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Abstrak

Tujuan penelitian ini adalah untuk mengetahui pengaruh variabel online store
beliefs dan self control terhadap online impulsive buying konsumen marketplace
Shopee di Kota Bekasi. Pengumpulan data dilakukan dengan cara menyebar
kuesioner melalui google form. Pengambilan sampel dilakukan dengan
menggunakan teknik non probability sampling dan purposive sampling. Alat
analisis yang digunakan adalah regresi linier berganda, regresi linier sederhana
dan uji asumsi klasik. Pengujian hipotesis menggunakan uji F (simultan) dan uji t
(parsial). Hasil penelitian menunjukkan bahwa online store beliefs dan self control
berpengaruh positif dan signifikan terhadap online impulsive buying secara

simultan maupun parsial.

Kata Kunci : Online Store Beliefs, Self Control, Shopee, Kota Bekasi



Abstract

The purpose of this study was to determine the effect of online store beliefs
and self control variables on online impulsive buying of Shopee marketplace
consumers in Bekasi City. Collecting data using a questionnaires via google form.
Sampling was carried out using non-probability sampling and purposive sampling
techniques. The analytical tools used are multiple linear regression, simple linear
regression and classical assumption test. Hypothesis testing using F test
(simultaneous) and t test (partial). The results showed that online store beliefs
and self control had a positive and significant effect on online impulsive buying

simultaneously or partially.

Keywords : Online Store Beliefs, Self Control, Shopee, Bekasi City
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