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ABSTRAK 

 

ANNISA DYAH PRAMESTI, 18042010041, PENGARUH HEDONIC 

SHOPPING MOTIVATION DAN SHOPPING LIFESTYLE TERHADAP 

PERILAKU IMPULSE BUYING PADA PENGGUNA SHOPEE DI 

SURABAYA.  

 

Teknologi informasi di Indonesia mengalami peningkatan dengan ditandai 

munculnya e-commerce sebagai sarana transasksi penjualan secara online. Salah 

satunya Shopee yang menjadi e-commerce terbaik di Indonesia. Tidak heran jika 

konsumen menggunakan Shopee sebagai tempat transaksi jual beli secara online 

bagi masyarakat di Kota Surabaya. Penelitian ini bertujuan untuk mengetahui 

seberapa besar pengaruh Hedonic Shopping Motivation dan Shopping Lifestyle 

terhadap perilaku Impulse Buying pada pengguna Shopee di Surabaya. Populasi 

pada penelitian ini adalah seluruh konsumen yang pernah melakukan proses 

pembelian melalui e-commerce Shopee berdomisili di Kota Surabaya. Dengan 

menggunakan sampel sebanyak 100 responden. Jenis penelitian yang digunakan 

adalah penelitian kuantitatif dengan pendekatan metode analisis deskriptif. Teknik 

pengambilan sampel yang digunakan yaitu teknik purposive sampling dengan 

kriteria konsumen Shopee berdomisisli di kota Surabaya, konsumen yang berusia 

minimal 17 tahun. Teknik analisis data menggunakan analisis regresi linier 

berganda. Hasil penelitian ini menunjukkan bahwa variabel (X1) Hedonic Shopping 

Motivation berpengaruh positif dan signifikan terhadap variabel (Y) Impulse 

Buying, variabel (X2) Shopping Lifestyle berpengaruh positif dan signifikan 

terhadap variabel (Y) Impulse Buying, dan Hedonic Shopping Motivation dan 

Shopping Lifestyle bersama – sama berpengaruh signifikan terhadap perilaku 

Impulse Buying.  

 

Kata Kunci : Hedonic Shopping Motivation, Shopping Lifestyle, Impulse Buying 
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ABSTRACK  

 

ANNISA DYAH PRAMESTI, 18042010041, HEDONIC SHOPPING 

MOTIVATION AND SHOPPING LIFESTYLE HAS ON IMPULSE 

BUYING BEHAVIOR FOR SHOPEE USERS IN THE CITY OF 

SURABAYA.  

 

Information technology in Indonesia has increased markedly by the emergence of 

e-commerce as a means of online sales transactions. One of them is Shopee which 

is the best e-commerce in Indonesia. No wonder consumers use Shopee as a place 

for online buying and selling transactions for people in the city of Surabaya.This 

study aims to determine how much influence hedonic shopping motivation and 

shopping lifestyle has on impulse buying behavior for Shopee users in the city of 

Surabaya. The population in this study are all consumers who have purchased 

through e-commerce Shopee domiciled in the city of Surabaya. By using a sampel 

of 100 respondents. This research used quantitative research with a descriptive 

analysis method approach. The sampling technique of this research is used 

purposive sampling technique with the criteria of Shopee consumers living in the 

city of Surabaya, consumers who are at least 17 years old. The data analysis 

technique used multiple linear regression analysis. The results of this study indicate 

that hedonic shopping motivation has a significant effect on impulse buying 

behavior, shopping lifestyle has a significant impact on impulse buying behavior, 

also hedonic shopping motivation and shopping lifestyle together have a significant 

effect on impulse buying behavior.  

 

Keywords : Hedonic Shopping Motivation, Shopping Lifestyle, Impulse Buying.  

 

 


