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Abstract
The increasing of internet users and the growing of e-commerce in Indonesia impact on consumer behavior in terms of shopping. One of the models of shopping channels that are currently being the world's trend is replacing conventional shopping systems that require shoppers to come to shopping with a shopping system online.  This research aims to determine whether there is influence on shopping lifestyle, hedonic shopping motivation and sales promotion of impulse buying in Berrybenka consumer. The samples on this research are consumers who have ever shopped at Berrybenka e-commerce through websites or applications. The sampling method used in this study is non- probability sampling using the purposive sampling technique. The data analysis used is a descriptive analysis and confirmatory factor analysis (CFA). The hypothesis test results show that shopping lifestyle variable affects impulse buying behavior, while hedonic shopping motivation and sales promotion have no effect on the impulse buying behavior.

Keywords: Hedonic Shopping Motivation, Impulse Buying, Sales Promotion, Shopping
Lifestyle
This paper is a revised and expanded version of a paper The Effect of Shopping Lifestyle, Hedonic Shopping Motivation and Sales Promotion on Impulse Buying Behavior in E-Commerce (Case of Study of Berrybenka Consumer) presented at UG Economic Faculty International Conference October 31st , 2019, Bekasi, West Java, Indonesia.
INTRODUCTION

The development of times and increasingly advanced technology, making the internet as much needed by the public. The Internet can make it easier for someone to interact and find information efficiently and quickly. The increase in internet users and the development of e-commerce in Indonesia has an impact on consumer behavior in terms of shopping. One model of shopping channels that is currently becoming a world trend is the replacement of conventional shopping systems that require buyers to come to shopping places with an online shopping system.
Purchasing behavior has experienced a shift from planned shopping behavior to being unplanned. People who behave unplanned think short and look for the instant. They are looking for products that can provide short-term benefits to solve problems that are in plain sight. This encourages customers to act because of a certain attraction or sentiment or passion, or in other words impulse buying occurs.

The rapid internet network also indirectly brings new phenomena or new lifestyles among people who like to take advantage of internet facilities. One of the benefits used is online shopping. To still look trendy and attractive, of course, it takes a variety of fashion products such as clothing, shoes and supporting accessories. In this case,

Table 1. Top Brand Awards Online Shop Fashion Category for 2017 and 2018
	2017
	2018

	Merek
	TBI
	TOP
	Merek
	TBI
	TOP

	Zalora.co.id
	40,1%
	TOP
	Zalora.co.id
	15,5%
	TOP

	Lazada.co.id
	17,7%
	TOP
	Lazada.co.id
	9,4%
	

	Berrybenka.com
	6,4%
	
	Shopee.co.id
	5,5%
	

	OLX.co.id
	2,7%
	
	Berrybenka.com
	4,9%
	

	Tokopedia.com
	1,8%
	
	Tokopedia.com
	0,9%
	


Source: www.topbrand-award.com

Berrybenka can be a solution to continue to look fashionable and attractive. Berrybenka provides services in the form of facory outlets and online shop services provided on Berrybenka's official website, www.berrybenka.com.

Based on data released www.topbrand-award.com it can be seen that the Berrybenka brand has decreased in the online fashion category. In 2017 Berrybenka ranked third with a TBI of 6.4% and in 2018 was ranked fourth with a TBI of 4.9% Berrybenka decreased by 1.5%. If Berrybenka can read the factors that can influence impulsive buying and make the right strategy, it will make this impulse buying behavior as a means to increase their sales. Based on the background described above, the researchers conducted to analyze whether shopping lifestyle, hedonic shopping motivation and sales promotion partially influence the impulse buying behavior and on Berrybenka e-commerce consumers.

LITERATUR REVIEW

Consumer Behavior

Setiadi (2013) defines consumer behavior is an action that is directly involved in getting, consuming, and consuming a product or service, including the decision process that precedes and follows this action. Kotler and Amstrong (2016) define consumer behavior is the study of how individuals, groups, and organizations choose, buy, use and utilize goods, services, ideas, or experiences to satisfy their needs and desires. Based on these definitions, research comes to the understanding that consumer behavior learns how individuals, groups and organizations choose, buy, use and utilize goods, services, ideas, or experiences in order to satisfy their needs and desires.

