deviation of the data we obtained. From the mean, we can
tell that the average of most question ranges between 3 to 4, meaning that in
average, people do agree to the questions. With the mode, it shows what most
people agree to, and as a whole, most people agree to the questions too as “4”s
are most dominant answer from the given questionnaires. Standard deviation
tells us the dispersion of the data, and thus, the higher the number, the more
dispersed it will be. For the variables, we can tell that impulse purchases as the
Y variable has the highest standard deviation, more so than the independent
variables. This shows that the data is more dispersed than the others.

Classical assumption test
Validity test

A validity test is conducted before hand to analyze whether the questions
made for the questionnaires are valid to ensure the indicator of the research is
good before distributing it to the respondents (Yenty, 2020). In order to conduct
this test, the questionnaire was distributed to 30 respondents whom are Shopee
customers that are located in Medan, Indonesia. The degree of freedom for this
test is 28, and the value for the r table is 0.361, thus, those questions who has R
count above 0.361 will then be accepted.
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Table 5. Validity Test For Social Media Marketing As X1 Variable.

Questions | R R Validity
count | table
SMM1 0.497 |0.361 | Valid
SMM2 0.615 | 0.361 | Valid
SMM3 0.745 |0.361 | Valid
SMM4 0.695 |0.361 | Valid
SMM5 0.520 | 0.361 | Valid
SMM6 0.769 |0.361 | Valid
SMM7 0.572 1 0.361 | Valid
SMM8 0.642 | 0.361 | Valid
SMM9 0.769 |0.361 | Valid
SMM10 | 0.508 |0.361 | Valid

Source: Prepared by writer (2021)

Table 6. Validity Test For Hedonic Shopping Motivation As X2 Variable.

Questions | R R Validity
count | table

HSM1 0.284 |0.361 |Invalid
HSM2 0493 |0.361 | Valid
HSM3 0.677 |0.361 | Valid
HSM4 0.250 |0.361 | Invalid
HSM5 0432 | 0.361 | Valid
HSM6 0.717 | 0.361 | Valid
HSM7 0.542 | 0.361 | Valid
HSMS8 0.670 | 0.361 | Valid
HSM9 0.694 | 0.361 | Valid
HSM10 0.545 | 0.361 | Valid
HSM11 0.379 |0.361 | Valid
HSM12 0420 |0.361 | Valid

Source: Prepared by writer (2021)
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Table 7. Validity Test For Electronic Word Of Mouth As X3 Variable.

Questions | R R Validity
count | table
EWOM1 |0.091 |0.361 |Invalid
EWOM2 | 0409 |0.361 | Valid
EWOM3 |0.166 |0.361 |Invalid
EWOM4 | 0416 |0.361 | Valid
EWOMS5 |0.583 |0.361 | Valid
EWOM6 | 0486 |0.361 | Valid
Source: Prepared by writer (2021)

Table 8. Validity Test For Impulse Purchases AsY Variable.

Questions R count R table Validity
IP1 0.314 0.361 Invalid
IP2 0.422 0.361 Valid
IP3 0.377 0.361 Valid
P4 0.717 0.361 Valid
IP5 0.614 0.361 Valid
IP6 0.455 0.361 Valid
IP7 0.475 0.361 Valid
IP8 0.646 0.361 Valid
IP9 0.802 0.361 Valid
IP10 0.630 0.361 Valid
IP11 0.613 0.361 Valid
IP12 0.712 0.361 Valid
IP13 0.174 0.361 Invalid
IP14 0.727 0.361 Valid

Source: Prepared by writer (2021)

From the validity test, there are 6 questions that are eliminated before
distributing it to the 97 respondents as they are invalid. After these questions are
eliminated, a reliability test will then be conducted afterwards.

Reliability test

Table 9. Reliability Test

Variables | X1 X2 X3 Y

Cronbach | 0.900 | 0.831 | 0.953 | 0.879

alpha
Source: Prepared by writer (2021)

A reliability test is conducted to see whether the answers to the questions
are reliable and consistent or not. Reliability test is evaluated by conducting the

51



Yap

Cronbach Alpha test where by the result of this test should be greater than 0.6
(Yenty. 2020). From the table above, all of the variables are proven reliable, thus,
the research will then be proceeded.

