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A B S T R A C T  

Article history:   
In today's digital era, human life cannot be separated from the internet network, even now the internet has 

become one of the needs for everyone, starting from simply searching for information through social media, 

news, to doing business is also very dependent on the internet. The internet has experienced very rapid 

development and changed the business world significantly, namely the emergence of e-commerce such as the 

presence of marketplaces or online stores that bring a new phenomenon among the community, namely online 

shopping. The purpose of this study was to analyze the effect of price discounts and shopping lifestyles on 

impulsive buying through positive emotions in Shopee e-commerce users. This study was conducted at the 

Faculty of Economics and Business, University of North Sumatra with a sample of 165 respondents. Data were 

analyzed using descriptive analysis and path analysis with the Smart PLS application. The results of the study 

showed that directly price discounts had a positive and significant effect on positive emotions, shopping lifestyle 

had a positive and significant effect on positive emotions, price discounts had a positive and significant effect 

on impulsive buying, shopping lifestyle had a positive and significant effect on impulsive buying, and positive 

emotions had a positive and significant effect on impulsive buying. Indirectly, price discounts had a positive 

and significant effect on impulsive buying through positive emotions, and shopping lifestyle had a positive and 

significant effect on impulsive buying through positive emotions. 
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Introduction 

In today's digital era, human life cannot be separated from the 

internet network, even now the internet has become one of the needs for 

everyone, starting from simply searching for information through social 

media, news, to doing business also depends heavily on the internet. The 

development of the internet has opened a new era in the current digital 

era, where information and technology are very easy to access. The 

internet has created various types of new businesses such as e-commerce 

and financial technology. One example of e-commerce is the presence of 

a marketplace or online store that brings a new phenomenon or new 

lifestyle among the community, namely shopping online. 

Shopee is one of the companies in the e-commerce sector with a 

mobile marketplace base that first existed in Indonesia in 2015 which is 

controlled by PT. Shopee Internasional Indonesia which is a subsidiary 

of Garena which is headquartered in Singapore. The Shopee application 

has become an e-commerce platform that is widely used because of 

several advantages it has, such as providing various daily needs. Shopee 

uses the internet and social media as a two-way interactive interaction 
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platform with its users. Shopee also provides promotions ranging from 

free shipping, cashback, vouchers, flash sales, and various attractive 

promotions for Shopee visitors (Darmawan, 2021). The variety of 

products provided by Shopee makes people interested in buying, 

resulting in uncontrolled shopping behavior from e-commerce users, 

which is called impulsive buying. Salma and Sulistyawati (2021) stated 

that impulsive buying begins when spontaneous consumers have a 

strong desire to make purchases as soon as possible without thinking 

about the needs of the product. In making decisions, impulsive buying 

focuses more on emotions that create pleasure than using logic. One of 

the factors that influences impulsive buying is positive emotion.  

Tirmizi and Rehman (2019), define positive emotion as a state of 

mood that can influence and determine the intensity of a consumer's 

decision-making. Positive emotions are emotions that influence and 

control the power of consumer decision-making in impulsive buying. 

Positive emotion itself is defined as a mood that influences and 

determines the intensity of consumer decision-making. Ahmad, et al. 

(2019) stated that positive emotions play an important role in impulsive 

buying, because by having positive feelings, consumers tend to make 

purchases suddenly without prior planning. 

Research conducted by Rabbani, et al. (2023) stated that positive 

emotion variables have an effect on impulsive buying. This is supported 

by previous research by Irma (2019) which showed that positive 

emotions have a positive and significant effect on impulsive buying. 

However, this is not in accordance with research conducted by 

Handoko, et al. (2022) which concluded that positive emotions have a 

negative and insignificant effect on impulsive buying. From several gaps 

that occurred in previous studies, there was a gap regarding the effect of 

positive emotions on impulsive buying. Apart from positive emotions, 

another thing that affects impulsive buying is price discounts. 

Samma (2021) stated that price discounts are a reduction in the price 

from the normal price of a product given by a business that is often used 

to increase consumer purchases or find new customers. Based on 

research conducted by Samma (2021), it is known that price discounts 

can have a positive and significant effect on impulsive buying. However, 

this is contrary to research by Sari (2018) that price discounts have a 

negative effect on impulsive buying decisions. Furthermore, the factors 

that influence impulsive buying behavior are shopping lifestyles. 

