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ABSTRACT 
 

This research is motivated by impulsive buying behavior which 

is felt to be increasing among Shopee users, especially students. 

One of the factors is hedonic shopping and free shipping taglines. 

The purpose of this study is to ascertain if hedonic shopping and 

free shipping taglines have an impact on students at Al-Falah As- 

Sunniyah University's impulsive Shopee purchases. One 

hundred students from Al-Falah As-Sunniyah University who 

use Shopee make up the sample size for this quantitative study, 

which employs the survey method and probability sampling 

procedures utilizing the simple random sampling method. Using 

the statistical program SPSS 25, multiple regression analysis is 

applied in the data analysis method. The result shows that 

impulsive purchasing is significantly impacted by hedonic 

shopping, and the free shipping tagline, both simultaneously or 

in separate effect. This study adds and increases knowledge 

about the impulse buying habits of Indonesian students and 

digital consumer behavior, especially those related to online 

shopping at Shopee e-commerce, and as a reference for future 

research. The study's findings also offer valuable information for 

creating marketing plans that work for Shopee and other e- 

commerce sites. They also highlight the significance of 

educating customers about impulsive buying so that platforms 

can add tools or services that encourage more thoughtful 
purchases. 
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Introduction 

Due to the speed at which technology is developing, the Internet is now used for almost every daily 

human activity. based on a survey carried out by the Indonesian Internet Service Providers Association, or 

APJII.According to the data, 221,563,479 out of 278,696,200 internet users in Indonesia in 2024, or 79.5% 

of the population, used the internet in 2024 (a 1.4% rise from 2023) (APJII, 2024). This is because people 

cannot be separated from the internet. People’s dependence on the internet as a reliable source utilized by 

industries to promote their products. One of the impacts is the emergence of e-commerce companies that 

offer and provide convenience to the public to make purchases online (Kusnanto et al., 2024). Customers 

can easily access product information through this e-commerce platform that allows customers to complete 

transactions by simply pressing the gadget layer (Pujianto et al., 2023; Yudha et al., 2024). Online shopping 

is an option for people, especially students, compared to shopping directly at the store. During the limited 

time that students have due to their busy schedules, online shopping is a solution that saves time and energy 

(Amalia, 2023). 

 

 

Figure 1. Internet Penetration Rate in Indonesia in 2024 

Source: Author (2025) 

Shopee is one of the most popular e-commerce platforms compared to other e-commerce platforms. 

Based on SimilarWeb data, Shopee had 235.9 million visitors during February, but SimilarWeb noted that 

the platform experienced a monthly decrease in visitors of 4.01%. However, the decline was also 

experienced by other e-commerce platforms so even though Shopee experienced a decline, its position was 

still above other e-commerce. This decline in visitors is thought to be due to some shoppers switching to 

offline stores after normalizing life in the post covid-19 era (Similarweb, 2024). Shopee is one of the e- 

commerce choices with free shipping throughout Indonesia following the promoted tagline. With offers 

such as free shipping, it will attract people who initially only scrolled the homepage until decided to make 

a purchase (Ramdhani & Maulina, 2023). Kotler and Keller (2016), state that when a customer buys a 

product or service, they will typically follow the following pattern: determining their needs, gathering data, 

assessing their options, making a purchase, and then taking action afterward (Rusni & Solihin, 2022; Zaki 

et al., 2024). Whereas most consumers do not go through these steps. This will lead to an impulse purchase 

decision. 
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Figure 2. Most E-Commerce Visitors in Indonesia in 2024 

Source: Author (2025) 

Manufacturers and merchants are particularly interested in consumers who make impulsive 

purchases (Ghifara et al., 2022). This is the result of the current market being dominated by this consumer 

group. A person's inner yearning for rapid fulfillment through a useful online purchasing experience is 

known as hedonic shopping. Impulsive purchases rise in proportion to motivation levels (Bazlinah, 2024). 

In research conducted by Hernita (2022) hedonic shopping significantly and favorably influences Shopee 

e-commerce consumers' impulsive purchases. 

Promotion is a crucial component of marketing communication. When advertised or promoted, 

consumers are more likely to remember products or services with a strong image (Eji, 2024). Shopee's free 

shipping tagline is one of the things that influences impulsive buying. The tagline was “Free Shipping 

throughout Indonesia”. Through this tagline, Shopee informs that every user who shops on their platform 

is entitled to free shipping facilities to all regions in Indonesia. However, this offer applies to specific terms 

and conditions. Andini (2023) stated that the Free Shipping tagline on the Shopee marketplace has a positive 

and significant effect on purchasing decisions among students. Meanwhile, Ariska (2022) shows that the 

free shipping tagline does not affect impulse buying decisions online. 

This study investigated how Shopee e-commerce users who are Al-Falah As-Sunniyah University 

students' hedonic shopping motivation and free shipping tagline affected their impulsive purchasing 

behavior. Students are actively involved in online shopping on e-commerce platforms and tend to have high 

levels of impulsivity due to the influence of social media and promotional offers. Students also frequently 

contrast Shopee's promotions and service features than other online retailers. By examining the impact of 

hedonic shopping and free shipping taglines on the impulsive purchases of Shopee users among Al-Falah 

As-Sunniyah University students, who represent the younger generation consumer segment, particularly 

among students accustomed to digital shopping trends. Based on the observed social and literary 

phenomena, this study hypothesizes that hedonic shopping and free shipping taglines could influence 

impulse purchases among Shopee student users at Al-Falah As-Sunniyah University. 

