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Abstrac t. The purpose of th is s tudy is to ana lyze the in fluence
of product qua lity and lifes ty le on im pu lse buy ing dec is ions for
Shopee e-commerce. Th is s tudy uses a quantita tive research
type. The popu la tion in th is s tudy were Gen Z studen ts in the
c ity o f Surakarta . The sampling techn ique used a non -random
sampling techn ique w ith a purpos ive sampling method and
obta ined a to ta l o f 100 respondents . The data co llec tion
techn ique used a questionna ire w ith L ikert sca le param ete rs .
The data ana lys is techn ique used multip le linea r regress ion
ass is ted by SPSS vers ion 29 software for da ta process ing . The
resu lts showed tha t product qua lity and lifes ty le variab les had a
s ign ifican t in fluence on im pu lse buy ing dec is ions for Shopee e-
commerce products , where the s ign ificance va lue was be low
0.05 . The resu lts o f the F tes t ob ta ined an F -count va lue of
28 .690 which was greate r than the F -tab le va lue of 3 .089 . F rom
the resu lts o f the dete rm ina tion coeffic ien t tes t, 35 .9% of the
purchas ing dec is ion variab les were in fluenced by product
qua lity and lifes ty le variab les , wh ile the remain ing 64.1% were
exp la ined by the in fluence of o the r fac to rs or variab les outs ide
the mode l such as product qua lity , lifes ty le and others tha t were
not d iscussed in th is s tudy .
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A . INTRODUCTION

The era of rapid development of information technology after COVID-19 has made the
growth of online shopping through several e-commerce platforms increase rapidly. Along with
the development of business activities, many foreign companies have now marketed their
products to Indonesia, resulting in the growth of an impulsive buying culture in society,
especially the younger generation or what we know as Gen Z. Current technological advances
allow people to shop online and an online store platform is needed. Changes in consumer
behavior in their desired product preferences are quite fulfilled by the many e-commerce
platforms that offer various attractive products.

The currently popular e-commerce platform is e-commerce in the form of C2C (customer
to customer). C2C e-commerce can also be said to be a marketplace. One of the e-commerce
in the form of an e-marketplace in Indonesia is Shopee. Currently, Shopee is one of the largest
marketplaces in Indonesia, competing with other e-marketplaces such as Tokopedia, Blibi, and
Lazada. Based on Similarweb data, Shopee is an e-commerce site in the marketplace category
with the most visitors in Indonesia; where in September 2023, the Shopee site was recorded as
receiving 237 million visits, up around 38% compared to its position at the beginning of the year
(Ahdiat, 2023).

The factor that drives the development of e-commerce is, of course, the encouragement
of people who make purchases using e-commerce. The pattern of people's behavior in
shopping also helps e-commerce in making decisions in purchasing. Impulse shopping behavior
is a behavior that is already familiar in the community. The Kadence International Indonesia
Research Institute revealed that as many as 28% of Indonesians had unhealthy consumer
lifestyle habits throughout 2015 (Kusuma, 2016). Where the survey results show that impulse
buying behavior purchase plans increased from 10% in 2005 to 21% in 2013, consumers who
purchased additional items outside the shopping list increased from 13% in 2005 to 39% in
2013. Research shows that consumers have the intention to make impulse purchases, one of
which is influenced by their shopping lifestyle. (Asriningati & Wijaksana, 2019).

In addition, there are several factors that influence impulse buying, including those taken
in this study are product quality and lifestyle. Product quality is an important factor that
influences each customer's decision to buy a product. The better the quality of the product, the
greater the interest of consumers who want to buy the product. (Ernawati, 2019). Lifestyle is
broadly defined as a way of living identified by how people spend their activities such as work,
hobbies, shopping, sports, and social activities and interests such as food, fashion, family,
recreation and also opinions about themselves, social issues, business and products. Lifestyle
encompasses something more than just a person's social class or personality (Sutisna, 2012).