Normality test

Table 10. Normality Test

One sample | Unstandardized
Kolmogorov - | residual
Smirnov Test

Asymp. Sig. (2 .2004
tailed)

Source: Prepared by writer (2021)

After the reliability test is conducted, to ensure that the data is normally
distributed, the Kolmogorov-Smirnov Test will also be done additionally. If the
significant value of these data are over 0.05, it shows that the data is normally
distributed, thus, data below 0.05 refers to abnormal data (As’ari.R, 2018). From
the data above, it shows that the significant value is 0.200, which is above 0.05,
meaning that the data is normally distributed.

Linearity test
Table 11. Linearity Test
Variables | X1 X2 X3
Linearity | 0.000 | 0.005 | 0.000
Source: Prepared by writer (2021)

Linearity test is conducted test and all of the values are way below 0.05,
meaning that data is well accepted as data above 0.05 will be rejected and
considered not linear.

Heteroskedacity test
Table 12. Heteroskedacity Test
Variables | Social Hedonic EWOM

media shopping

marketing | motivation
Significant | 0.293 0.667 0.182
value

Source: Prepared by writer (2021)
The heteroskedacity test result is provided as following and since all

values are above 0.05 significant value, it means that the variables have passed
this test.
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Multicollinearity test
Table 13. Multicollinearity Test
Variables | Social Hedonic EWOM

media shopping

marketing | motivation
Statistics | 1.665 1.712 1.406
VIF

Source: Prepared by writer (2021)

From all of the values stated in the table above, VIF values are within the
range of 1.4 to 1.7, which means that the correlation is still very slight, resulting
in an acceptable data.

Multiple linear regression

Table 14. Multiple Linear Regression

Variables Constant | Social Hedonic EWOM
media shopping

marketing | motivation
Unstandardized | 6.796 .052 937 -.164
B

Source: Prepared by writer (2021)

Equation=Y = 6.796 + 0.052X1+0.937X2-0.164X3.
The regression equation can be described as follows:

Constant (a) = 6.796, meaning that if social media marketing, hedonic motivation
and EWOM is zero, the impulse purchases will be 6.796.

Since the coefficient for social media marketing is 0.52, this means that if
there is once increase in social media marketing, there will be also be an increase
in impulse purchases by 0.52. Similar to hedonic motivations, which meant that
if there is an increase of one for hedonic motivations, there will be an increase in
0.937 for impulse purchases. However, for electronic word of mouth (EWOM), if
there is one increase in EWOM, there will be a decrease of 0.164 for impulse
purchases.

With this result, only the hedonic motivation is statistically significant as
p is lesser than 0.05. Meanwhile, the other variables are way over 0.05, meaning
that it is not statistically significant.
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Determination test
Table 15. Determination test

Model Adjusted R
square
1 0.413

Source: Prepared by writer (2021)

This test shows that 41.3% (0.413 of the r square) of the factors that
influence impulse purchases are ewom, hedonic shopping motivations, and also
social media marketing, meaning the remaining 58.7% composes of external
factors that are not mentioned.

Hypothesis test
F test
Table 16. Hypothesis test F test

Model Sigvalue |F
Regression 0.000° |23.514
Source: Prepared by writer (2021)

From the Anova table seen above, it shows that the significant value is
0.000, which is lesser than 0.05, thus, we can tell that the model is a great fit for
the data.

From the F table, we can tell that the amount will be 2.70 as we have 4
variables and 97 respondents. With this, the F table will be significantly lower
than the Anova F count, which is 23.514. With this, we will accept that Ha
hypothesis.

Partial t test

Table 17. Partial t test

Variables | Social Hedonic EWOM
media shopping
marketing | motivation
T value | .366 6.432 .000
Source: Prepared by writer (2021)

According to T-table, the t value will be 1.964 as we take 100 as degree of freedom,
closest to 97.
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If the t count stated above is larger than the T-table, it means that the Ha
is accepted and HO is rejected. From this, we can tell that only the Ha for hedonic
motivation is accepted while the EWOM and social media marketing will be
rejected. Thus, we can conclude that hedonic motivation does influence impulse
purchases while social media marketing and electronic word of mouth does not.

DISCUSSION

This part allows you to elaborate on your results findings academically. You
must not put numbers related to your statistical tests here; instead, you have to
explain that numbers here. You have to compile your discussion with academic
supports to your study and a good explanation according to the specific area you
are investigating.