 

Literature Review 

Hedonic Shopping 

Hedonism is a type of pleasure that is reflexive. The subjective emotion connected to hedonism, 

sensory pleasure, requires hedonic needs to be met (Arifiana & Mardikaningsih, 2024). Hedonists according 
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to Solomon in Hidayah (2023) are defined as one type of need based on subjective and experimental 

directions. It means that consumers can find their needs for excitement, confidence, audience or emotional 

responses. Meanwhile, Hedonic shopping is a shopping activity that provides pleasure, entertainment, and 

emotional experiences to consumers (R. L. D. Santoso & Arochman, 2024). Consumers who do hedonic 

shopping not only aim to fulfill functional needs, but also seek emotional satisfaction such as a sense of 

pleasure, happiness, or relaxation while shopping. Arnold & Reynold (2003) in Tarka (2022) explain that 

purchases are motivated by behavior that involves the senses, imagination, and emotions that make pleasure 

and material enjoyment the main goals of life. 

According to the Hedonic Consumption theory by Hirschman & Holbrook (1982) in Almaida & 

Saputra (2021) states that consumer behavior is affected by rational, emotional needs, and subjective 

experiences in shopping. The indicators for measuring hedonic shopping according to Arnold & Reynold 

(2003) in Subagio (2023) are 1) Adventure Shopping (shopping to find new experiences), 2) Gratification 

Shopping (shopping to reduce stress or improve mood), 3) Social Shopping (shopping to interact with 

others), 4) Idea Shopping (shopping to find inspiration), 5) Role Shopping (shopping to fulfill social roles), 

and 6) Value Shopping (shopping to get the best deals). 

Free Shipping Tagline 

According to Darno (2007) ), as cited in Laeli (2022) taglines are marketing strategies that influence 

consumer purchasing decisions. A tagline is a phrase or expression used in advertising, typically as a 

concluding statement, to make the advertisement's message memorable and to distinguish it from 

competitors’ ads. The "free shipping" tagline serves as an identifier for a particular online marketplace, 

setting it apart from others, to entice customers who notice the slogan (Wardhani, 2022; Zakik et al., 2022). 

Taglines that are clear and easy to recall will boost the brand if it match customer expectations and stand 

out from rivals (Dass et al., 2023; Loestefani et al., 2022). 

According to the Stimulus-Organism-Response (SOR) theory from Mehrabian and Russell (1974) 

in Ayuningrum (2022) explains that promotions such as free shipping (stimulus) can affect the emotional 

state of consumers resulting in a response in the form of impulse buying behavior. The indicators to measure 

the free shipping tagline variable according to Darno (2007) in Salsabilla (2022) Are familiarity, 

differentiation, and message or value. 

Impulsive Buying 

Impulsive Buying is a purchasing decision that is made spontaneously, without prior planning, and 

is triggered by emotional impulses (Riduwan & Wardhana, 2022). Sumarwan (2011) defines impulse 

purchasing as the propensity of customers to make impulsive, unconsidered, hurried purchases that are 

motivated by the psychological and emotional characteristics of a product and are seduced by marketing 

pressure (Adhiyani & Indriyanti, 2020; Yudha et al., 2024). Meanwhile according to Bayley and Nancarrow 

(1998) in Mattia (2021), impulsive buying is a sudden, attractive, and hedonic buying behavior where the 

speed of the impulsive decision process prevents consideration and choice of alternative information that 

is thoughtful and deliberate. Impulsive buying can occur because a person tends to have strong motivation 

because it is influenced by external stimuli, such as promotions or pleasant shopping experiences, this 

spontaneity makes consumers uncontrolled and without caring about the consequences of buying 

immediately (Ryandono et al., 2019; Septari, 2022). 

According to the Impulse Buying Theory by Rook (1987) in Ernestivita (2023) states that impulse 

buying occurs due to a strong emotional impulse and external stimuli that trigger this behavior. Impulse 

purchases are generally not planned and occur suddenly. The indicators for measuring impulsive buying 
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according to (Suprayogi et al., 2025) include unplanned purchases (spontaneous), purchases without 

thinking, rash purchases, and purchases influenced by emotional states. 

Hypothesis Formulation 

The Relationship between Hedonic Shopping and Impulsive Buying 

Hedonistic shopping is defined as shopping for pleasure, emotional fulfillment, and pleasurable 

sensory experiences in addition to functional needs (Rusni & Solihin, 2022). Hirschman and Holbrook's 

(1982) Hedonic Consumption theory explains that consumption is not only rational but also involves 

affective and symbolic elements that contribute to subjective pleasure (R. L. D. Santoso & Arochman, 

2024). People who have a hedonistic enjoyment of shopping are more likely to explore products, feel more 

emotionally stimulated, and feel more compelled to make impulsive purchases. Accordingly, Rook's (1987) 

Impulse Buying theory states that people engage in impulse buying when they feel a strong emotional desire 

to make an impulsive, unplanned purchase (Ernestivita et al., 2023; A. kusuma Wardhana et al., 2023). 

Concerning hedonic shopping, students are more likely to make impulsive purchases when they 

have a higher degree of hedonic experience when they shop on Shopee. This hedonistic experience 

encompasses elements like enjoyment, amusement, and discovery provided by the Shopee platform. The 

positive feelings that follow the hedonic experience then set off the impulsive desire to purchase (T. B. 

Santoso & Kusuma, 2023). It is clear from the above description that Both internal (such as mood and 

psychological needs) and external (such as appealing store environments) factors frequently cause these 

impulses. It is clear from the above description that: 

H1: Hedonic shopping significantly affects Al-Falah As-Sunniyah University's impulsive buying Shopee 

users. 

The Relationship between Free Shipping Tagline and Impulsive Buying 

To draw in customers, the free shipping tagline is a phrase or statement that is used to set one online 

marketplace for buying and selling apart from another (Wardhani, 2022). The Stimulus-Organism- 

Response (SOR) theory of Mehrabian and Russell (1974) states that the tagline "Free Shipping" acts as a 

stimulus (S) that influences the psychological state of customers (organism / O), including feelings of 

pleasure, desire to purchase, and perceptions of higher value for the product. An impulsive purchase 

decision is the resultant response (R). Customers are more likely to make impulsive purchases when 

presented with a "Free Shipping" promotion because they may feel an emotional rush that speeds up their 

decision-making process without giving it much thought (Ayuningrum, 2022; Juliansyah et al., 2021). 