Impulse Buying (Unplanned Purchases)

According to Utami (2018), impulsive buying is a purchase that occurs when consumers see a particular product or brand, then consumers become interested in getting it, usually because of an attractive stimulus from the store. Impulsive buying is an act of purchase that is carried out without prior planning, which is caused due to the strong emotional impulse towards the desire for a product that creates a feeling of having a very large (urgent) towards the product (Sembiring, 2013). In simple terms, it can be explained that impulse buying is a buying process that occurs when someone sees an item and suddenly wants to buy the item, then decides to make a purchase right away. Rook and Fisher (1995) impulsive buying has several aspects, namely spontaneity, strength, compulsion, and intensity, excitement and stimulation, indifference to the results. impulse buying is actually not expected by consumers, but this purchase motivates consumers to buy right away, and is often a response to direct visual stimulation at the point of sale. The motivation in question is the motivation to put everything aside and act immediately. Individuals have a sudden urge to buy things and are accompanied by emotions that are characterized as exciting, thrilling or wild. as a result often the urge to buy goods becomes difficult to refuse so negative consequences are often ignored. According to Rook and Fisher (1995) indicators of impulse buying behavior are purchase spontaneity, unable to resist the desire to buy, difficult to control yourself from the urge to buy, not considering the consequences.

Shopping Lifestyle

According to Kotler and Keller (2012) Lifestyle is a person's lifestyle in the world expressed in his activities, interests, and opinions. Life style describes the whole person in interacting with their environment. Lifestyle describes the whole pattern of a person in action and interact in the world. Sumarwan (2011) stated that lifestyle is depicted with dimensions activities, interests and opinions. lifestyle is related to the way of life that is identified by how people spend their time. lifestyle also shows what they consider important in their environment and what they think about themselves and the world around them. Lifestyle from time to time and shopping has become one of the most popular lifestyle. To fulfill this lifestyle, people are willing to sacrifice something to achieve it and it tends to result in impulse buying. The ever-expanding lifestyle makes shopping one of the most favored places for someone to make ends meet. The higher consumers shop and make a lifestyle, the greater the possibility of an implusive purchase (Kosyu, Hidayat & Abdillah, 2014). From previous research according to Chusniasari and Prijati (2015), shopping lifestyle has a positive and significant influence on impulse buying. Sholihah, Rachma, and Slamet (2017) also stated that shopping lifestyle has a significant influence on impulse buying in Malang Town Square, Olympic Garden Mall. while for electronic spending Hursepuny and  Oktafani (2018) showed that shopping lifestyle had a positive and significant effect on impulse buying on Shopee_id.

H1: Shopping manifest is also believed to influence impulse buying behavior in Berrybenka e-commerce consumers.

Hedonic Shopping Motivation

Hedonic shopping motivation is psychological needs such as satisfaction, prestige, emotions, and other subjective feelings. These needs often arise to meet social and aesthetic demands and are also called emotional motives (Setiadi, 2013). According to Utami (2010) Hedonic Shopping Motivation is shopping because it will get pleasure and feel that shopping is something interesting. When consumers will buy products, there is a strong motivation from within. According to Arnold and Reynold (2003), hedonic shopping motivation has six dimensions namely adventure shopping, social shopping, gratification shopping, idea shopping, role shopping, value shopping. Consumers with adventure shopping motives consider shopping as an adventure and they feel they have experience in a different world. Consumers with social shopping motives enjoy spending time with family and friends while making purchases. hedonic shopping also occurs because consumers feel that shopping will reduce the perceived tension and is considered a way to give a gift to yourself. With the motivation of shoping ideas consumers shop to stay abreast of trends and changes in fashion. Shopping as a search for the right offer that suits the needs of consumers and through the act of buying the consumer gets a joyous experience and joy when he finds the perfect gift for others.

Hedonic shopping motivation is psychological needs such as satisfaction, prestige, emotions, and other subjective feelings. These needs often arise to meet social and aesthetic demands and are also called emotional motives (Setiadi, 2013). Medical shopping motivation can lead to impulse / unplanned buying, an act of purchase made without pre-planned or purchase decisions made while in the store or online. Rahma and Septrizola, (2019) stated that hedonic shopping motivation variable has a positive and significant effect on e-impulse buying. It means that hedonic shopping motivation is able to do e-impulse buying. Andryansyah and Arifin, (2018) stated that hedonic motives had a significant effect on impulse buying variables. In other words the higher hedonic shopping motivation, the higher the e-impulse buying that occurs. Based on the above study, the hypothesis is formulated as follows:

H2: Hedonic shopping motivation is thought to influence impulse buying behavior in Berrybenka e-commerce consumers.

