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Abstract— This study aims to determine the effect of Mobile marketing, Discount, and Lifestyle on Impulse buying Behavior of Marketplace Consumer
in students case study of Halu Oleo University. The method used is quantitative research methodology with an explanatory survey method. The
population of this study are active internet users of students at Halu Oleo University who have made purchases in the marketplace in the last 10 months
from January to October 2019. The sampling technique uses non probability sampling (convenience sampling) techniques, with the number of 100
respondents. The results showed that Mobile marketing and Discount have no significant effect on impulse buying on marketplace consumers. While
Lifestyle has a significant positive effect on impulse buying behavior in marketplace consumers by 35.1%. The simultaneous effect of Mobile marketing,
Discount, and Lifestyle on impulse buying in the marketplace is 20.9%. While the remaining 79.1% is influenced by other factors not examined in this
study.
Index Terms— Mobile Marketing, Discount, Lifestyle, Impulse Buying, Marketplace
——————————  ——————————

1

INTRODUCTION

Market is a network of interactions and relationships in which
information, products, services and payments are exchanged.
When the online marketplace has been favored by many
people, the business center is no longer a physical building
but rather a specific site or platform on a network where
business interactions take place, which are more familiar with
the term Electronic marketing. E-Marketing (Electronic
Marketing) is one part of E-commerce where today, EMarketing itself is increasingly becoming a Mobile Marketing
(M-Marketing) because of consumer demands that prioritize
convenience and personalization. Mobile-Marketing or cellular
marketing is marketing using mobile devices, such as
cellphones, smartphones and tablets. Initially, buying and
selling activities on the internet, especially in the mobile
context are expected to shape consumer behavior to make
rational purchases. That is because mobile internet has
efficient characteristics and has a variety of information so that
consumers can compare prices and information about a
product or service more easily. From there, consumers are
expected to use logic and reasoning when making a purchase.
But the fact is that not all consumers act rationally and
logically when making online purchases. So from that comes a
phenomenon namely impulse buying (Koski, 2004: 23).
Impulse buying or impulsive buying generally occurs without
any preparation or planning in advance and occurs
spontaneously (Tinne, 2010: 66). Besides being influenced by
the ease of transaction element which is part of service stimuli,
another factor that can encourage impulsive buying is through
marketing stimuli in the form of promotional activities. One
form of sales promotion is to provide discounts (discounts).





————————————————
Nurul Ittaqullah, Postgraduate Program at Halu Oleo University,
Indonesia, nurul.ittaqullah@gmail.com
Prof. Dr.Rahmat Madjid, M.Si, Department of Management, Faculty
of Economics and Business, Halu Oleo University, Indonesia,
rahmatmadjid61@gmail.com
Dr. Nursaban Rommy S. M.Si, Department of Management, Faculty
of Economics and Business, Halu Oleo University, Indonesia,
nursaban.rommy@uho.ac.id