According to Rook's (1987) Impulse Buying Theory, impulsive buying happens when people feel 

a strong, sudden desire to buy something, frequently accompanied by pleasurable feelings and a lack of 

prior planning (Ernestivita et al., 2023). By lowering the financial and psychological barriers to online 

shopping, the tagline "Free Shipping" can strengthen this impulse. Unplanned purchases are often the result 

of consumers believing they are receiving greater benefits without incurring additional costs. In relation to 

the free shipping tagline, college students are more likely to make impulsive purchases when they see the 

Shopee free shipping tagline more frequently and find it more appealing. As an external stimulus, the free 

shipping tagline elicits a strong impulsive drive and a positive emotional response, which in turn motivates 

students to make impulsive purchases. It is clear from the above description that, 

H2: Free shipping tagline significantly affects Al-Falah As-Sunniyah University's impulsive buying Shopee 

users. 
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The Relationship between Hedonic Shopping, Free Shipping Tagline, and Impulsive Buying 

Pleasure, feelings, and subjective experiences are the driving forces behind hedonistic shopping 

(Khotimah & Syafwandi, 2024). Promotional features like free shipping taglines can stimulate hedonistic 

shopping more alluring. Customers' psychological states are influenced by this tagline, which can lead to 

impulsive buying decisions as a result of the stimulus (LARASWATI, 2024). When customers have a strong 

emotional impulse and make impulsive purchases without planning, it is known as impulse buying. 

Customers who shop for hedonistic reasons are more receptive to marketing lures, such as free shipping, 

which can amplify their purchasing impulses (Shintia, 2021). Customers are more likely to make impulsive 

purchases when the emotional components of hedonic shopping and the incentive of the free shipping 

tagline are combined. It is clear from the above description that, 

H3: Hedonic shopping and free shipping taglines simultaneously have a significant effect on impulsive 

buying of Shopee users on Al-Falah As-Sunniyah University students. 

 

Figure 3. Conceptual Framework 

Source: Author (2025) 

Methodology 

This research uses a quantitative approach. The population in this study were Shopee user students 

at Al-Falah As-Sunniyah University. Sample determination using the Yamane formula. This formula is 

used to obtain a representative sample (Rahima & Cahyadi, 2022). The following sample calculation uses 

the Yamane formula: 

n  = N 

Nd2 + 1 

= 2490 

2490 (0,12) + 1 

= 96,1 

= 96 

Notes: 

n  = Number of samples 

N = Total population (2490 students) 

d  = Precision (sampling error) 0,1 or 10% 

Based on the previous calculations, the author explored increasing the sample size from 96 to 100 

students. Simple random sampling method was used in the probability sampling framework. Both primary 

and secondary data were used in this investigation. A Google Form survey was used to gather primary data, 

and pertinent literature was used to gather secondary data. For measurement, a Likert scale with a range of 

1 to 5 was employed. Data analysis was conducted using SPSS 25, which includes tests for validity and 

reliability as well as the traditional assumption tests of heteroscedasticity, multicollinearity, and normality 
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Multiple linear regression, the F and T-tests, and coefficient of determination (R2) analysis are methods for 

testing hypotheses (Fauziana et al., 2022; Febriyanti et al., 2022). 

 

Results and Discussion 

Validity and Reliability Test 

The validity test is used to determine whether the data obtained from the questionnaire that has 

been distributed is valid or not. Determination of whether the data is valid or not can be seen from R count 

and R table. If R count > R table with a = 0,05 or 5%, the data is declared valid (Rahman et al., 2022; 

Sugiyono, 2020). Reliability test is a survey research method that functions as an indicator of variables or 

constructs. If the Cronbach alpha value is > 0,60, the statement items in the questionnaire can be declared 

reliable (Ghozali, 2021; Pratiwi et al., 2022). 

Table 1. Validity and Reliability Test Result 

Variable Item R Count R Table Information 
Cronbach’s 

Alpha 
Information 

 X1.1 0.708 0.196    

 X1.2 0.597 0.196    

Hedonic 

Shopping (X1) 

X1.3 0.616 0.196 
Valid 0.808 Reliable 

X1.4 0.666 0.196 

 X1.5 0.745 0.196    

 X1.6 0.720 0.196    

Free Shipping 

Tagline (X2) 

X2.1 0.761 0.196    

X2.2 0.775 0.196 Valid 0.751 Reliable 

X2.3 0.788 0.196    

Impulsive 

Buying (Y) 

Y1 0.756 0.196    

Y2 0.810 0.196 Valid 0.812 Reliable 

Y3 0.775 0.196    

Source: Primary data processed, 2025 

The table demonstrates that all statement items within the Hedonic Shopping (X1), Free Shipping 

Tagline (X2), and Impulsive Buying (Y) variables are valid, as indicated by R Count values exceeding R 

Table values for each item. Furthermore, the Cronbach alpha value for each variable is greater than 0,60, 

confirming the reliability of all variable items, indicating that all variable items in the questionnaire can be 

used for research. 

Normality Test 

The normality test determines whether the regression model's independent and dependent variables 

have a normal distribution (Ghozali, 2021). A good regression model has a normal or nearly normal data 

distribution. Normality can be determined by examining the distribution of data (points) along the graph's 

diagonal axis (Dwi Kurnia PS, Miftahul Munir, Suhartono, 2023). 
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Figure 4. Diagram of Normality Test Results 

Source: Primary data processed, 2025 

The plot diagram's findings indicate that there is no skew in the data distribution, so it can be 

concluded that the data on the perception of respondents on hedonic shopping, free shipping taglines, and 

impulsive buying are normally distributed. 