Sales Promotion

Sales Promotion is a form of direct persuasion through the use of various incentives that can be arranged to stimulate product purchases immediately and increase the amount of goods purchased by customers (Tjiptono, 2008). According to Ma'ruf (2006) sales promotion is a retail promotion program in order to encourage sales or to increase sales or in order to maintain customer interest to keep shopping at him. Kotler and Keller (2012) stated that sales promotion is a core ingredient in marketing campaigns, consisting of a collection of incentive tools, mostly short-term, designed to stimulate faster or greater purchases of certain products or services by consumers or trading. Sales promotion indicators include promotional coupons or shopping vouchers offered, discount offered, sweepstakes or contests to get prizes. Including terms are reduction in prices for purchases with the terms and conditions applicable to the company or brand and a promise to return goods or money for a certain period.

Sales promotion is a form of direct persuasion through the use of various incentives that can be arranged to stimulate product purchases immediately and increase the amount of goods purchased by customers (Tjiptono, 2008). Through sales promotions, companies can attract new customers and can influence customers to try a new product, encourage customers to buy more, attack competitors' promotional activities, increase impulsive purchases, or seek closer cooperation with retailers. From previous research, sales promotion proved to have a significant effect on impulse buying (Sholihah et.al, 2017; Amanah and Pelawi, 2015). The hypothesis formulated as follows:

H3: Sales promotion is suspected to influence impulse buying behavior in Berrybenka e-commerce consumers.

RESEARCH METHOD

Population and Sample

The population in this study are all consumers who have shopped at Berrybenka e-commerce through a website or application with an unknown population. In this study, the number of consumers is unknown, therefore the sampling technique uses non-probability sampling, specifically purposive sampling which is a sampling technique with criteria for consumers who have shopped at Berrybenka e-commerce through a website or application. The existence of rules for determining the sample for research is one important thing. Hair et.al, (2006) states that to measure the sample size is calculated between (5-10) x number of indicators. The indicators in this study consisted of 3 independent variables and 1 dependent variable. The total statement in this study was 23 statements, from the formula this research took a sample of 10 x 23 = 230, so the number of samples taken in this study were 230 respondents. This research’s size sample used was 300 people.

Data analysis method

Validity shows the degree of accuracy between the actual data occurring on the object and the data collected by the researcher (Sugiyono, 2017). The test criterion states if r count> rho then the statement said to be valid. Reliability is an index that shows the extent to which a measurement direction can be trusted or reliable and the extent to which the measurement results remain consistent if two or more measurements are taken of all the same with the same measuring instrument. In determining the level of reliability of a research instrument it can be accepted if in the range of r alpha> 0.60 to 0.80, is considered reliable and in the range > 0.80 to 1.00, is considered very reliable. Confirmatory Factor Analysis (CFA) is designed to test the multidimensionality of a theoretical construct. Latent variables used in research are formed based on theoretical concepts with several indicators or manifests. Confirmatory analysis wants to test whether these indicators are valid indicators as a measure of latent constructs. In other words whether the indicators are a multidimensionality measure of a latent construct (Ghozali, 2017).

RESULTS AND DISCUSSION

Good instruments must be valid and reliable. Valid instruments must have internal and external validity. An instrument has internal validity if the criteria in the instrument rationally reflect what is measured. In this research, validity is measured by the correlation value between statement items used to carve one variable. With the number of 30 respondents  and 5% of the research error, then if the correlation value between statement items is greater than 0.377 then it says that the series of statements is valid.

The validity test will prove whether the statements that make up the respondent's perception of a particular variable are valid or not. The validity test results as shown in the Table 2 are known to be the value of Corrected Item-Total Correlation of each component measuring the variable has a value above 0.377. Thus it can be concluded that the component is valid, meaning that the component used to extend the variable can be used.

In addition to the validity of a measuring instrument, reliability will also be tested. Questionnaire reliability is related to the degree to which measurements are error-free. Existing perspectives on reliability are stability, equivalence and internal consistency (Emory and Cooper, 1991). The reliability test of the research instrument was carried out jointly for all statement items / measuring components. At the 95% confidence level, if the Cronbachs' Alpha coefficient is greater than 0.6 then the questionnaire is declared reliable. The reliability test results of the questionnaire in this study indicate the Cronbachs' Alpha value of each variable is greater than 0.6 so that the questionnaire is declared reliable for use as a gauge.