The increasing development of e-commerce user transactions has resulted in very tight
competition, so that e-commerce platform providers are required to be more proactive and
highly innovative in issuing various products and excellent services to gain competitive
advantages in order to win market share. E-commerce companies must be able to recognize
and understand consumer behavior in order to get potential consumers. In general, before
making a purchase, consumers make plans in advance such as price, quantity and other
aspects of the goods to be purchased. However, some e-commerce companies implement
various strategies to make consumers more interested, resulting in spontaneous or unplanned
buyer actions or commonly referred to as impulse buying.

Based on the description above, the author is interested in conducting research to
determine the factors that influence Gen-Z impulse buying decisions on e-commerce products
in the city of Surakarta, especially the influence of product quality and lifestyle. From the
background presented, this study tries to examine this by taking the research title entitled
Analysis of the Impact of Product Quality and Lifestyle on Gen-Z Impulse Buying Decisions on
E-commerce Products (Case Study of College Students in Surakarta City).
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B . L ITERATURE REVIEW

Product Quality
According to Tjiptono in Yuniawati and Istichanah (2023), Product quality is a

combination of properties and characteristics that determine the extent to which output can
meet customer needs or assess the extent to which its characteristics. Meanwhile, based on the
opinion of Ernawati (2019), product quality is an important factor that influences each
customer's decision to buy a product. The better the quality of the product, the greater the
interest of consumers who want to buy the product. According to Haris and Welsa (2019),
product quality indicators are:

a. Reliability;
b. Durability;
c. Conformance to specification.

Lifestyle
Lifestyle is how a person lives their life, including what products they buy, how to use

them, and what they think and feel after using the product. lifestyle is related to the actual
reaction to purchases that consumers make (Alsabiyah et al., 2019). Meanwhile, according to
Yuniawati and Istichanah (2023), lifestyle is a characteristic of a person's life that can be
recognized from activities or how people spend their money and time, and interests or what is
important for people to consider in the environment and opinions or what people think about the
world around them and themselves. Based on the research developed and adjusted to the
variables in Kamaluddin research (2018), lifestyle indicators are:

a. Activity;
b. Interest.

Im pulse Buying
Impulse Buying, according to Tjiptono in Perwithasari et al (2023), is a process that

occurs when consumers experience a sudden urge to buy goods that they cannot refuse.
Meanwhile, in Utami opinion in Trifiyanto (2019), impulse buying or unplanned purchases are
when consumers see a particular product or brand and then consumers become interested in
getting it. Usually, because there is an attractive stimulus from the store. The indicators of
impulse buying according to Hasim and Lestari (2022) include:

a. No planning;
b. No need for long consideration;
c. There is product stimulation.

E-Commerce
E-commerce is a process of buying and selling transactions using electronic devices

such as telephones and the Internet. It is more than just buying and selling products online
(Yadewani & Wijaya, 2017). E-commerce includes the entire process of developing, marketing,
selling, shipping, servicing, and paying customers, with the support of a network of business
partners worldwide. The e-commerce system relies heavily on Internet resources and many
other information technologies to support each of these processes.

Hypothesis
H1: Product quality (X1) has a positive and significant effect on impulse buying.
H2: Lifestyle (X2) has a positive and significant effect on impulse buying.
H3: Product quality and lifestyle have a positive and significant influence on impulse
buying.
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Conceptual M odel

F igure 1. Conceptual M odel

C . RESEARCH METHODOLOGY

This research is a quantitative type, namely a scientific approach to managerial
decision-making (Render et al., 2018). Research with a survey method and using primary data
collection techniques using questionnaires measured on a Likert scale (1-5). The sampling
technique uses non-random sampling with a purposive sampling method. The number of
samples in this study was 100 people. Uma Sekaran's opinion is that a feasible sample size in
research is between 30 and 500 (Novita & Wulandari, 2020). The sample criteria in this study
consisted of Gen Z aged 18 to 26 years in the city of Surakarta and who had made online
purchases at e-commerce at Sophee. Data analysis used multiple linear regression and was
processed using SPSS version 29.