Multicollinearity Test 

The high correlation between independent variables in a model is known as multicollinearity. This 

test checked if there was a cause-effect relationship between independent variables. Independent variables 

in a good model should not be correlated with one another (Ghozali, 2021). A VIF value less than 10 and a 

tolerance value greater than 0,10 suggest substantial similarity among the independent variables within the 

model (A. K. Wardhana & Ratnasari, 2022). 

Table 2. Multicollinearity Test Result 

Collinearity Statistics 

Variable Tolerance VIF Information 

Hedonic Shopping (X1) 0.975 1.026 No multicollinearity 

Free Shipping Tagline (X2) 0.975 1.026 No multicollinearity 

Source: Primary data processed, 2025 

The aforementioned table indicates that the VIF value is 1,026 and the tolerance value of the 

independent variables Hedonic Shopping (X1) and Free Shipping Tagline (X2) is 0,975. The VIF value is 

less than 10 and the tolerance value is greater than 0,10. 

Heteroscedasticity Test 

The heteroscedasticity test determines if there is an inequality in variance in a multiple regression 

model between the residuals of one observation and another (Ghozali, 2021). To determine 

heteroscedasticity, use a scatterplot graph, the dots must be distributed randomly, both above and below the 

number 0 on the Y axis, if this requirement is fulfilled, there is no heteroscedasticity (Riyanto, Slamet & 

Andhita, 2020). 
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Figure 5. Diagram of Heteroscedasticity Test Results 

Source: Primary data processed, 2025 

The scatterplot graph's dots are dispersed both above and below the 0 on the Y axis, spread 

haphazardly, and lack a distinct pattern. This indicates that the regression model is heteroscedastic. 

Multiple Linear Regression Analysis 

To ascertain the degree to which the independent variable affects the dependent variable, multiple 

linear regression analysis is employed (Ryandono et al., 2022; Sudariana, 2021). The equation as follows: 

 

Y = 27,895 – 0,247 X1 + 0,407 X2 

Explanation: 

1. The constant value shows that if the hedonic shopping variable (X1) and the Free Shipping Tagline 

(X2) are zero, then the value of the impulsive buying variable (Y) is 27,895. 

2. The regression coefficient value of the hedonic shopping variable (X1), which is -0,247, is negative 

and shows a unidirectional relationship to the Impulsive Buying (Y) variable, where each one unit 

increase in the hedonic shopping variable (X1) will cause a decrease in the impulsive buying 

variable by 0,247. 

3. The free shipping tagline variable (X2) has a positive regression coefficient value of 0,407, 

indicating a unidirectional relationship with the impulsive buying variable (Y). For every unit 

increase in the free shipping tagline variable (X2), the impulsive buying variable (Y) will increase 

by 0,407. 

Table 3. Multiple Linear Regression Analysis 
 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

  

Model  B Std. Error Beta t Sig. 

1 (Constant) 27.895 5.043  5.531 .000 

 Hedonic Shopping -.247 .048 -.437 -5.156 .000 

 Tagline Gratis Ongkir .407 .103 .334 3.941 .000 

Source: Primary data processed, 2025 
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F Test (Simultaneous Test) 

The simultaneous test, also known as the F test, examines the degree to which the independent 

variable affects the dependent variable (Ghozali, 2021). 

Table 4. F Test Result 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 935.476 2 467.738 8.717 .000b 

 Residual 4990.430 93 53.661   

 Total 5925.906 95    

Source: Primary data processed, 2025 

According to the analysis results in the above table, hedonic shopping (X1) and the free shipping 

tagline (X2) have a simultaneous positive influence on impulsive buying (Y), with the calculated F value 

being 8,717 > 3,94 and the sig value being 0,000 < 0,05. 

T Test (Partial Test) 

T-test or partial test to show how much influence the independent variable has on the dependent 

variable (Ghozali, 2021). 

Table 5. T Test Result 

Variable T count T table Sig. Information 

Hedonic Shopping -5.156 1.161 .000 Significant 

Tagline Free Shipping 3.941 1.161 .000 Significant 

Source: Primary data processed, 2025 

 

1. According to the following table, hedonic shopping (X1) had a sig value of 0,000 < 0,05 and a T 

count of -5,156 < T table 1,161, indicating that it significantly influences impulsive buying (Y), 

which is supported by H1 (received). 

2. The free shipping tagline (X2) had a T count of 3,941 > T table 1,161 and a sig value of 0,000 < 

0,05. This suggests that Y is significantly influenced by H2 (received). 

Coefficient of Determination Test (R2) 

The regression model's ability to explain the dependent variables is demonstrated by the coefficient 

of determination (R2) test. A greater ability of the model to affect the independent variables to explain the 

behavior of the dependent variable is indicated by a larger coefficient of determination (Ghozali, 2021). 

Table 6. Coefficient of Determination Test 

 

Model 

 

R 

 

R Square 

 

Adjusted R Square 

 

Std. Error of the Estimate 

1 .397a .158 .140 7.32534 

Source: Primary data processed, 2025 

The coefficient of determination, as shown in the above table, is 0,140, indicating that this 

regression can account for 14% of the impulsive buying variable, with the remaining 86% being impacted 

by factors not included in this study. 
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Discussion 

The Effect of Hedonic Shopping on Impulsive Buying of Shopee Users in Al-Falah As- 

Sunniyah University Students 

According to the study's findings, the significance value is 0,000 < 0,05 and the T count is -5,156 

< T table of 1,661. This suggests that the impulsive buying variable is significantly impacted negatively by 

the hedonic shopping variable. These results explain that Al-Falah As-Sunniyah University students will 

be more selective in shopping even though some enjoy a pleasant shopping experience, perhaps due to 

budget constraints or a high level of financial awareness. This also shows that other factors are likely to 

encourage impulsive buying compared to hedonic shopping. It can be said that although it has an influence, 

not all aspects of hedonic shopping encourage impulsive buying, especially in certain consumer segments 

such as students. 