To summarize this research, starting off with the descriptive analysis
results, it shows that there are more female respondents in comparison to male,
having almost a 7:3 ratios for those. The majority age group for this questionnaire
is also within an age group of 18-29 years old.A dditionally, A little over 50% are
students who are currently pursuing different level of education. Looking at the
descriptive statistics, overall, question 22 has the highest mean of 4.598, with a
high median and mode of 5, on the other hand, question 36 will have a lowest
mean of 2.639, with a low median and mode of 2.

For the classical assumption test, the Kolmogorov-Smirnov test is
conducted and the value shows that its 0.200, which is the above the required
0.05, showing that the data is normally distributed. From the linearity test, none
of the values for the independent variables are above 0.05, and they are around
the range of 0.000 to 0.005, which then shows that there’s a linear relationship
between the independent and dependent variables. From the heteroscedacity
glesjer test, all of the significant values are above 0.05, showing that the glesjer
test are passed.Lastly the multicollinearity test VIF statistics are around the range
of 1.4 to 1.7, meaning that they are slightly correlated, however, it is not
problematic

Multiple linear regression analysis is done in this research as there are more
than 2  variables.  After calculating, the equation will be
Y=6.796+0.052X1+0.937X2-0.164X3. Constant (a) will be 6.796, meaning that if
social media marketing, hedonic motivation and EWOM is zero, the impulse
purchases will be 6.796. Since the coefficient for social media marketing is 0.052,
this means that if there is once increase in social media marketing, there will be
also be an increase in impulse purchases by 0.052. Similar to hedonic motivations,
which meant that if there is an increase of one for hedonic motivations, there will
be an increase in 0.937 for impulse purchases. However, for electronic word of
mouth (EWOM), if there is one increase in EWOM, there will be a decrease of
0.164 for impulse purchases.
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Lastly, there will be the hypothesis test. The determination test result shows
that 41.3% of the influence impulse purchases are electronic word of mouth,
hedonic shopping motivations, and also social media marketing, meaning the
remaining 58.7% composes of external factors. From the F test, results show that
the Ha hypothesis will be accepted as significant value is 0.000, which is below
the required 0.05, which means that simultaneously, social media marketing,
hedonic shopping motivation and electronic word of mouth will have an impact
in impulse purchases. . For the T test, only hedonic shopping motivation has a t
count of 6.432 above the value in the t table, of 1.984984, and from the significant
figures, only the significant value of hedonic shopping motivation is below 0.05,
which then concludes that only hedonic shopping motivation Ha's will be
accepted

CONCLUSIONS AND RECOMMENDATIONS
From this research, we can conclude that only hedonic shopping motivation

will significantly impact impulse purchases made by Shopee customers in
Medan. The purpose of this study is to find whether there is any relation for social
media marketing, hedonic shopping motivations and electronic word of mouth
towards the impulse purchases made by Shopee customers in Medan, thus, we
can see that only the X2 variable, hedonic shopping motivation will significantly
impact the Y variable.

In the future, an in depth research regarding other e-commerce sites can also
be done to analyze whether the results are similar or not. The writer would
recommend using similar variables to this research when researching other e-
commerce sites in order to result in better outcomes for comparison.
Additionally, this research can be further developed too by providing other
variables not written in this research that might have an impact to the impulse
purchases made by Shopee customers.

FURTHER STUDY

This research is only limited to the indicators mentioned for each variable,
and the sample is limited to Medan City. For further studies, a more in depth
research could be made that covers a larger sample group globally.

ACKNOWLEDGMENT

I would like to thank my advisor, Mr Genesis for guiding me towards the
completion of this journal. I would also like to express my gratitude to the UPH
tamily, as they’ve provided me with the knowledge and ability to create this
journal. Lastly, I would like to thank my family and friends whom supported me
towards the completion of this paper.

56



Jurnal Ekonomi dan Bisnis (MINISTAL)
Vol.1, No.1 2022: 43-58

REFERENCES

Dr Ghufran, A., Dr Chaubey, D.S., Husain, S. (2016). Relevance of Social Media in
Marketing and Advertising.
https:/ /www.researchgate.net/publication /305905309 RELEVANCE OF SOC
IAL MEDIA_IN_MARKETING_AND_ADVERTISING.

Hanadian Nurhayati-Wolff (2021). Online purchase behavior during COVID-19
pandemic  Indonesia ~ 2020.  Accessed on  August 2021  from
https:/ /www.statista.com/ statistics /1127876 /indonesia-impact-on-online-

purchase-behavior-covid-19/.