Tuzzahra and Tirtayasa (2020) explained that consumer purchases 

that are impulsive buying can also be based on changes in shopping 

lifestyles that are increasingly varied. The development of trends in the 

current era is continuously offered by shopping centers which will also 

have an impact on shopping needs and lifestyles. Lifestyle can be 

initiated by a person's consumptive behavior that is cultural and 

becomes a habit where someone allocates their income to buy products 

that are needed or not needed to satisfy and express themselves. 

The results of previous studies have shown that shopping lifestyle 

has a positive and significant effect on impulsive buying, such as in the 

research of Sari and Pidada (2019) and the research of Febrianty and Yasa 

(2020) which concluded that the higher the shopping lifestyle owned by 

consumers, the more impulsive buying will increase. However, this is 

not in accordance with the research conducted by Listriyani and 

Wahyono (2019) which concluded that shopping lifestyle does not have 

a positive effect on impulsive buying. Based on the background and 

problems above, the author is interested in conducting a study entitled 

"The Effect of Price Discount and Shopping Lifestyle on Impulsive 

Buying with Positive Emotion as an Intervening Variable on Shopee E-

commerce Users (Study on Students of the Faculty of Economics and 

Business, University of North Sumatra)". 

Literature Review 

Price Discount 

A price discount is a price reduction given directly for each product 

to be purchased during a predetermined period of time (Kotler and 

Keller, 2021). Hutahaean (2022) defines a price discount as a pricing 

strategy that includes a long-term plan to systematically lower prices 

after the introduction of a product at a certain price. Peter and Olson 

(2019) define a price discount as a form of savings given to buyers from 

the normal price of a product, which is listed on the packaging or label 

of the product. A price discount is not just a price that is lower than the 

original price, but also has the aim of getting the same service by 

differentiating the price for the same product. 

Shopping Lifestyle 

Harimbi and Andronicus (2022) argue that lifestyle shows how 

people live, how they spend their money and how they allocate their 

time. Shopping lifestyle has become a tradition as well as a trend in this 

era of globalization, consumers can not only shop at malls or in stores, 

not a few also shop online. Ika, et al. (2020) explain that shopping 

lifestyle is about something that describes a person's activities in 

spending time and money. With the availability of time, customers will 

have plenty of time to shop and with their money they will have high 

purchasing power. A person's lifestyle in spending money creates a new 

nature and characteristic of an individual. Tuzzahra and Tirtayasa (2020) 

stated that shopping lifestyle is an expression of lifestyle in shopping 

that reflects differences in social status. 

Positive Emotion 

I Gede (2020) defines positive emotions as moods that influence and 

determine the intensity of consumer decision-making. Also expressed by 

Marjam, et al. (2020) positive emotions are a person's positive feelings 

that are described by a good mood such as feelings of happiness, love, 
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joy and joy. People experience a variety of positive emotions, but some 

of them occur more often in everyday life. In particular, hope, pride, joy, 

interest, and gratitude are the most common and strongest happy 

emotions. 

Impulsive Buying 

Impulsive buying or impulsive buying is the act of buying goods or 

services suddenly, without planning, and based on momentary desires. 

Impulse buying can occur due to stimuli received by consumers, such as 

attractive promos, attractive displays, or advertisements on social 

media. Saputro (2019) explains that the condition of consumers making 

sudden, unplanned purchasing decisions is called impulsive buying. 

Impulsive buying can occur when a person has an attitude or desire to 

make a purchase without prior planning and can be said to be 

spontaneous. Azmi (2023) states that impulsive buying is a sudden urge 

with full strength, persistent and unplanned to buy something directly, 

without much regard for the consequences. 

In accordance with the description above, a framework for thinking 

about the problems presented can be drawn up as follows: 

 

Figure 1 Conceptual Framework 

 
Methodology 

Research Population and Sample 

The population in this study were students of the Faculty of 

Economics and Business, University of North Sumatra who often shop 

at Shopee because they are exposed to promotions of unknown 

numbers. The sampling method in this study used a non-probability 

sampling type with a purposive sampling technique. The number of 

samples used in this study was calculated using the Hair formula. Based 

on the calculation above, the sample in this study was 155 respondents. 

