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PENGARUH SALES PROMOTION DAN HEDONIC SHOPPING 
TERHADAP PERILAKU IMPULSE BUYING YANG DIMODERASI OLEH 

POSITIVE EMOTION PADA GENERASI Z PENGGUNA SHOPEE DI 
KABUPATEN GRESIK 

 

ABSTRAK 

Sales Promotion merupakan faktor eksternal yang bisa dilakukan 
oleh Shopee untuk menstimulus pembelian impulsif pada generasi Z. 
Hedonic Shopping pada generasi Z diperlukan untuk mendukung 
tercapainya Impulse Buying. Positive Emotion diharapkan mampu 
memberikan dampak positif terhadap penerapan Sales Promotion dan 
Hedonic Shopping untuk mendukung peningkatan Impulse Buying. 
Penelitian ini bertujuan untuk mengetahui pengaruh Sales Promotion dan 
Hedonic Shopping terhadap perilaku Impulse Buying yang dimoderasi oleh 
Positive Emotion pada generasi Z pengguna shopee di Kabupaten Gresik. 

Penelitian ini memakai pendekatan kuantitatif dengan 
mengumpulkan data primer melalui penyebaran kuesioner kepada 160 
responden generasi Z pengguna shopee di kabupaten Gresik. Teknik 
pengambilan sampel menggunakan purposive sampling dan analisis data 
menggunakan SmartPLS. 

Hasil analisis pada penelitian menunjukkan bahwa 1) Sales 
Promotion mampu memberikan kontribusi secara positif dan signifikan 
terhadap perilaku Impulse Buying pada generasi Z pengguna Shopee. 2) 
Hedonic Shopping mampu memberikan kontribusi secara positif dan 
signifikan terhadap perilaku Impulse Buying pada Generasi Z pengguna 
Shopee. 3) Positive Emotion sebagai pemoderasi belum mampu 
memberikan kontribusi yang signifikan terhadap Sales Promotion dan 
perilaku Impulse Buying pada Generasi Z pengguna Shopee. 4) Positive 
Emotion sebagai pemoderasi mampu memberikan kontribusi secara positif 
dan signifikan terhadap Hedonic Shopping dan perilaku Impulse Buying 
pada Generasi Z pengguna Shopee. 

 

Kata Kunci : Sales Promotion, Hedonic Shopping, Positive Emotion, 
Impulse Buying, Generasi Z 
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THE EFFECT OF SALES PROMOTION AND HEDONIC SHOPPING ON 

IMPULSE BUYING BEHAVIOR MODERATED BY POSITIVE EMOTION 

IN GENERATION Z SHOPEE USERS IN GRESIK DISTRICT. 

 

ABSTRACK 

Sales Promotion is an external factor that can be done by Shopee to 

stimulate impulse buying in generation Z. Hedonic Shopping in generation 

Z is needed to support the achievement of Impulse Buying. Positive Emotion 

is expected to have a positive impact on the application of Sales Promotion 

and Hedonic Shopping to support the increase in Impulse Buying. This 

study aims to determine the effect of Sales Promotion and Hedonic 

Shopping on Impulse Buying behavior moderated by Positive Emotion in 

generation Z shopee users in Gresik Regency. 

This research is quantitative type by collecting primary data through 

distributing questionnaires to 160 respondents of generation Z shopee 

users in Gresik district. The sampling technique used purposive sampling 

and data analysis using SmartPLS. 

The results of the analysis in the study showed that 1) Sales 

Promotion is able to contribute positively and significantly to Impulse Buying 

behavior in generation Z Shopee users. 2) Hedonic Shopping is able to 

contribute positively and significantly to Impulse Buying behavior in 

Generation Z Shopee users. 3) Positive Emotion as a moderator has not 

been able to make a significant contribution to Sales Promotion and Impulse 

Buying behavior in Generation Z Shopee users. 4) Positive Emotion as a 

moderator is able to contribute positively and significantly to Hedonic 

Shopping and Impulse Buying behavior in Generation Z Shopee users. 

 

Keywords : Sales Promotion, Hedonic Shopping, Positive Emotion, 

Impulse Buying, Generation Z 


