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ABSTRAK 

 Melia Maulidasari, 1910412220047, 2023. Pengaruh price discount dan 

customer trust terhadap impulse buying pada situs marketplace Shopee (studi pada 

masyarakat Kota Banjarmasin pengguna aplikasi Shopee). Di bawah bimbingan 

Saladin Ghalib. 

 Tujuan penelitian ini untuk menguji pengaruh secara parsial maupun 

simultan pada variabel price discount dan customer trust terhadap impulse buying 

dengan menggunakan pendekatan kuantitatif, yang berlokasi di Kota Banjarmasin 

serta jumlah sampel sebanyak 100 responden, dipilih secara accidental sampling. 

Pengumpulan data menggunakan kuesioner dan analisis regresi linear berganda 

untuk menguji hipotesis.  

 Hasil penelitian ini membuktikan bahwa price discount dan customer 

trust berpengaruh positif dan signifikan baik secara parsial maupun simultan 

terhadap impulse buying pada masyarakat Kota Banjarmasin pengguna aplikasi 

Shopee. 

Kata Kunci: price discount, customer trust, dan impulse buying. 

 

 

 

  



 
 

 
 

ABSTRACT 

Melia Maulidasari, 1910412220047, 2023. The effect of price discounts 

and customer trust on impulse buying on the Shopee marketplace site (study of 

Banjarmasin City people who use the Shopee application). Under the guidance of 

Saladin Ghalib. 

The purpose of this study was to examine the effect partially or 

simultaneously on price discount variables and customer trust on impulse buying 

using a quantitative approach, located in Banjarmasin City and a sample size of 

100 respondents, selected by accidental sampling. Data collection using 

questionnaires and multiple linear regression analysis to test the hypothesis.  

The results of this study prove that price discount and customer trust 

have a positive and significant effect both partially and simultaneously on impulse 

buying in the people of Banjarmasin City who use the Shopee application. 

Keywords: price discount, customer trust, and impulse buying. 
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