Husnain, M., Qureshi, I., Fatima, T., Akhtar, W. (2016). The Impact of Electronic
Word-of-Mouth on Online Impulse Buying Behavior: The Moderating role of Big 5
Personality Traits.
https:/ /www.researchgate.net/ publication /309855994 The Impact of Electro
nic_Word-of-

Mouth_on Online Impulse Buying Behavior The Moderating role of Big 5

Personality Traits

Khokhar, A.A., Qureshi, P.A.B., Murtaza, F., Kazi, A.G. (2019). The Impact of Social
Media on Impulse Buying Behaviour in Hyderabad Sindh Pakistan.

https:/ /www.researchgate.net/ publication/334820336_The_Impact_of_Social
Media_on_Impulse_Buying Behaviour_in_Hyderabad_Sindh_Pakistan

Etikan.I (2016). Comparison of Convenience Sampling and Purposive

Sampling https:/ /www.researchgate.net/publication/304339244 Comparison_
of_Convenience_Sampling_and_Purposive_Sampling

Apuke.O.D (2017). Quantitative Research Methods: A Synopsis Approach.

https:/ /www.researchgate.net/publication/320346875 Quantitative Research

Methods A Synopsis Approach

Sugianto.A., Rahman.S. (2019). The Effect of Product Quality, Price and Promotion
on Purchase Decision of Shinoyku Lights at CV.Sinar Abadi Pekanbaru.
https://www.ejournal.pelitaindonesia.ac.id

57


https://www.researchgate.net/publication/305905309_RELEVANCE_OF_SOCIAL_MEDIA_IN_MARKETING_AND_ADVERTISING
https://www.researchgate.net/publication/305905309_RELEVANCE_OF_SOCIAL_MEDIA_IN_MARKETING_AND_ADVERTISING
https://www.statista.com/statistics/1127876/indonesia-impact-on-online-purchase-behavior-covid-19/
https://www.statista.com/statistics/1127876/indonesia-impact-on-online-purchase-behavior-covid-19/
https://www.researchgate.net/publication/309855994_The_Impact_of_Electronic_Word-of-Mouth_on_Online_Impulse_Buying_Behavior_The_Moderating_role_of_Big_5_Personality_Traits
https://www.researchgate.net/publication/309855994_The_Impact_of_Electronic_Word-of-Mouth_on_Online_Impulse_Buying_Behavior_The_Moderating_role_of_Big_5_Personality_Traits
https://www.researchgate.net/publication/309855994_The_Impact_of_Electronic_Word-of-Mouth_on_Online_Impulse_Buying_Behavior_The_Moderating_role_of_Big_5_Personality_Traits
https://www.researchgate.net/publication/309855994_The_Impact_of_Electronic_Word-of-Mouth_on_Online_Impulse_Buying_Behavior_The_Moderating_role_of_Big_5_Personality_Traits
https://www.researchgate.net/publication/320346875_Quantitative_Research_Methods_A_Synopsis_Approach
https://www.researchgate.net/publication/320346875_Quantitative_Research_Methods_A_Synopsis_Approach
https://www.ejournal.pelitaindonesia.ac.id/

Yap

Kaur.P., Stoltzfus.]., Yellapu.V. (2018) Descriptive statistics. International Journal of
Academic Medicine (serial online) https:/ /www.ijam-
web.org/text.asp?2018/4/1/60/230853

Yenty. (2020). The Influence of Working Environment Towards Employees’
Performance at Kantor Pusat PT Bank Mestika Dharma, TBK . Thesis,
Management Study Program Faculty of Economics and Business

Universitas Pelita Harapan.

Astuti.S.R.T., Khasanah.I., Yoestini (2020). Study of impulse buying on Instagram

users in Indonesia.
https:/ /ejournal2.undip.ac.id /index.php/ijb/article/ download /6873 / 44
91

As’ari.R. (2018). Pengetahuan dan Sikap Masyarakat Dalam Melestarikan Lingkungan
Hubungannya Dengan Perilkau Menjaga Kelestarian Kawasan Bukit Sepuluh
Ribu di Kota Tasikmalaya

58


https://www.ijam-web.org/text.asp?2018/4/1/60/230853
https://www.ijam-web.org/text.asp?2018/4/1/60/230853
https://ejournal2.undip.ac.id/index.php/ijb/article/download/6873/4491
https://ejournal2.undip.ac.id/index.php/ijb/article/download/6873/4491