Hedonic shopping significantly affected the impulsive buying of Shopee users among students of 

Al-Falah As-Sunniyah University. The result above was in line with a previous study conducted by Taufiq's 

research (2025) that hedonic shopping significantly affected the impulsive buying of Shopee users. Hernita 

(Hernita et al., 2022) shows that hedonic shopping significantly affected impulse buying among Shopee e- 

commerce users. Sungkono & Masykur (2023) state that hedonic shopping motivation significantly affected 

impulse buying. A study conducted by (Juliansyah et al., 2021) stated that hedonic shopping motivation 

significantly affected impulse buying behavior among consumers of fashion products. 

 

The Effect of Free Shipping Tagline on Impulsive Buying of Shopee Users in Al-Falah As- 

Sunniyah University Students 

The obtained T count is 3,941 > T table 1,983 and the sig value is 0,000 < 0,05. This suggests that 

the tagline "Free Shipping" affected impulsive buying. These results explain that the free shipping tagline 

could encourage impulsive buying behavior among Al-Falah As-Sunniyah University students. Students 

tend to be tempted by free shipping promotions as a form of additional cost savings, thus encouraging 

impulsive buying. Following the SOR (Stimulus-Organism-Response) theory, it explains that an external 

stimulus (S), such as a free shipping tagline, can affect the organism (O), namely consumer emotions and 

perceptions, which ultimately results in a response (R), namely impulsive buying. In this context, “free 

shipping” acts as a strong stimulus that creates a positive emotional drive. This encouragement influences 

consumers to act impulsively in making purchases. 

The free shipping tagline has a significant effect on the impulsive buying of Shopee users among 

students of Al-Falah As-Sunniyah University. Research by Taufiq (2025) supports the results of this study, 

stating that the free delivery slogan significantly and favorably influences Shopee consumers' impulsive 

purchases. In his research, Andini (Andini et al., 2023) found that students' decisions to buy products were 

affected by the Shopee marketplace's Free Shipping slogan. Ferdiansyah (2023) demonstrates that online 

buyers' decisions are affected by the free delivery tagline variable. A study conducted by (Siddiq et al., 

2020) shows that the slogan "free shipping" influenced Soloraya Shopee consumers' impulsive purchases. 

 

The Effect of Hedonic Shopping and Free Shipping Tagline on Impulsive Buying of Shopee 

Users on Al-Falah As-Sunniyah University students 

The calculated F value is 8,717 > F table of 3,94 and the sig value is 0,000 < 0,05, according to the 

study's findings. This indicates that there is a simultaneous significant influence between Hedonic Shopping 

and Free Shipping Tagline on Impulsive Buying, in other words, the two variables jointly influence the 

impulse buying decisions of Al-Falah As-Sunniyah University students in shopping through shopee. These 
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results indicate that elements that increase shopping satisfaction and benefits, such as emotional factors in 

shopping and incentives in the form of free shipping are a big part of making people want to make impulsive 

purchases. 

Hedonic shopping and free shipping tagline simultaneously have a significant effect on impulsive 

buying of shopee users among students of Al-Falah As-Sunniyah University. The findings of this study are 

consistent with Taufiq's research (2025), which found that free shipping taglines and hedonic shopping 

have a significant and simultaneous impact on Shopee users' impulsive purchases. In his research, 

Kawulusan (2023) claimed that hedonic shopping behavior and taglines both concurrently and significantly 

affect impulsive purchasing decisions. Khotimah (Khotimah & Syafwandi, 2024) demonstrates that free 

shipping and hedonic shopping motivation significantly affected impulsive purchases. (Ma’azah & 

Prasetyo, 2023) asserts that free shipping taglines and hedonic shopping motivation work together to 

influence impulsive purchases in the Shopee market. 

 

Conclusion 

It can be inferred from the research findings that hedonic shopping significantly and negatively 

impacts the impulsive buying made by Al-Falah As-Sunniyah University students who use Shopee. This 

shows that students tend to be more selective in shopping even though enjoying a pleasant shopping 

experience, perhaps due to budget constraints or a high level of financial awareness. The free shipping 

tagline has a positive and significant effect on impulsive buying, where consumers tend to be more easily 

tempted to buy impulsively due to external stimuli that create the perception of savings. Hedonic shopping 

and the free shipping tagline simultaneously significantly affected the impulsive buying of Shopee users 

among students of Al-Falah As-Sunniyah University. 

Future research is recommended to focus more on marketing strategies related to the free shipping 

tagline, because it has been successful in promoting students' impulsive purchases. However, Shopee also 

has to pay attention to other aspects that might impact impulsive buying, such as discounts, flash sales, or 

other attractive features. In addition, further research can be conducted to find out other factors that 

influence impulsive buying besides hedonic shopping and free shipping taglines. 

This study has limitations in sample coverage which only involves Al-Falah As-Sunniyah 

University students. In addition, this study only uses two independent variables, namely hedonic shopping 

and free shipping taglines, so it does not include other factors that may This study has limitations in sample 

coverage which only involves Al-Falah As-Sunniyah University students, so the results cannot be 

generalized to a wider population and for additional studies to examine a larger population that is not just 

interested in students but also young people in general. In addition, this study only uses two independent 

variables, namely hedonic shopping and free shipping taglines, so it does not include other factors that 

could affect impulsive buying, such as brand image, cashback, discounts, consumer emotional state, eco- 

friendly lifestyle, etc. 

Based on the research findings, several recommendations can be made for both researchers and 

practitioners. First, future research should explore the moderating effects of other variables. such as 

personality traits and product involvement, on the connection between impulsive buying and hedonic 

shopping. Second, marketers should continue in utilizing the power of free shipping promotions to stimulate 

impulse buying. However, to increase the effectiveness of these promotions, it is important to consider the 

specific needs and preferences of the target audience. Customized marketing messages and personalized 

offers can further amplify the impact of free shipping slogan. 