Data Analysis 

The data analysis used was SEM-PLS Version 3.2.9 by carrying out 

Validity Tests and Reliability Tests. The Outer Model will be tested 

through Convergent Validity, Discriminant Validity, and Composite 

Reliability. The Inner Model will be tested through Composite 

Reliability and Cronbach Alpha, through bootstrapping. 

Research Result 

Direct Effect 

Table 1 Direct Effect 

 

 

Based on the results of Table 1, the following results are obtained: 

1. It is known that the influence of price discount on impulsive buying 

is (pvalues 0.000 <0.05) and (tstatistic 8.331> 1.66) and also the 

coefficient value is 0.498 which means there is a positive and 

significant influence between price discount on impulsive buying. 

2. It is known that the influence of price discount on positive emotion 

is (pvalues 0.001 <0.05) and (tstatistic 3.213> 1.66) and also the 

coefficient value is 0.384 which means there is a positive and 

significant influence between price discount on positive emotion. 

3. It is known that the influence of shopping lifestyle on impulsive 

buying is (pvalues 0.000 <0.05) and (tstatistic 3.878 > 1.66) and also 

the coefficient value is 0.257 which means there is a positive and 

significant influence between shopping lifestyle on impulsive 

buying. 

4. It is known that the influence of shopping lifestyle on positive 

emotion is (pvalues 0.005 <0.05) and (tstatistic 2.790 > 1.66) and also 

thcoefficient value is 0.352 which means thereis a positive and 

significant influence between shopping lifestyle on positive emotion. 

5. It is known that the influence of positive emotion on impulsive 

buying is (pvalues 0.000 <0.05) and (tstatistic 4.144 > 1.66) and also 

the coefficient value is 0.323 which means there is a positive and 

significant influence between positive emotion on impulsive buying. 

Indirect Effect 

Based on Table 2, the results of the indirect effect in this study are as 

follows: 

1. It is known that the indirect effect of price discount on impulsive 

buying through positive emotion is 0.124 with a p-value of 0.011 

<0.05 and t-statistic 2.552> t-count 1.66. So it can be concluded that 

indirectly price discount has a positive and significant effect on 

impulsive buying through positive emotion. 
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2. It is known that the indirect effect of shopping lifestyle on impulsive 

buying through positive emotion is 0.114 with a p-value of 0.038 

<0.05 and t-statistic 2.076> t-count 1.66. So it can be concluded that 

indirectly shopping lifestyle has a positive and significant influence 

on impulsive buying through positive emotions. 

Table 2 Direct Effect 

 

 

Total Effect 

Table 3 Total Effect 

 

 

Based on Table 3, the results of the total influence in this study are as 

follows: 

1. It is known that the total influence between price discounts on 

impulsive buying is (pvalues 0.000 < 0.05) and (tstatistic 8.133 > 1.66) 

with a coefficient value of 0.622. 

2. It is known that the total influence between price discounts on 

positive emotions is (pvalues 0.001 < 0.05) and (tstatistic 3.213 > 1.66) 

with a coefficient value of 0.384. 

3. It is known that the total influence between shopping lifestyle and 

impulsive buying is (pvalues 0.000 < 0.05) and (tstatistic 4.272 > 1.66) 

with a coefficient value of 0.371 

4. It is known that the total influence between shopping lifestyle and 

positive emotion is (pvalues 0.005 < 0.05) and (tstatistic 2.790 > 1.66) 

with a coefficient value of 0.352. 

5. It is known that the total influence between positive emotion and 

impulsive buying is (pvalues 0.000 < 0.05) and (tstatistic 4.144 > 1.66) 

with a coefficient value of 0.323. 

Discussion 

1. Based on the results of the direct influence test, it shows that the price 

discount variable has a positive and significant effect on positive 

emotions. This means that if Shopee increases the price discount, it 

will significantly increase the positive emotions of FEB USU students 

who use Shopee e-commerce, and vice versa if Shopee decreases the 

price discount, it will significantly decrease the positive emotions of 

FEB USU students who use Shopee e-commerce. 