Price discount is a price-based sales promotion strategy
where customers are offered the same product at a reduced /
lower price. Xu, Y., and Huang, J.S. (2014), in his study
entitled "Effects of Price Discounts on Online Impulse buying",
states that the variable discount will further trigger impulse
buying online for consumers if the product offered has a low
price. The phenomenon of impulse buying both online and
offline certainly has a positive impact on marketers, retailers
and profits for the store. Therefore, it is important for retailers
to find out information about competitive strategies related to
unplanned purchases. Unplanned purchases or impulse
buying can occur due to external and internal factors. External
factors such as discounts, displays and promotions. While
factors from internal consumers, such as lifestyle, addiction to
shopping, availability of resources, and so on. Lifestyle or
Lifestyle according to Assael (2001) is a lifestyle in the world
expressed by one's activities, interests and opinions.
Consumers with hedonic lifestyles in satisfying their needs,
often use emotional criteria rather than logic in evaluating
brand choices (Assael, 2001). The type of consumption of
people with a hedonic lifestyle involves the use of products to
fulfill fantasy and satisfy emotions (Assael, 2001). The
subjects in this study are specifically for undergraduate
students at Halu Oleo University. This is based on a survey of
internet user profiles in 2018 which showed that the most
internet users were those who had the status or education
level as students with a percentage of 92.6%. Another
supporting survey which is about the percentage of internet
user penetration by age shows that the most users are in the
age range of 15-24 years, namely 91% of users aged 15-19
years and 88.5% aged 20-24 years. Where the age range is
an advanced adolescent category. In addition, other
considerations are because at that age they (students) have
been categorized as mature enough to determine purchasing
decisions. Based on preliminary observations the researchers
stated that the majority of students at Halu Oleo University
were active internet users. Overall discussion based on
surveys and theoretical studies of the rapid development of
the internet (Mobile marketing), the phenomenon of Impulse
buying followed by the role of stimulants from internal factors
(Lifestyle) and external (Discount), then an investigation can
be carried out further regarding the relationship between the
four variables.
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2 LITERATURE REVIEW
2.1 Mobile Marketing
Leppäniemi et.al. (2006) have conducted a review of all
previous mobile marketing research by establishing their own
definition of cellular marketing. The authors propose that
"mobile marketing is the use of cellular media as a means of
marketing communication" (Leppäniemi et.al., 2006, p.38).
This definition involves several characteristics of marketing
communication: one-way or interactive communication; at
least one party of communication uses a mobile / mobile
device; at least one party benefits economically from
communication (p.38). The Mobile Marketing Association
(MMA) set the definition, describing mobile marketing as "a
series of activities that enable organizations to communicate
and engage with their audience interactively and relevantly
through any mobile device or network" (MMA, 2009). Special
features of cellular / mobile channels can be distinguished to
illustrate the benefits of using mobile devices for marketing
communications. Wireless devices do not depend on a
specific place or time - they are portable and can be accessed
at any time. Cellular channels are "immediate" and
"customized", meaning that the main advantage is mobility,
which allows users to get information whenever they want,
regardless of location or time (Karjaluoto, 2007, p.12).
2.2 Discount
According to Kotler (2009) price discount, is a savings offered
to consumers from the normal price of a product, which is
listed on the label or product packaging. Belch & Belch (2011)
explained that the promotion of price discounts provides
several benefits including: can trigger consumers to buy in
large quantities, anticipate the promotion of competitors, and
support trade in larger quantities. The discount is a popular
price because it directly stimulates the purchase of the product
being promoted, resulting in an increase in sales (Gendall et
al, in Asterrina et al 2011: 3). According to Sutisna (2002: 300)
the price discount is a reduction in the price of the product
from the normal price within a certain period. The discount
indicators are: 1) The size of the discount, that is the size of
the discounted price given when the product is discounted. 2)
The price discount period, namely the time period given at the
time of the discount, and 3) The type of product that gets the
discounted price, namely the diversity of choices on the
discounted product.
2.3 Lifestyle
Lifestyle or Lifestyle according to Assael (2001) is a pattern of
life in the world expressed by one's activities, interests and
opinions. Consumers with hedonic lifestyles in satisfying their
needs, often use emotional criteria rather than logic in making
purchasing decisions (Assael, 2001). Lifestyle is a person's
lifestyle in the world that is revealed in his activities, interests
and opinions. Lifestyle describes the whole person who
interacts with their environment. And each person has different
personality characteristics that influence his buying behavior.
Personality is usually described by using innate traits such as
self-confidence, dominance, autonomy, honor, social skills, self
defense, and adaptability. Meanwhile, according to Kotler,
Lifestyle is a pattern of life based on psychographics.
Psychographics require measurement of the primary AIO
dimensions of consumers, namely: Activities, Interests,
Opinions.
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2.4 Impulse Buying
Impulsive buying is defined as an unplanned form of purchase,
as a result of an exposure to stimulus and is decided on the
spot. After making a purchase, consumers will experience
emotional and or cognitive reactions. In other words impulsive
purchases can be defined as purchasing decisions made by
consumers without any planning or purchase intention. Koski
(2004: 25) adds that Impulse buying or impulsive buying is
defined as a buying process that is not based on a purchase
plan, and usually occurs when an impulse or stimulus arises
from the feeling of wanting to have something seen at the
time. After making a purchase, consumers usually experience
emotional or cognitive reactions. Based on these definitions, it
can be seen that there are four main characteristics of impulse
buying, namely: unplanned, immediate, emotional and / or
cognitive reaction, exposure to the stimulus (Parboteeah,
2005: 15).