Copyright ©2025 Airlangga Journal of Innovation Management 115  

Author’s Contribution 

Mr. Taufiq contributed in writing and processing the article data, Mr. Dovi contributed in correcting 

the article structure and data processing results and Mr. Abdeljawad checked the paper to avoid something 

missing. 

Acknowledgements 

In order to finish this article, the author is thankful to Allah. for providing patience and good health. 

Special thanks to the author's parents, relatives, friends, and friends-in-arms for their encouragement and 

support. Al-Falah As-Sunniyah University is also acknowledged by the authors for supporting and enabling 

their research. Finally, we would like to express our gratitude to the Airlangga Journal of Innovation 

Management (AJIM) all of the reviewers and editors who have allowed us to publish our article, and the 

people who dedicated their time and effort to it. 

 

Declaration of Competing Interest 

No financial, commercial, or third-party interest in this study 

Funding 

This study has no funding 

References 

Adhiyani, O. R., & Indriyanti, A. (2020). Analisa Pengaruh Iklan, Cashback dan User Friendly terhadap 

Impulse Buying Konsumen Dompet Elektronik OVO di Surakarta. Jurnal Mebis, 5(2). 

Almaida, A., & Saputra, D. H. (2021). Pengaruh Manfaat Utilitarian dan Manfaat Hedonis serta Status 

Sosial terhadap Keputusan Perpindahan Merek dari Televisi Kabel ke Netflix. Jurnal Bisnis Dan 

Pemasaran Digital, 1(1), 49–59. 

Amalia, P. (2023). Pengaruh Diskon Tanggal Kembar dan Gratis Ongkir Shopee terhadap Perilaku 

Konsumtif Mahasiswa Ekonomi Islam UII. Universitas Islam Indonesia. 

Andini, M. P., Ariza, A. F., & Wulandari, D. S. (2023). Pengaruh Tagline “Gratis Ongkir” Marketplace 

Shopee Terhadap Keputusan Pembelian Pada Mahasiswa di Universitas Sari Mulia. Economic and 

Education Journal (Ecoducation), 5(2), 114–130. https://doi.org/10.33503/ecoducation.v5i2.3512 
APJII. (2024). APJII Jumlah Pengguna Internet Indonesia Tembus 221 Juta Orang. 

Arifiana, A., & Mardikaningsih, R. (2024). The Influence of Affective Image , Attractiveness , Hedonism 

, Psychological Well-Being , and Shopping Experience on Revisit Intention. Airlangga Journal of 

Innovation Management, 05(04), 575–598. 

Ariska, Y. I., Yustanti, N. V., & Ervina, R. (2022). Dampak Tagline “Gratis Ongkos Kirim” dan Program 

Flash Sale pada Marketplace Shoppe untuk Mendorong Impulsive Buying secara Online. EKOMBIS 

REVIEW: Jurnal Ilmiah Ekonomi Dan Bisnis, 10(S1). https://doi.org/10.37676/ekombis.v10iS1.2005 

Ayuningrum, S. P. (2022). Analisis Faktor-Faktor Yang Memengaruhi Niat Belanja Online Konsumen 

Selama Pandemi Covid-19 Dengan Menggunakan Kerangka Stimulus-Organisme-Respons (SOR). 

Bazlinah, F. (2024). Pengaruh Motivasi Belanja Hedonis dan Gaya Hidup terhadap Pembelian Impulsif 
Pada Mahasiswa Pengguna E-Commerce. Fakultas Psikologi UIN Syarif Hidayatullah Jakarta. 

Dass, M., Kohli, C., & Acharya, M. (2023). An investigation into slogan design on creating slogan–brand 

alignment: Message clarity and creativity enhance while jingles and rhymes weaken alignment. 

Journal of Advertising Research, 63(1), 43–60. 

Dwi Kurnia PS, Miftahul Munir, Suhartono. (2023). Analisis Statistik dengan SPSS (1st ed.). CV.EUREKA 

MEDIA AKSARA. 

Eji, A. (2024). Marketing Strategy of Sponsorship Events and Celebrity Endorsement to Increase Consumer 

Brand Awareness of Kapal Api Products. Airlangga Journal of Innovation Management, 5(1), 141– 

153. https://doi.org/10.20473/ajim.v5i1.55785 

Ernestivita, G., Budiyanto, B., & Suhermin, S. (2023). Seni Digital Marketing untuk Meningkatkan 

Pembelian Impulsif dan Compulsif. 



Copyright ©2025 Airlangga Journal of Innovation Management 116  

Fauziana, H., Wardhana, A. K., & Rusgianto, S. (2022). The Effect of Education, Income, Unemployment, 

and Poverty toward the Gini Ratio in Member of OIC Countries. Daengku: Journal of Humanities 

and Social Sciences Innovation, 2(2), 181–191. 

Febriyanti, A. R., Ratnasari, R. T., & Wardhana, A. K. (2022). The Effect of Economic Growth, 

Agricultural Land, and Trade Openness Moderated By Population Density on Deforestation in OIC 

Countries. Quantitative Economics and Management Studies, 3(2). 

Ferdiansyah, M. I. (2023). Pengaruh Flash Sale dan Tagline “Gratis Ongkir” Shopee Terhadap Keputusan 

Pembelian Implusif Secara Online. ALEXANDRIA (Journal of Economics, Business, & 

Entrepreneurship), 4(2), 106–109. https://doi.org/10.29303/alexandria.v4i2.473 

Ghifara, A. S., Iman, A. N., Wardhana, A. K., Rusgianto, S., & Ratnasari, R. T. (2022). The Effect of 

Economic Growth, Government Spending, and Human Development Index toward Inequality of 

Income Distribution in the Metropolitan Cities in Indonesia. Daengku: Journal of Humanities and 

Social Sciences Innovation, 2(4), 529–536. 
Ghozali, I. (2021). Aplikasi Analisis Multivariate (10th ed.). Badan Penerbit Universitas Diponegoro. 