D . RESULT AND D ISCUSSION

Respondent Characteris tics
Table 1 shows that respondents based on gender consist of 73% female respondents

and 27% male respondents.

Tab le 1. Respondent's Gender
No. Gender Total Percent
1. Female 73 73%
2. Male 27 27%

Total 100 100%

Table 2 shows the proportion of respondents based on age, where the 17-20 year age
category is 68 people or 68%, then the 21-24 year age category is 22 people or 22% and the
25-27 year age category is 10 people or 10%.

Tab le 2. Respondent's Age
No. Age Total Percent
1. 17-

20
68 68%

2. 21-
24

22 22%
3. 25-

27
10 10%

Total 100 100%

Table 3 illustrates the distribution of products purchased by respondents via e-commerce,
where the fashion product category is 50 people or 50%, then the cosmetics product category is
30 people or 30%, then the electronic product category is 15 people or 15% and other product
categories are 5 people or 5%.
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Table 3. Type of Product Purchased
No. Age Total Percent
1. Cosmetics 30 30%
2. Fashion 50 50%
3. Electronic 15 15%
4. Other 5 5%

Total 100 100%

RESULTS

Valid ity
The purpose of conducting validity testing is so that the data can be known to be reliable

in accordance with reality and the data is said to be valid if the calculated Rcount is greater than
the Rtable (Hamta & Putri, 2019). The Rtable value in this study is 0.197 from df=100-2=98 (df=n-2)
and is shown in Table 3. The statement item value is above the Rtable value.

Tab le 3. Valid ity Test
Item R count R ta le In form ation
(X1)
X1.1 0,697 0.197 Valid
X1.2 0,813 0.197 Valid
X1.3 0,575 0.197 Valid
X1.4 0,361 0.197 Valid
X1.5 0,474 0.197 Valid
X1.6 0,770 0.197 Valid
(X2)
X2.1 0,768 0.197 Valid
X2.2 0,646 0.197 Valid
X2.3 0,764 0.197 Valid
X2.4 0,823 0.197 Valid
X2.5 0,545 0.197 Valid
X2.6 0,545 0.197 Valid
(Y )
Y1.1 0,561 0.197 Valid
Y1.1 0,574 0.197 Valid
Y1.1 0,463 0.197 Valid
Y1.1 0,508 0.197 Valid

Reliab ility
A reliability test measures a questionnaire that indicates a variable or construct. A

research instrument is said to be reliable if Cronbach’s alpha is above 0.6 (Ghozali, 2021).
Based on the reliability test, the product quality, lifestyle, and impulse buying variables have an
alpha reliability coefficient of more than 0.6, so they are reliable.

Table 4. Reliab ility Test

Variab le C ronbach ’s
A lpha Conclusion

Product
Q ua lity

0,837 Reliabel
L ifestyle 0,872 Reliabel
Im pu lse

Buying
0,733 Reliabel
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C lassic Assumption Test
Norm ality Test
The results of the Normality Test with a histogram graph show that the data is spread

around the diagonal line and follows the direction of the diagonal line. The Normal P-P plot
shows that the points are spread around the diagonal line and follow the direction of the
diagonal line (Prilano et al., 2020). The normality test shows that Figure 2 has a normal
distribution.

Figure 2. P lo t P -P G raph ics

Heteroscedastic ity Test
The heteroscedasticity test aims to test whether, in a regression model, there is an

inequality of variance from the residual of one observation to another (Hamta & Putri, 2019). If
the variance from the residual of one study to another study remains the same, it is called
homoscedasticity.

A good regression model is one that is homoscedastic or does not experience
heteroscedasticity (Ghozali, 2021). The basis for decision-making in heteroscedasticity testing
is if the plot graph shows a wavy or widening and then narrowing dot pattern, then it can be
concluded that heteroscedasticity has occurred. The results of the heteroscedasticity test can
be seen in Figure 3.