3 CONCEPTUAL
FRAMEWORK
RESEARCH HYPOTHESES

AND

Based on this description, the conceptual framework is
arranged as follows:

Figure1. Conceptual Model
Barwise and Strong (2002) based on a survey of young
consumers stated that: "mobile marketing is a good channel
for advertisements concerning low cost products. They discuss
some of the necessities that marketers need to consider. First
of all, the likelihood of gaining consumer attention "(Barwise &
Strong, 2002). With the Indonesian language interpreted that
mobile marketing is a good place for advertising about lowcost products. In the study, they (youth consumers) revealed
several needs that marketers need to consider, especially the
tendency to get consumers' attention. In short it can be said
that mobile marketing is the right channel to attract the
attention of consumers. In addition, Bucht & Gillberg (2015)
cites "In application advertisements (in-app ads) is another
type of advertising on mobile platforms, which can be in the
form of banner pop-ups, full-page image ads, or video ads.
When clicking on in-app banners consumers are directly
transported to the web store and the promoted product, which
makes it easy for consumers to engage in impulsive
purchasing. (Koufaris, 2002) ". This explains that in mobile
application, there are many advertisements (ads) with various
types such as pop-up ads, as well as video ads. By clicking on
the ad, the consumer will be directly connected to the web
shop and the products being promoted, which makes it easier
for consumers to be stimulated in impulse purchasing. The
theories mentioned above suggest that approaches taken
through mobile marketing are an approach that is easily able
to get the attention of consumers. Mobile marketing features
that make it easier for consumers to find the desired item can
increase the desire of consumers to make purchases,
including impulsive purchases.
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H1 Mobile marketing has a positive and significant effect
on Impulse buying behavior in Marketplace consumers.
Belch & Belch (2009) say that the price discount provides
several benefits including: can trigger consumers to buy in
large quantities, anticipate the promotion of competitors, and
support trade in larger quantities. Consumers like discounts
because consumers get reduced losses from direct price
discounts from a product (Ben Lowe, 2010). Discount is a
popular price because it stimulates the direct purchase of the
product being promoted, resulting in an increase in sales.
According to Park (2006) impulse buying often appears
suddenly, fast, spontaneous, more emotional than rational,
more often considered bad than good, and consumers tend to
feel out-of-control when buying goods impulsively. In
accordance with research from Brian Vicky Prihastama (2016),
Septian Wahyudi (2017), and Sudharto P. Hadi (2017) the
tendency of consumers to buy out-of-control comes from
stimulants of sales promotion, one of which is caused by price
cuts or Discount. The existence of price discounts in a
marketplace can encourage impulse buying behavior. This is
based on previous studies, where some consumers make
unplanned purchases when the item or product item is subject
to a discount. So many consumers who buy suddenly
remember the benefits they get from the discounted price.
H2 Discount has a positive and significant effect on
Impulse buying behavior in Marketplace consumers.
Improvements to service quality can ultimately foster trust that
increases the quality of relationships. Several studies such as
those conducted by Rai Imtiaz Hussain (2013), Eva Sri Lestari
(2015), Aidil Syahputra, Mukhlis Yunus, Mahdani (2017) and
Ulviana Ulfah (2018) revealed a similar result, namely the
Lifestyle variable had a significant positive effect on Impulse
buying. Based on the results of lifestyle research (Lifestyle)
that affects the tendency of impulsive buying, it can be
interpreted the higher or more hedonistic lifestyle of a person,
then this will increasingly lead to and encourage the tendency
of impulsive buying. Based on the theory it is found that a
person's Lifestyle is determined by their Activity, Interest, and
Opinion. That is, there are certain activities, interests /
opinions in personal consumers in determining their attitude to
make a purchase. With the existence of a Lifestyle standard
(lifestyle) a person greatly influences the occurrence of
impulsive purchases. For example, this can be proven by the
tendency of consumers to like activities related to their
hobbies, such as fashion, as well as having certain tastes and
interests and opinions in fashion, so they will tend to make
unplanned purchases of existing fashion item products. in the
marketplace. Based on a literature review, as explained
above, the researcher proposes to test the following
hypothesis:
H3 Lifestyle has a positive and significant effect on
Impulse buying behavior in Marketplace consumers.
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published in national or international journals. Judging from
several investigations that have been there, mobile marketing
produces a significant positive effect on impulse buying
behavior, as well as the variable Discount, and Lifestyle. All
three variables show the potential for significant positive
influences so that it can be formulated that Mobile marketing,
Discount, and Lifestyle can stimulate the appearance of
impulse buying behavior.
H4 Mobile marketing, Discount, and Lifestyle have a
positive and significant effect on impulse buying behavior
in Marketplace consumers