Hernita, N., Istiono, D., & Z Nur, L. (2022). Budaya Hedonic Shopping Motivation dan Sales Promotion 

terhadap Impulse Buying Pengguna E-Commerce Shopee. Titian: Jurnal Ilmu Humaniora, 6(2), 194– 

210. https://doi.org/10.22437/titian.v6i2.21597 

Juliansyah, A. F., Putri, A. E., Suryadana, M. L., Endyana, C., & Wardhana, A. K. (2021). Global Muslim 

Response to Bandung Halal Tourism Branding. International Journal of Applied Sciences in Tourism 

and Events, 5(2), 197–206. https://doi.org/https://doi.org/https://doi.org/10.31940/ijaste.v5i2.197-206 

Kawulusan, V. T., Ogi, I. W. J., & Moniharapon, S. (2023). PENGARUH DISPLAY PRODUK, TAGLINE 

DAN PERILAKU HEDONIC SHOPPING TERHADAP KEPUTUSAN PEMBELIAN IMPULSIF 

DI MR D.I.Y MANADO TOWN SQUARE. Jurnal EMBA : Jurnal Riset Ekonomi, Manajemen, 

Bisnis Dan Akuntansi, 11(4), 161–172. https://doi.org/10.35794/emba.v11i4.51640 

Khotimah, K., & Syafwandi, S. (2024). Analisis Pengaruh Motivasi Belanja Hedonis, Gratis Ongkir, dan 

Consumer Review terhadap Pembelian Impulsif pada Konsumen Online Shop. Journal of Internet 

and Software Engineering, 1(2), 14. https://doi.org/10.47134/pjise.v1i2.2274 

Kusnanto, S. P., Gudiato, C., Kom, M., Usman, S. E., Blasius Manggu, S. E., & Sumarni, M. L. (2024). 

Transformasi Era Digitalisasi Masyarakat Kontemporer. Uwais Inspirasi Indonesia. 

Laeli, R. N., & Prabowo, R. E. (2022). Analisis Pengaruh Online Customer Review, Online Customer 

Rating dan Tagline" Gratis Ongkir" terhadap Keputusan Pembelian melalui Marketplace Shopee. 

SEIKO: Journal of Management & Business, 5(2), 306–314. 

LARASWATI, R. A. Y. U. (2024). PENGARUH FLASH SALE, GRATIS ONGKOS KIRIM, DAN VIRAL 

MARKETING TERHADAP PERILAKU PEMBELIAN IMPULSIF MELALUI. 

Loestefani, V., Poan, R., Suwitorahardjo, B., & Wardhana, A. K. (2022). Service Quality and Product 

Quality as An Influence on Customer Loyalty at Naturalis Koffie. FIRM Journal of Management 

Studies, 7(2), 211–236. 

Ma’azah, N., & Prasetyo, A. (2023). Brand Image Melalui Customer Satisfaction Sebagai Variabel 

Intervening Terhadap Customer Loyalty Pada Produk Skincare Safi Indonesia. Airlangga Journal of 

Innovation Management, 4(2), 219–228. https://doi.org/10.20473/ajim.v4i2.50401 

Mattia, G., Di Leo, A., & Principato, L. (2021). Online Impulse Buying and Cognitive Dissonance. 
Springer. 

Pratiwi, A. C., Wardhana, A. K., & Rusgianto, S. (2022). Application of Vector Error Correction Model on 

Macroeconomic Variables toward Changes in the Composite Stock Price Index. Daengku: Journal of 

Humanities and Social Sciences Innovation, 2(2), 219–229. 

Pujianto, O., Achsa, A., & Novitaningtyas, I. (2023). Pengaruh Brand Ambassador, Sales Promotion Dan 

Brand Awareness Terhadap Keputusan Pembelian Pada E-Commerce Shopee. Airlangga Journal of 

Innovation Management, 4(1), 60–73. https://doi.org/10.20473/ajim.v4i1.45502 

Rahima, P., & Cahyadi, I. (2022). Pengaruh Fitur Shopee Paylater terhadap Perilaku Konsumtif Mahasiswa 

Universitas Mataram. Target: Jurnal Manajemen Bisnis, 4(1), 39–50. 
Rahman, I., Ratnasari, R. T., & Wardhana, A. K. (2022). Effect of Certificate of Bank Indonesia Sharia and 



Copyright ©2025 Airlangga Journal of Innovation Management 117  

Indonesian Bank Seven Days Repository Rate to Inflation Ratio in Indonesia During Covid-19 

Pandemic. Economic Education and Entrepreneurship Journal, 5(1), 157–174. 

Ramdhani, D., & Maulina, R. (2023). The Effect of Price and Free Shipping on Purchasing Decisions in E- 

Commerce Shopee on Students of The Faculty of Economics Pasim National University. International 

Journal of Integrative Sciences, 2(9), 1349–1368. 

Riduwan, R., & Wardhana, A. K. (2022). Effect of industrial digitalization on total halal meat production 

in Java. Journal of Halal Product and Research, 5(1), 24–31. 

Riyanto, Slamet, H., & Andhita, A. (2020). Metode Riset Penelitian Kuantitatif Penelitian-di Bidang 

Manajemen (p. 280). 

Rusni, A., & Solihin, A. (2022). PENGARUH MOTIVASI BELANJA HEDONIS, DISKON HARGA 

DAN TAGLINE “GRATIS ONGKIR” TERHADAP KEPUTUSAN PEMBELIAN IMPULSIF 

SECARA ONLINE DI SHOPEE. Jurnal Ilmiah Manajemen Dan Bisnis, 7(2), 167–179. 

https://doi.org/10.38043/jimb.v7i2.3841 

Ryandono, M. N. H., Imron, M. A., & Wildan, M. A. (2022). World oil prices and exchange rates on Islamic 

banking risks. International Journal of Energy Economics and Policy, 12(4), 409–413. 