Figure 3. Scatterp lo t G raph ics

Multico lin ierity Test
Multicollinearity testing is very important because it ensures that there is no correlation

between one predictor variable and another. In this study, as seen in Table 5, the presence or
absence of multicollinearity is seen through the VIF (Variance Inflation Factor) value. If the VIF
value is less than 10, it can be concluded that there are no symptoms of multicollinearity
(Azizah, 2021).
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Tab le 5. M ultico llinearity Test

F Test
The F test is used to test the influence of independent variable dimensions

simultaneously on the dependent variable. (Prilano et al., 2020). The results of the Ftest show
that the Fcount value is 28.690 with a significance level of 0.001. For a confidence level of 95% at
degrees of freedom 1 (df1) = k–1 = 2-1= 1 and degrees of freedom 2 (df2) = n-k = 100-2= 98,
where n = number of samples, k = number of variables, then the Ftable value at the confidence
level is 3.089. Since Fcount > Ftable, the criteria is H4 Accepted, so it can be stated that product
quality and lifestyle simultaneously have a positive and significant effect on impulse buying
decisions for e-commerce products.

Coeffic ien t o f Determ ination (R 2)
The coefficient of determination test is used to measure the extent to which the model is

able to explain the variation in the dependent variable (Prilano et al., 2020). The results of the
coefficient test show that the Adjusted R Square value obtained is 0.359, which means that
35.9% of the purchasing decision variables are influenced by product quality and lifestyle
variables, while the remaining 64.1% (100% - 35.9%) is explained by the influence of other
factors or variables outside the model such as product quality, lifestyle, and others that are not
discussed in this study.

T Test
Researchers use the T-test to compare sample means for two groups (Prilano et al.,

2020). If the means are significantly different, researchers can conclude that the population
means are also different, reject the null hypothesis, and support their research hypothesis
(Sutton, 2019). The results of this study's t-test are shown in Table 6.

Tab le 6. Hypothesis Test

D ISCUSSION
The research results show that the product quality variable has a positive and significant

influence on the impulse buying decision of products in Shopee e-commerce with a t-value of
2.206 or greater than the t-table value of 1.985 with a significance level of less than 0.05 of 0.03.
From the test results, the first hypothesis (H1) can be concluded which states that product
quality (X1) is proven to have an influence on the impulse buying decision of products in
Shopee e-commerce. The results obtained are in accordance with the research results Azwari
and Lina (2020) showed that product quality also has a positive and significant effect on impulse
buying in 100 respondents on the online shopping site Shopee Indonesia.

Model
Co llinearity S tatis tics

Tolerance V IF

1
Constant 0.001
Product

Q ua lity
1.617 0.014

L ifestyle 1.489 0.001
a. Dependent Variab le : Im pu lse Buying

Model t S ig .

1
(Constant) 9.234 0.001
Product

Q ua lity
2.206 0.030

L ifestyle 4.724 0.001
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Other findings show that the lifestyle variable (X2) has a
positive and significant influence on product purchasing decisions in Shopee e-commerce with a
t-value of 4.724 above the t-table value of 1.985. In conclusion, the first hypothesis (H2), which
states that lifestyle (X2) influences product purchasing decisions in Shopee e-commerce, is
proven. This finding is in line with research from Hasim and Lestari (2022), where the shopping
lifestyle variable has a significant influence on the impulse buying variable on Tokopedia e-
commerce with samples from consumers in Palembang City. The results of further research by
Venia, et.al. (2021) also showed that lifestyle has a positive and significant influence on impulse
buying of Generation Z consumers domiciled in East Jakarta.

E . CONCLUSION
The results of data analysis and discussion of this study, it can be concluded that

product quality has a positive and significant effect on impulse buying decisions for Shopee e-
commerce products by Gen Z students in Surakarta. This means that product quality can
increase impulse buying decisions for e-commerce products. Lifestyle has a positive and
significant effect on consumer satisfaction but vice versa on impulse buying decisions for
Shopee e-commerce products by Gen Z students in Surakarta. The results of this study provide
contributions and benefits regarding impulse buying decisions for Shopee e-commerce products.
Suggestions for future research can be added to other variables and a larger number of
respondents to expand the scope of the study.
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