4 METHODS
The design of this study uses a quantitative approach, with the
type of explanatory research. This research is students case
study conducted at Halu Oleo University. The population in this
study are all marketplace consumers who are identified as
students at Halu Oleo University. Thus, the total population of
this study is not known with certainty. The sample size of this
study was determined using Ferdinand's theory (2014) in
multivariate studies (including those using multivariate
regression analysis), the sample size was determined 25
times the number of variables. Regression analysis with 4
(four) variables requires sufficient samples of 100
respondents. After determining the number of samples used, it
was determined the number of respondents was 100 students
with the following criteria: 1) Respondents were undergraduate
students at the Halu Oleo University aged ≤ 24 years (15-24
years). 2) Participating respondents are students who are
popular marketplace consumers in Indonesia, such as
Tokopedia, Shopee, Bukalapak, Lazada, Blibli and JD.ID and
3) Participating respondents have made purchases in the
marketplace in the last 10 months from January to October
2019. The technique used in the sampling of this study is
convenience sampling. The method of data collection is used
survey method by distributing online questionnaires through
Google form documents.

5 FINDINGS AND DISCUSSION
Research respondents are marketplace consumers who are
Halu Oleo University Students, Southeast Sulawesi with a
sample of 100 people with description of respondent
characteristics according to: gender, age, frequency of
shopping, product categories that are frequently purchased,
and which marketplaces are most frequently visited. The
results of the description of the characteristics of respondents
in this study are presented in Table 1.

Several studies on the partial effect of each independent
variable on the dependent variable have been studied by
researchers in the same field. However, research about the
simultaneous influence of Mobile marketing, Discount, and
Lifestyle on impulse buying behavior is still very limited. Up to
the time of writing this thesis, research findings regarding the
relationship between the four variables have never been
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Table 2 Indicators’ Mean and Research Variables

Table 1. Characteristics of Respondents

Based on data from the characteristics of these respondents, it
can be seen that the majority of the profile of respondents in
this study were respondents with female sex, aged 20-24
years, generally made purchases more than 3 (three) times
during the last 10 months, with the categories generally
bought namely the Fashion & Accessories, as well as Health &
Beauty. Respondents are consumers who frequently visit
Shopee.
Description of Research Variables
Based on the description of respondents' answers presented
in Table, it is known that the mean value of the Mobile
marketing variable is 3.57, which means that most
respondents agree with the use of mobile marketing features
in providing convenience and the desire to make unplanned
purchases. While from the description of respondents'
answers presented in Table 2, it is known that the mean value
of the Discount variable is 4.01, which means that most
consumers agree to the desire to shop caused by a variable
discount if it is reflected in the amount of the discounted price,
the discounted period , as well as the types of products
subject to discounts. In addition, based on the description of
the respondents' answers presented in the Table, the mean
value of the Lifestyle variable is 3.98, which means that most
consumers agree to the desire to shop due to Lifestyle or
lifestyle variables. Whereas based on the description of the
respondents' answers presented in Table 2, it is known that
the mean value of Impulse buying variable is 3,375 which can
be interpreted that most of the consumers stated that they
were quite agreeable or neutral on the emergence of a desire
to shop because of the stimuli in the marketplace. The results
of the description of each indicator of this research variable
are presented in Table 2 as follows.

