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ABSTRAK 

CAMELIA YULLY STYOWATI, 19042010081, PENGARUH HEDONIC 

SHOPPING MOTIVATION, SHOPPING LIFESTYLE, DAN PROMOSI 

PENJUALAN TERHADAP IMPULSE BUYING PADA PENGGUNA 

SOCIOLLA DI SURABAYA. 

 

Sociolla merupakan salah satu e-commerce kecantikan di Indonesia. Penelitian ini 

dilakukan karena ingin mengetahui pengaruh hedonic shopping motivation, 

shopping lifestyle, dan promosi penjualan terhadap impulse buying pada pengguna 

Sociolla di Surabaya. Jenis penelitian ini merupakan penelitian kuantitatif. Populasi 

penelitian ini terdiri dari semua konsumen yang pernah berbelanja di e-commerce 

Sociolla yang berdomisili di Surabaya. Penelitian ini mengambil 100 responden 

sebagai sampel menggunakan perhitungan Cochran. Penarikan sampel dilakukan 

dengan teknik nonprobability sampling yang berjenis purposive sampling. 

Karakteristik responden ialah konsumen Sociolla yang berdomisisli di Kota 

Surabaya, pernah berbelanja paling tidak dua kali pada e-commerce Sociolla, dan 

berusia minimal 17 tahun. Analisis regresi linier berganda diterapkan untuk 

menganalisis data yang diuji dengan SPSS versi 26. Penelitian ini menyatakan 

bahwa hedonic shopping motivation, shopping lifestyle dan promosi penjualan 

secara simultan berpengaruh signifikan terhadap impulse buying. Penelitian ini juga 

menyimpulkan bahwa hedonic shopping motivation, shopping lifestyle dan promosi 

penjualan secara parsial berpengaruh signifikan terhadap impulse buying. 

 

Kata Kunci: Hedonic Shopping Motivation, Shopping Lifestyle, Promosi  

Penjualan, Impulse Buying 
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ABSTRACK 

CAMELIA YULLY STYOWATI, 19042010081, PENGARUH HEDONIC 

SHOPPING MOTIVATION, SHOPPING LIFESTYLE, DAN PROMOSI 

PENJUALAN TERHADAP IMPULSE BUYING PADA PENGGUNA 

SOCIOLLA DI SURABAYA. 

  

Sociolla is one of Indonesia’s beauty e-commerce. This research is contucted 

because it wants to know the effect of hedonic shopping motivation, shopping 

lifestyle, and sales promotion on impulse buying of Sociolla users in Surabaya. This 

type of reseacrh is quantitative. This study’s population consists of all consumers 

that have shopped at Sociolla e-commerce that domiciled in Surabaya. This 

research takes 100 respondents as a sample using Cochran’s calculation. Sample 

withdrawal is carried out using nonprobability sampling technique, namely 

purposive sampling. The characteristics of respondents are Sociolla consumer who 

domiciled in Surabaya, has purchased at least twice on Sociolla e-commerce, and 

is at least 17 years old. Multiple linear regression analysis is used to analyze the 

data which is tested by SPSS version 26. This research state that hedonic shopping 

motivation, shopping lifestyle and sales promotion simultaneously have a 

significant effect on impulse buying. This research also concluded that hedonic 

shopping motivation, shopping lifestyle and sales promotion partially have a 

significant effect on impulse buying. 

 

 Keywords: Hedonic Shopping Motivation, Shopping Lifestyle, Sales Promotion, 

Impulse Buying 

  