Table 2: Validity and Reliability Test
	Variabel
	Statement
	Corrected Item-Total Correlation
	Cronbachs' Alpha

	Shoping Lifestyle
	SL1
	0,683
	0,724

	
	SL2
	0,585
	

	
	SL3
	0,660
	

	
	SL4
	0,753
	

	
	SL5
	0,811
	

	
	SL6
	0,431
	

	Hedonic Shopping Motivation
	HSM1
	0,587
	0,770

	
	HSM2
	0,710
	

	
	HSM3
	0,538
	

	
	HSM4
	0,517
	

	
	HSM5
	0,732
	

	
	HSM6
	0,764
	

	
	HSM7
	0,713
	

	
	HSM8
	0,478
	

	Sales Promotion
	SP1
	0,680
	0,780

	
	SP2
	0,822
	

	
	SP3
	0,791
	

	
	SP4
	0,634
	

	
	SP5
	0,736
	

	Impulse Buying
	IB1
	0,512
	0,771

	
	IB2
	0,799
	

	
	IB3
	0,879
	

	
	IB4
	0,845
	


CFA Shopping Lifestyle Test, Hedonic Shopping Motivation And Sales Promotion To Impulse Buying

Confirmatory analysis results for exogenous shopping lifestyle variables built with a total of 5 measuring indicators, exogenous hedonic shopping motivation variables built with a total of 8 measuring indicators, and exogenous sales promotion variables built with a total of 5 indicators for endogenous variables impulse buying built with a total of 4 indicators can be seen in Figure 1.

Based on the confirmatory test construct of shopping lifestyle variables, hedonic shopping motivation and sales promotion towards impulse buying, it can be concluded that there is feasibility in the model. This is based on the results of goodness of fit indexes that have fulfilled the requirements. The GFI value achieved was 0.883, CFI was 0.921, AGFI at 0.838 and IFI at 0.922. This shows that the model is acceptable.

In this study, it is suspected that there is an influence of shopping lifestyle on impulse buying. It can be seen in table 2 that the C.R value is 6.216> 1.96 or the P value is marked *** <0.05. Thus it can be concluded that alternative hypotheses in this study were accepted, which means shopping lifestyles have an effect on impulse buying on Berrybenka consumers. Based on the calculation of C.R value of 6.216> 1.96 or P value of 0.000 <0.05. So it can be concluded that shopping lifestyle influences impulse buying behavior in Berrybenka e-commerce consumers. Shopping lifestyle is a lifestyle that someone does to express themselves with a pattern of spending time and money, which can be used to distinguish the nature and characteristics of a person through shopping style (Kosyu, et.al 2014).
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Figure 1: Research Path Diagram

Table. 3 Goodness of Fit Index
	
	Estimate
	S.E.
	C.R.
	P
	Label

	IB ( HSM
	.100
	.181
	.551
	.582
	par_16

	IB   (   SP
	-.124
	.088
	-1.421
	.155
	par_34

	IB    (  SL
	.799
	.129
	6.216
	***
	par_38


The results of this study support previous research conducted by Chusniasari and Prijati (2015) which states that shopping lifestyle affects the impulse buying of fashion products conducted through electronic stores. According to Rahma and Septrizola (2019), a person who has a lifestyle that follows the latest model, then the impulse buying will higher. The higher the level of consumer lifestyle shopping for fashion, the stronger their desire to meet the needs for clothing that has become their lifestyle. In order to always look attractive in the community and are not considered old-fashioned or outdated, individuals are willing to sacrifice something to achieve it and it tends to result in impulse buying. Sometimes this shopping activity is motivated by one's consumption patterns to spend time and money and shopping becomes a lifestyle ( Kosyu et.al, 2014). Lifestyle changes that continue to occur encourage consumers to always want to follow its development. Consumer needs are very influential on lifestyle or lifestyle, shopping activities become one of the most favored places by someone to meet their needs. Shopping Lifestyle should continue to be considered by Berrybenka e-commerce management as a development factor for their marketing strategy while maintaining the best quality of fashion product brands, a more dominant variable in influencing impulse buying in Berrybenka e-commerce consumers. This is related to various respondents' perceptions of Berrybenka products.

The results of respondents' answers stated that 46% of respondents thought u fashion products in e-commerce Berrybenka had the best quality. As many as 41% said they bought the latest fashion model products when they saw it in e-commerce Berrybenka. As many as 29.7% said the brand could not resist the desire to buy when looking at the latest fashion products when shopping at Berrybenka e-commerce. This shopping lifestyle can support an implusive purchase.