Ryandono, M. N. H., Permatasari, S. A., & Wijayanti, I. (2019). Business behavior in an islamic 

perspective: Case study of muslim woman entrepreneurs in Ikatan Wanita Pengusaha Indonesia 

(IWAPI). 12th International Conference on Business and Management Research (ICBMR 2018), 

154–159. 

Salsabilla, D. (2022). PENGARUH VOUCHER GRATIS ONGKOS KIRIM TERHADAP KEPUTUSAN 

PEMBELIAN PRODUK DI E-COMMERCE SHOPEE (Studi Mahasiswa FEBI Program Studi 

Ekonomi Syariah Angkatan 2018). IAIN MANADO. 

Santoso, R. L. D., & Arochman, M. (2024). Pengaruh Motivasi Belanja Hedonis, Promosi Penjualan, Dan 

Atmosfer Toko Terhadap Pembelian Impulsif. PRAGMATIS, 5(2), 67–76. 

Santoso, T. B., & Kusuma, A. (2023). The Development of the Usage of Blockchain for Waqf and Zakat 

Globally: A Bibliometric Study. International Journal of Mechanical Computational and 

Manufacturing Research, 13(3), 83–91. 

Septari, F. (2022). Pengaruh Flash Sale Dan Tagline Gratis Ongkir Shopee Terhadap Keputusan 

Pembelian Impulsif Pada Mahasiwa Ekonomi Syariah FEBI UIN Ar-Raniry Dari Perspektif Ekonomi 

Islam. UIN Ar-Raniry. 

Shintia, R. (2021). Pengaruh Motivasi Belanja Hedonis Dan Display Produk Terhadap Keputusan 

Pembelian Impulsif Mahasiswa Jurusan PIPS Angkatan 2018-2019 Universitas Jambi. Universitas 

Jambi. 

Siddiq, I., Juliana, J., & Adirestuty, F. (2020). Shariapreneur Interest: Analysis Of Sharia Business 

Knowledge and Motivation (Studies On Students Of The Islamic Economics Study Program Bandung 

City Universities. Review of Islamic Economics and Finance, 3(2), 80–90. 
Similarweb. (2024). Peringkat Situs Web Marketplace Teratas di Indonesia pada November 2024. 

Similarweb. 

Subagio, H. (2023). Pengaruh atribut supermarket terhadap motif belanja hedonik motif belanja utilitarian 

dan loyalitas konsumen. 

Sudariana, N. (2021). Analisis Statistik Regresi Linier Berganda. 

Sugiyono. (2020). Metodologi Penelitian Kuantitatif, Kualitatif dan R & D. 

Sungkono, M. M., & Maskur, A. (2023). Pengaruh Sales Promotion, Hedonic Shopping Motivation, dan 

Shopping Lifestyle Terhadap Impulse Buying Pada Situs Belanja Online (Studi Terhadap Pengguna 

Tokopedia di Kota Semarang). Oikos: Jurnal Kajian Pendidikan Ekonomi Dan Ilmu Ekonomi, 7(2), 

2549–2284. 

Suprayogi, N., Fianto, B. A., Febriyanti, A. R., Sukmaningrum, P. S., Filianti, D., & Wijayanti, I. (2025). 

PEMBERDAYAAN MASYARAKAT PESISIR DI DESA KWANYAR BARAT, BANGKALAN, 

MADURA: PERSPEKTIF KEBERLANJUTAN LINGKUNGAN, KESEHATAN, DAN EKONOMI 
DIGITAL. Jurnal Terapan Abdimas, 10(1), 1–10. 

Tarka, P., Kukar-Kinney, M., & Harnish, R. J. (2022). Consumers’ personality and compulsive buying 



Copyright ©2025 Airlangga Journal of Innovation Management 118  

behavior: The role of hedonistic shopping experiences and gender in mediating-moderating 

relationships. Journal of Retailing and Consumer Services, 64, 102802. 

Wardhana, A. K., & Ratnasari, R. T. (2022). Impact of Agricultural Land and the Output of Agricultural 

Products Moderated with Internet Users toward the Total export of Agricultural Product in Three 

Islamic South East Asian Countries. Iqtishodia: Jurnal Ekonomi Syariah, 7(2), 11–20. 

Wardhana, A. kusuma, Ratnasari, R. tri, & Fauziana, H. (2023). Islamic Investment in Indonesia Before 

and During Pandemic of Covid-19: a Bibliometric Study. Berkala Akuntansi Dan Keuangan 

Indonesia, 8(1), 22–37. https://doi.org/10.20473/baki.v8i1.33557 

Wardhani, C. A. (2022). Pengaruh Promosi, Tagline Gratis Ongkir, Dan Kualitas Pelayanan Terhadap 

Keputusan Pembelian Melalui E-Commerce Shopee Pada Mahasiswa Progam Studi Manajemen 

Bisnis Syariah IAIN Kudus. IAIN KUDUS. 

Yudha, A. T. R. C., Huda, N., Maksum, M., Sherawali, S., & Wijayanti, I. (2024). The Moderating Effect 

of Religiosity on Fashion Uniqueness and Consciousness in Halal Fashion Purchase. Indonesian 

Journal of Halal Research, 6(2), 71–84. 

Zaki, I., Herianingrum, S., Hapsari, M. I., Bayuny, A. F. R., & Wijayanti, I. (2024). Diversifikasi 

Pengolahan Frozen Nugget, Pengemasan dan Pemasaran Google Bisnis. JILPI: Jurnal Ilmiah 

Pengabdian Dan Inovasi, 2(3), 1–10. 

Zakik, Z., Kamil, A., Prasetyo, A. S., Ryandono, M. N. H., & Wijayanti, I. (2022). Economic development 

on Madura Island through halal tourism: A business feasibility study. Al-Uqud: Journal of Islamic 

Economics, 6(2), 289–303. 


