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ABSTRAK 

 

 

NURUL FEBRITASARI, 1642010054 Pengaruh Hedonic Shopping 

Motivation terhadap Impulse Buying pada 

Starbucks Coffee Merr, Surabaya. 

 

Perubahan gaya hidup sangat dipengaruhi oleh globalisasi. Salah satunya perilaku 

hedonis. Hedonic Shopping Motivation adalah kebutuhan akan seseorang yang 

menghabiskan waktu luang dengan bersenang-senang. Gaya hidup ini aktivitasnya 

selalu mencari kesenangan yang berlimpah. Kebutuhan ini bersifat subjektif, seperti 

rasa puas, senang, gengsi dan emosi. Penelitian ini dilakukan untuk mengetahui 

pengaruh secara simultan dan parsial Hedonic Shopping Motivation terhadap 

Impulse Buying pada Starbucks Coffee Merr, Surabaya. Variabel bebas dalam 

penelitian ini adalah seluruh variable dari Hedonic Shopping Motivation yaitu 

Adventure Shooping, Social Shopping, Gratification Shopping, Idea Shopping, Role 

Shopping dan Value Shopping. Sedangkan Variabel Terikat dalam penelitian ini 

adalah Impuse Buying. 

 

Jenis penelitian ini merupakan penelitian kuantitatif dengan metode sampel yang 

digunakan adalah purposive sampling dan teknik penarikan sampel yaitu accidental 

sampling. Jumlah sampel penelitian ini sebanyak 100 responden yang mana 

merupakan konsumen yang sedang menikmati kopi Starbucks Coffee. Penelitian 

ini menggunakan data primer melalui penyebaran kuisioner dan melakukan 

interaksi dengan para responden. Data dianalisis menggunakan Teknik analisis 

regresi linier berganda. Hipotesis diuji menggunakan uji F dan uji t. 

 

Hasil analisis menunjukkan bahwa secara simultan (Uji F) variabel bebas 

Adventure Shopping (X1), Social Shopping (X2), Gratification Shopping (X3), Idea 

Shopping (X4) Role Shopping (X5) dan Value Shopping (X6) secara simultan 

bersama-sama mempunyai pengaruh signifikan terhadap variabel terikat Impulse 

Buying (Y) pada Starbucks Coffee Merr.  Sementara itu, secara parsial (Uji t) 

variable yang berpengaruh secara signifikan adalah Idea Shopping dan Role 

Shopping, sedangkan Adventure Shopping, Social Shopping, Gratification 

Shopping dan Value Shopping memiliki pengaruh tetapi tidak signifikan terhadap 

Impulse Buying pada Starbucks Coffee Merr, Surabaya. 

 

  
Kata Kunci : Hedonic Shoping Motivation, Adventure Shopping, Social 

Shopping, Gratification Shopping, Idea Shopping, Role 

Shopping, Value Shopping, Impulse Buying. 
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ABSTRACT 

 

 

NURUL FEBRITASARI, 1642010054 The Effect of Hedonic Shopping Motivation on 

Impulse Buying at Starbucks Coffee Merr, Surabaya. 

 

Lifestyle changes are very much influenced by globalization. One of them is hedonic behavior. 

Hedonic Shopping Motivation is the need for someone who spends free time having fun. This 

lifestyle activity is always looking for abundant pleasure. These needs are subjective, such as 

satisfaction, pleasure, prestige and emotions. This research aims to determine the effect of 

simultaneous and partial Hedonic Shopping Motivation on Impulse Buying at Starbucks Coffee 

Merr, Surabaya. The independent variables are all variables of the Hedonic Shopping Motivation, 

namely Adventure Shopping, Social Shopping, Gratification Shopping, Idea Shopping, Role 

Shopping and Value Shopping. While the Dependent Variable is Impulse Buying. 

This type of research is a quantitative with the sample method used is purposive sampling and the 

sampling technique is accidental sampling. The number of samples of this research were 100 

respondents which are consumers who are enjoying Starbucks Coffee coffee. This research uses 

primary data through questionnaires and interacting with respondents. Data were analyzed using 

multiple linear regression analysis techniques. The hypothesis was tested using the F test and t test. 

The analysis shows that simultaneously (Test F) independent variable Adventure Shopping (X1), 

Social Shopping (X2), Gratification Shopping (X3), Idea Shopping (X4) Role Shopping (X5) and 

Value Shopping (X6) simultaneously together- has the same significant effect on the dependent 

variable Impulse Buying (Y) on Starbucks Coffee Merr. Meanwhile, partially (t test) variables that 

significantly influence are Idea Shopping and Role Shopping,  while Adventure Shopping, Social 

Shopping, Gratification Shopping and Value Shopping have an influence but not partially 

significant on Impulse Buying at Starbucks Coffee Merr, Surabaya. 

 

 

Keywords: Hedonic Shoping Motivation, Adventure Shopping, Social Shopping, 

Gratification Shopping, Idea Shopping, Role Shopping, Value Shopping, 

Impulse Buying. 

 




