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ABSTRAK 

 

Qurrota A’yuni, 1642010050, Pengaruh Hedonic Shopping Motivation Dan 

Promosi Penjualan Terhadap Impulse Buying Pada E-Commerce Shopee Di 

Surabaya. 

 

Penelitian ini mengacu pada perilaku impulse buying yang terjadi di 

masyarakat khususnya pada pembelian secara online. Pembelian impulse buying 

ini dilakukan secara tidak terencana, berfikir pendek, mencari yang serba instan 

dan mencari produk yang bisa memberi keuntungan jangka pendek untuk 

menyelesaikan masalah yang ada di depan mata saja. Terjadinya impulse buying 

ini didorong oleh dua faktor yaitu internal yang berasal dari dalam diri manusia 

dan faktor ekternal yang berasal dari luar diri manusia. Dalam penelitian ini, 

faktor internal yang digunakan yaitu hedonic shopping motivation dan faktor 

eksternalnya yaitu promosi penjualan. Penelitian ini bertujuan untuk mengetahui 

pengaruh hedonic shopping motivation dan promosi penjualan terhadap impulse 

buying pada e-commerce Shopee di Surabaya. 

 

Penelitian ini menggunakan jenis penelitian deskriptif dan pendekatan 

kuantitatif. Populasi dalam penelitian sebanyak 100 orang responden pengguna e-

commerce Shopee di Surabaya. Teknik pengambilan sampel yang digunakan yaitu 

teknik purposive sampling dengan pertimbangan berusia 17 tahun keatas, 

berdomisili Surabaya dan yang pernah melakukan impulse buying di e-commerce 

Shopee. Data dikumpulkan dengan kuesioner yang telah diuji validitas dan 

reliabilitasnya. Teknik analisis data yang digunakan adalah regresi linier 

berganda. 

Berdasarkan analisis data maka dapat diambil kesimpulan bahwa terdapat 

pengaruh secara simultan dan parsial antara variabel Hedonic Shopping 

Motivation Dan Promosi Penjualan Terhadap Impulse Buying Pada E-Commerce 

Shopee Di Surabaya. 

 

Kata Kunci : Hedonic Shopping Motivation, Promosi Penjualan , Impulse Buying, 

Shopee  
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ABSTRACT 

 

Qurrota A’yuni, 1642010050, The Effect Of Hedonic Shopping Motivation And 

Sales Promotion On Impulse Buying In E-Commerce Shopee In Surabaya 

This research refers to impulse buying behavior that occurs in the 

community, especially on online purchases. This impulse buying was carried out 

unplanned, think short, look for the all-round instant and look for products that 

can provide short-term benefits to solve problems at that time. two general 

aspects were found to trigger impulse buying behavior are internal and external. 

Internal factors is come from within humans and external factors originating from 

outside the human self. In this research, internal factors used are hedonic 

shopping motivation and external factors used are sales promotion. This research 

aims to determine the effect of hedonic shopping motivation and sales promotion 

on impulse buying in Shopee e-commerce in Surabaya. 

This research uses descriptive and quantitative research types. Population 

in this research A total of 100 respondents were Shopee users in Surabaya. The 

sampling technique used was purposive sampling technique with consideration of 

17 years and over, domiciled in Surabaya and who had made impulsive purchases 

in e-commerce Shopee. Data were collected using a questionnaire that had 

collected validity and reliability. The data analysis technique used is multiple 

linear regression. 

Based on data analysis, it can be concluded that there is a simultaneous 

and partial effect between the Hedonic Shopping Motivation and Sales Promotion 

on  Impulse Buying in E-Commerce Shopee in Surabaya. 

 

Keywords: Hedonic Shopping Motivation, Sales Promotion , Impulse Buying, 

Shopee 