This study suspects that there is an influence of hedonic shopping motivation on impulse buying. It can be seen in table 2 that the C.R value is 0.551 <1.96 or the P value is 0.582> 0.05. of these values ​​it can be concluded that hypothesis 2 in this study was rejected. Thus it is said that hedonic shopping motivation does not affect impulse buying in Berrybenka consumers. Medical shopping motivation is psychological needs such as satisfaction, prestige, emotions, and other subjective feelings. These needs often arise to meet social demands and aesthetics and also called emotional motives (Setiadi, 2013).

The results of this study differ from previous studies conducted by Rahma and Septrizola, (2019) states that the hedonic shopping motivation variable has a positive and significant effect on e-impulse buying female college students on Lazada.co.id. This research is different from previous studies that using Lazada.co.id as an object. Lazada.co.id has many sales categories so that it can lead to many answers to various statements while, Berrybenka only sells the fashion category.

The results of respondents' answers about hedonic shopping motivation, as many as 7.7% said they did not agree to shop at Berrybenka e-commerce to find the latest fashion trends and as many as 18% said they did not agree, when I saw something very interesting, I bought it without considering the consequences. It can be concluded that the indicator cannot support consumers in making impulse buying. This is a natural thing, because sometimes someone who has a hedonic value also considers when making a purchase. The hedonic value of a person does not merely directly make them impulse buying but is driven by other factors such as economic reasons, emotional satisfaction and so on.

In the research it is suspected that there was no influence of sales promotion on Impulse Buying. Table 4.19 show the value of C.R is -1.421 <1.96 or the P value of 0.155> 0.05. Therefore it can be concluded that sales promotion has no effect on impulse buying behavior in E-Commerce Berrybenka consumers. Sales promotion is a core ingredient in marketing campaigns, consisting of a collection of incentive tools, mostly short-term, designed to stimulate faster or larger purchases for certain products or services by consumers or trade (Kotler and Keller, 2009).

The results of this study are different from previous studies conducted by Sholihah, Rachma, and Slamet (2017) which prove that Sales Promotion has a significant influence on Impulse Buying. This research is different from previous studies which is using retail sales objects that are done offline and have many categories in sales so that it can lead to many diverse statements. In this study, the Berrybenka e-commerce access only through websites and applications and only sells the fashion category.

The answer results is 10.7% of respondents, which is not interested in buying products that offer contests or lottery prizes, while 16.3% of respondents said it was not difficult to control themselves not to buy fashion products due to attractive offers provided by Berrybenka e-commerce. Thus it can be concluded that the sales promotion indicator cannot support consumers in making impulse buying.

Based on the characteristics of income per month, it can be seen that the average monthly income is Rp. 3,000,000 - Rp. 5,000,000. Although sales promotion is something that attracts consumers' attention, it turns out that sales promotion does not affect consumers with this income group to make further purchases. It seems that consumers still consider the benefits of the product when buying it.

Promotions in the form of discounted prices for fashion products are considered effective if carried out in a short period of time and not continuously. This is because if fashion products continue to be discounted people no longer see any difference in products that are believed to have more value compared to other mass products. This is done so that consumers are encouraged to do impulse buying. Promotion is a good magnet in attracting customers to shop. Consumers must be stimulated by offers that are economical in price and remain of quality.

CONCLUSION AND SUGGESTION
Based on the results of research on the influence of shopping lifestyle, hedonic shopping motivation, and sales promotion on impulse buying behavior in e-commerce (Berrybenka consumer case study), it can be concluded as follows: (1)Shopping lifestyle influences impulse buying behavior in Berrybenka e-commerce. This is shows that the higher the level of consumer shopping lifestyle for fashion, the stronger their desire to meet the needs for fashion that has become their lifestyle so that they always look attractive in the community, making them willing to sacrifice something to achieve it and this tends to result in impulse buying. (2)Hedonic shopping motivation has no effect on impulse buying behavior in Berrybenka e-commerce. It can be concluded that the hedonic shopping motivation indicator cannot support consumers in making impulse buying. This is a natural thing, because sometimes someone who has a hedonic value also takes into consideration when making a purchase. (3)Sales promotion has no effect on impulse buying behavior on Berrybenka e-commerce. It can be concluded that the sales promotion indicator cannot support consumers in making impulse buying. Although sales promotion is something that attracts consumers' attention, it does not influence consumers to make further purchases.
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