Based on the results of the mean indicators and variables it
was found that the responses of respondents showed that the
role of mobile tracking and mobile shopping in the Marketplace
application had the highest average scores of 4.20 and 4.19.
Followed by the role of the Mobile web at 4.09, then mobile
banking at 3.98, and the role of Social media at 3.89. While
the lowest average score is on the use of the QR Codes
feature which is only 2.75 and Mobile ads is 2.89. If we look at
the actual empirical conditions, based on respondents'
assessment of the Mobile marketing variable, it is considered
good. Because it increases the benefits of marketplace
features can provide direction to the emergence of consumer
impulse buying behavior so that it is expected to influence the
increase in profitability of the marketplace. In addition, the
Discount variable, the respondent's response shows that the
Amount of Discount Price has the highest average score of
4.17 followed by the Product Type of 3.95, and the Discount
Period of 3.92. If examined from the actual empirical
conditions, based on consumer ratings on the Discount
variable is considered good. Because it gives discounts to
certain types of products and within a certain period can make
consumers tend to like things like that and encourage them to
make purchases. Then in the Lifestyle variable, respondents'
responses showed that the Activites indicator had the highest
average score of 4.17, followed by the Opinion indicator of
3.97, and Interest of 3.92. If it is examined from the actual
empirical conditions, based on consumer ratings on the
Lifestyle variable is considered good. Whereas in the Impulse
Buying variable, respondents' responses indicate that the
Exposure to the stimulus indicator has the highest average
score of 3.73 followed by the Emotional reaction indicator of
3.64, then the third sequence followed by the Immediate
indicator of 3.2, and Unplanned indicator of 2.93. If we look at
the actual empirical conditions, based on consumer ratings on
the Impulse buying variable is still considered quite good. In
other words, even though Marketplace has succeeded in
providing an easy and user-friendly shopping place, offering
discounted prices, and in accordance with a consumer's
lifestyle, it does not guarantee that consumers will make
impulsive purchases.
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Table 4 Hypothesis Test

Evaluation of Multiple Linear Regression Analysis
Table 3 Coefficients

Source: Processed Data, 2019

Source: Processed Data, 2019
T Test Results (Partial Test)
T test or partial test is a statistical test that is used to
determine whether there is a significance of the influence of
each coefficient of the independent variable that is, mobile
marketing (X1), Discount (X2) and lifestyle (X3) to the related
variable namely, impulse buying (Y) partially (separate). The
test uses a significance level (α) = 0.05. T Test results can be
seen in table 3 above.
Hypothesis Test 1: Mobile marketing has a positive and
significant effect on Impulse buying behavior
T test results can be seen from the table above that the Mobile
marketing variable obtained tcount = 1.133 with a probability
value of 0.260. To find out the table, we can look for the 0.05
significance with degrees of freedom df = (n-k-1) or 100-3-1 =
96 (n is the amount of data and k is the number of
independent variables). The table can be searched using the
MS program. Excel with the formula = tinv (α; df2) or = tinv
(0.05; 99). Then the table obtained is 1.984. So it can be
concluded that the value of tcount = 1.133 <ttable = 1.984 with
a significance level of 0.260> 0.05, this indicates that H1 is
rejected so it can be concluded that mobile marketing has no
effect on impulse buying behavior in the consumer
marketplace of Halu Oleo University student case studies.
Hypothesis Test 2: Discount has a positive and significant
effect on Impulse buying behavior
Discount variable obtained value of t = 0.060 with a probability
value of 0.952. So it can be concluded that the value of tcount
= 0.159 <ttable = 1.984 with a significance level of 0.952>
0.05, this shows that H2 is rejected so it can be concluded that
the variable discount has no effect on impulse buying behavior
in the consumer marketplace in this study.
Hypothesis 3 Test: Lifestyle has a positive and significant
effect on Impulse buying behavior
Lifestyle variable obtained by tcount = 2.555 with a probability
value of 0.012. So it can be concluded that the value of tcount =
2.555> ttable = 1.984 with a significance level of 0.012 <0.05,
this shows that H3 is accepted so it can be concluded that
lifestyle variables have a positive and significant influence on
impulse buying behavior in the consumer marketplace. In
brief, an overview of the results of the hypothesized test in
general can be seen in Table 4. The results of testing the
hypothesis regarding the effect between each variable are as
follows:

Based on the analysis results in the above table, it appears
that out of 3 (three) direct influences between the variables
tested, there were 2 (two) hypotheses that were rejected
and 1 (one) other was accepted. F Test Results
(Simultaneous Test) Test results can be seen in the table
below.
Tabel 5 ANOVA

Source: Processed Data, 2019
The results of the F test can be seen from the Fcount value in
table 5 above, obtained by the Fcount of 8.475 and sig. 0,000. To
find out Ftable, the degree of freedom is first determined (df1
and df2). Using significance α = 5%, df1 (df value of the
regression model / number of independent variables) = 3, and
df2 (df value of the residual model / nk-1) or 100-3-1 = 96
(where n is the number of respondents and k is the number of
independent variables). The table can be searched using the
MS program. Excel with the formula = finv (α; df1; df2) or =
finv (0.05; 3; 96). The obtained table is 2.699.
Hypothesis Test 4: Mobile marketing, Discount, and
Lifestyle have a positive and significant
effect on
impulse buying behavior
From the results of the F test it can be concluded that the
value of Fcount = 8.475> Ftable = 2.699 with a significance level of
0.000 <0.05, this indicates that H4 is accepted.