2. Based on the results of the direct influence test, it shows that the 

shopping lifestyle variable has a positive and significant effect on 

positive emotions. This means that if the shopping lifestyle of FEB 

USU students increases, it will significantly increase the positive 

emotions of FEB USU students who use Shopee e-commerce, and 

vice versa if the shopping lifestyle of FEB USU students decreases, it 

will significantly decrease the positive emotions of FEB USU 

students who use Shopee e-commerce. 

3. Based on the results of the direct influence test, it shows that the price 

discount variable has a positive and significant effect on impulsive 

buying. This means that if Shopee increases the price discount, it will 

significantly increase the impulsive buying of FEB USU students 

who use Shopee e-commerce, and vice versa if Shopee decreases the 

price discount, it will significantly decrease the impulsive buying of 

FEB USU students who use Shopee e-commerce. 

4. Based on the results of the direct influence test, it shows that the 

shopping lifestyle variable has a positive and significant effect on 

impulsive buying. This means that if the shopping lifestyle of FEB 

USU students increases, it will significantly increase the impulsive 

buying of FEB USU students who use Shopee e-commerce, and vice 

versa if the shopping lifestyle of FEB USU students decreases, it will 

significantly decrease the impulsive buying of FEB USU students 

who use Shopee e-commerce. 

5. Based on the results of the direct influence test, it shows that the 

positive emotion variable has a positive and significant effect on 

impulsive buying. This means that if the positive emotion of FEB 

USU students increases, it will significantly increase the impulsive 

buying of FEB USU students who use Shopee e-commerce, and vice 

versa if the positive emotion of FEB USU students decreases, it will 

significantly decrease the impulsive buying of FEB USU students 

who use Shopee e-commerce. 

6. Based on the results of the indirect effect hypothesis test, it was 

found that price discounts have a positive and significant effect on 

impulsive buying through positive emotions as an intervening 

variable. This means that if Shopee increases the price discount, it 

will increase positive emotions so that this will have an impact on 

increasing impulsive buying of FEB USU students who use Shopee 

e-commerce, and if Shopee reduces the price discount, it will 

decrease positive emotions so that this will have an impact on 
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decreasing impulsive buying of FEB USU students who use Shopee 

e-commerce. 

7. Based on the results of the indirect influence hypothesis test, it was 

found that shopping lifestyle has a positive and significant effect on 

impulsive buying through positive emotions as an intervening 

variable. This means that if the shopping lifestyle of FEB USU 

students increases, it will increase positive emotions so that this will 

have an impact on increasing impulsive buying of FEB USU students 

who use Shopee e-commerce, and if the consumer's shopping 

lifestyle decreases, it will decrease positive emotions so that this will 

have an impact on decreasing impulsive buying of FEB USU 

students who use Shopee e-commerce. 

Conclusions 

1. Price discount has a positive and significant effect on positive 

emotion in Shopee e-commerce users. 

2. Shopping lifestyle has a positive and significant effect on positive 

emotion in Shopee e-commerce users. 

3. Price discount has a positive and significant effect on impulsive 

buying in Shopee e-commerce users. 

4. Shopping lifestyle has a positive and significant effect on impulsive 

buying in Shopee e-commerce users. 

5. Positive emotion has a positive and significant effect on impulsive 

buying in Shopee e-commerce users. 

6. Price discount has a positive and significant effect on impulsive 

buying through positive emotion as an intervening variable in 

Shopee e-commerce users. 

7. Shopping lifestyle has a positive and significant effect on impulsive 

buying through positive emotion as an intervening variable in 

Shopee e-commerce users. 

For researchers who will conduct similar research, it is expected to 

examine other variables that are not studied in this study such as e-

service quality, fomo (fear of missing out), and product quality where it 

is suspected that these variables strongly influence positive emotions 

and impulsive buying. 

For future research, it is expected to add more research samples, and 

conduct intergenerational research, and expand the scope of research, 

namely on Shopee e-commerce users in Medan City. 
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