Table 6 Hypothesis Test

Source: Processed Data, 2019
Therefore, it can be concluded that Mobile marketing, discount
and lifestyle together (simultaneously) have a positive and
significant influence on impulse buying in the consumer
marketplace in this study. Multiple Correlation Test Results (R)
The results of the multiple correlation analysis can be seen in
the table below:
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Tabel 7 Model Summary

Source: SPSS Processed data, 2019
Based on the table above summary model obtained R value of
0.458. This shows the correlation between mobile marketing,
discount and lifestyle variables on impulse buying of 0.458.
This means that the degree of strength of influence between
mobile marketing, discount and lifestyle on impulse buying
falls into the medium category.
Determination Test Results (R2)
Based on table 6 of the previous model summary, it can be
seen that the Adjusted R2 (R Square) number is 0.209 or
20.9%. This shows that impulse buying is influenced by mobile
marketing, discount and lifestyle by 20.9%. While the
remaining 79.1% is influenced by other factors not examined
in this study.

DISCUSSION
The results of the description of consumer responses to the
use of mobile marketing features are considered good by
consumers. However, the fact that occurs that the high
utilization of mobile marketing features is still not able to
provide a good stimulus to encourage impulsive buying
numbers to consumers as a whole. This is indicated by the
fact that there are still 27.2% of consumers who consider that
the overall indicators on the variable mobile marketing are still
inadequate. The results of the analysis through the mean
score found that mobile tracking is the highest indicator
perceived by consumers. This means that the marketplace has
given confidence to consumers about the safety and
transparency of the tracking process of goods (tracking) in the
shipping period (shipping) from the seller's warehouse to the
consumer's hands. In addition, consumers' assessment of
mobile shopping (application) is considered good where
Marketplace has been able to provide easy access to the
majority of consumers so as to produce a place that is userfriendly or user-friendly for them to visit and shop. Some
factors that are considered still low by consumers are such as
the use of QR Codes and Mobile ads, which are considered to
be unable to provide maximum stimulation as expected by
consumers. This could be because consumers have not yet
mastered or are not familiar with the use of these features. In
connection with these conditions, the marketplace really needs
to make efforts to improve how to provide interesting
information in ways or media that are easier and more userfriendly. From the results, it was found that mobile marketing
had no significant effect on impulse buying. The survey that
underlies that the average biggest internet user is aged 20-24
years, with commercial activities most often done is online
shopping, so it is hoped that the marketplace through mobile
marketing will be the right facility in increasing impulsive
purchases. But apparently it does not become a guarantee for
marketplace consumers to make an immediate purchase.
Logically, consumers who are students can be categorized as
consumers who do not have fixed income. So that mobile
marketing strategy efforts have not been able to influence their
desire to make unplanned purchases. In other words, most
respondents still consider the right time and opportunity to

ISSN 2277-8616

make a sudden and unplanned purchase. Referring to the
findings of this study that mobile marketing has no significant
effect on impulse buying, this proves the theory put forward by
P. Mahalakshmi (2019) that the approaches applied through
mobile marketing are not always perceived well by consumers.
He revealed that mobile marketing is indeed a very flexible
approach with costs that are not high compared to offline
marketing strategies. However, for some approaches such as
the use of the SMS / MMS feature if the information content
provided is not in accordance with the wishes or tastes of the
recipient (SMS / MMS recipient) then such an approach will be
assessed as 'disturbing' because it is irrelevant to what
consumers want. This is in line with the results of this study,
where several features such as SMS / MMS, Push Notification,
QR Codes and Mobile ads provide a lot of information and
promotional content but are of no value to consumers, or
some are not relevant to consumer needs. This is evidenced
by the low results of respondents' answers to these features.
So that although other indicators in terms of mobile
applications succeed in influencing impulse buying but with the
existence of indicators that are of low value like this, it will
affect the results of the overall research variable. Kathivaran
(2019) also revealed things that influence impulse buying
through mobile marketing, namely from psychological factors,
time availability, and resource availability (money availability).
If it is adjusted to the characteristics of respondents in this
study who are students with an age range of 15-24 years, it
can be assessed that psychologically they can be said to be
mature enough to determine purchasing decisions, but they
cannot be categorized as capable in terms of time availability
and availability of resources. . Given their status as students
who have solid activities and do not yet have a steady income,
they tend to make purchases that are planned according to
needs rather than unplanned or sudden purchases. Research
with the same variables revealed by Lili Wang (2016) that
shopping via mobile has a positive but not significant effect on
impulse buying behavior. Furthermore, Wang gave an
illustration that although impulse buying behavior was indeed
more often found in the realm of cellular purchases, but his
hypothesis was still not supported (accepted) with the results
of his research. He further added about mobile marketing
research on impulse buying in the future so that research is
conducted directly right after consumers make a purchase via
mobile, so consumers will easily remember and recognize
their impulsive behavior. This is because impulsive buying is
sudden (impromptu) so as to immediately recognize it, it
cannot be detected in a long period of time. In addition, from
the results of multiple linear regression tests on SPSS, it was
found that the discount had no significant effect on impulse
buying. Logic and theoretical studies that underlie that
discounts can influence consumers to make unplanned
purchases in offline retailing actually have different results with
the background of online retailing, in this case cellular (mobile
setting) in the marketplace. With the discount, it is expected
that consumers will be stimulated to make purchases
immediately, but in fact it does not become a guarantee in the
case of the online marketplace, even more so in the case
study of Halu Oleo University students. In this study, the
variable discount does not affect the variable impulse buying
the reason is because consumers when visiting the
marketplace do not think about discounts so that consumers
desire to open applications to view products or visit and shop
without thinking about discounts offered. This is evidenced by
1574
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consumers' high assumptions about their affective reactions to
the size of the discounted price indicator, but the desire to
make unplanned and sudden purchases is very low on the
unplanned and immediate indicators in the impulse buying
variable. In other words, consumers only visit but whether with
a discount or not, it will not affect the desire to shop
impulsively on the marketplace. In addition, based on the
results of the description of respondents' characteristics in
terms of frequency of shopping, 50% or half of the
respondents are consumers who often make purchases in the
marketplace more than 3 times in the last 10 months. That is,
with or without a discount, consumers will still make purchases
in the marketplace if it relates to their needs. Another
argument that causes variable discount has no effect on
impulse buying lies in the type of product or the discounted
period listed on the marketplace. Consumers can like the
amount of discount given, but it turns out the type of product
that is discounted is not the product they need, so they
discourage making a purchase. In addition, consumers may
like and be compelled to make purchases in terms of good
discounted prices, as well as the type of product needed, but
the discounted period is in the wrong time. In other words, to
stimulate consumers to make an immediate purchase, it is not
enough to offer appropriate discounts. Marketplaces must also
provide discounts for types of products that are relevant to the
needs of consumers at certain times in accordance with the
opportunities owned by consumers. So in the context of online
retailing, discounts are expected to have a positive and
significant influence on impulse buying behavior in future
studies. Referring to the findings of this study that the discount
does not have a significant effect on impulse buying, then this
is in line with research findings by Herdin Febriyanto (2018)
who suggested that the existence of discounts in offline and
online retailing does not necessarily invite impulse buying
agents. He revealed that the more aggressive discounts
offered to customers did not guarantee the purchase. The
same thing was also investigated by Jauhari (2017) with the
title "Effect of Promotion, Discounts, Brands, Store
Atmosphere, and Shopping Emotion on Impulse buying
among students of economics at PGRI Yogyakarta University"
which states that the Discount variable has no effect and is not
significant on Impulse buying . In their research, from some of
the students who became respondents, they assumed that the
greater the discount offered, the price set before the discount
was much higher than the normal price. So that impulse
buying behavior among these students does not occur.
Jauhari (2017) draws the conclusion that the more aggressive
the discounts offered by impulse buying behavior among
students of the Faculty of Economics, PGRI University,
Yogyakarta, are getting lower. The results of the study reveal
an assumption that some consumers do not immediately
assume the stimulus they receive in this case is a discount, to
simply make them impulsive consumers. But on the contrary,
they assume discount is a trick used by marketers only to
attract buyers on the basis of prices that have been raised
from normal prices first. Based on the results of the analysis
note that lifestyle variables in the marketplace are reflected
through the three indicators with good categories. The results
of the analysis through the mean score found that activities
are the highest indicators perceived by consumers. This
means that the marketplace has provided a place to shop in
accordance with lifestyle activities preferred by consumers.
Marketplace has facilitated consumers with the convenience in
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the shopping process so that the activities in it become what
consumers like, and make them compelled to make impulsive
purchases. In addition, consumers' assessments of Opinion
and Interest are considered good where Marketplace has
been able to provide good shopping facilities to the majority of
consumers so that consumers can make choices based on
their opinions and generate interest. or consumer interest to
shop. From the results of multiple linear regression tests on
SPSS, it was found that lifestyle has a significant effect on
impulse buying. Based on a survey that underlies that the
average internet user carries out the most frequent
commercial activities such as online shopping, the
marketplace has provided the right facilities to increase
impulsive purchases. Surveys and theoretical studies stating
lifestyle can influence consumers to become impulsive buyers
in line with the results of this study. So that the approach
efforts made by the marketplace have been able to influence
the activities (activities), interests (opinions) and opinions
(opinions) of consumers to make unplanned purchases. This
condition shows that the higher the level of lifestyle (lifestyle)
of consumers, the stronger the desire of consumers to meet
the needs of a product that has become their lifestyle. So that
it refers to the tendency of the appearance of impulse buying
behavior in this study.Referring to the findings of this study that
lifestyle has a significant influence on impulse buying, then this
is in line with research findings by Wahyuningsih (2016) which
suggests that lifestyle has a significant positive effect on
impulse buying behavior due to fashion involvement. In his
research, he cites the theory from O'Cass (2004) which found
that "involvement in fashion (such as clothing) is closely
related to personal characteristics (i.e women and young
people) and fashion knowledge, which in turn affects
consumer confidence in purchase decision making.
”Consumers with high fashion involvement will tend to be
easily attracted to stimuli and then make unplanned
purchases. The research findings are closely related to the
results obtained through this study. If it is reviewed based on
the description of the characteristics of respondents, it is
known that the majority of consumers are those aged 20-24
years (70%, 70 people), female (77%, 77 people) with the
categories of products that are often purchased, namely items
of fashion products and accessories ( 75 items). This suggests
that young people, especially the women studied in this study,
mostly like fashion activities and have high interest and
opinion about fashion. Then it is made a standard of lifestyle in
supporting their daily activities, so that their taste or interest in
fashion items is a factor in why lifestyle has a positive and
significant effect on impulse buying behavior in this study.
Moreover, based on the results of the F test or the
simultaneous test, the calculated F value is 8.475. With an F
table of 2.699. Therefore F arithmetic > F table then H4 is
accepted. So it can be concluded that there is a positive
influence between mobile marketing program, discount and
lifestyle together (simultaneously) on impulse buying in the
consumer marketplace. Finally, based on the results of the
multiple correlation test, the degree of influence strength (R),
between the variables of mobile marketing, disocunt and
lifestyle towards impulse buying is 0.458. From the
determination test results obtained R2 (R Square) of 0.209.
Based on these results it can be seen that the role of the
elements of mobile marketing, disocunt and lifestyle, the
degree of strength of its influence on impulse buying is
included in the medium category, with a percentage of
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influence of 20.9%, while 79.1% is influenced by other factors
not examined in this study.

6 CONCLUSION
Based on the results of the study, several conclusions can be
formulated as follows: 1) Mobile marketing has no significant
effect on impulse buying behavior. This means that the high
utilization of mobile marketing features is not followed by an
increase in impulse buying behavior, 2) Discount has no
significant effect on impulse buying behavior. This means that
the high number of discounts on products and certain times is
not followed by an increase in impulse buying behavior, 3)
Lifestyle has a positive and significant effect on impulse buying
behavior. This means that the higher the level of lifestyle
(lifestyle) of consumers, the tendency to make impulsive
purchases is also higher. The most dominant indicator having
a significant impact is the indicator of consumer interest, 4)
Mobile marketing, discount, and lifestyle have a positive effect
on impulse buying behavior. The effect of mobile marketing,
discount, and lifestyle together (simultaneously) on impulse
buying was 20.9%. While the remaining 79.1% is influenced
by other factors.
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