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ABSTRAK

RAFIDAH SALMA MARDHIYAH, PENGARUH HEDONIC SHOPPING
MOTIVATION DAN SHOPPING LIFESTYLE TERHADAP IMPULSE
BUYING DENGAN EMOSI POSITIF SEBAGAI VARIABEL
INTERVENING (Studi pada Konsumen Perempuan E-Commerce Shopee di
Kota Mojokerto)

Saat ini banyak bermunculan platform online yang mendukung kegiatan
manusia seperti kegiatan belanja. Platform online tersebut biasa dikenal dengan
sebutan e-commerce. Indonesia merupakan negara dengan pertumbuhan e-
commerce tercepat yang menduduki nomor satu di dunia. Salah satu e-commerce
yang mengalami perkembangan cepat adalah Shopee. Dalam kurun waktu 5 tahun
Shopee telah mencapai 96,5 juta pengunjung web dan mengalahkan e-commerce
yang lebih dulu ada di Indonesia. Penelitian ini dilakukan untuk mengetahui
pengaruh hedonic shopping motivation dan shopping lifestyle terhadap impulse
buying dengan emosi positif sebagai variabel intervening pada konsumen
perempuan Shopee di Kota Mojokerto.

Penelitian ini merupakan jenis penelitian kuantitatif dengan metode survei.
Pengambilan sampel dilakukan dengan cara purposive sampling yang didasarkan
pada karakteristik tertentu dan mempunyai sangkut paut erat dengan karakteristik
populasi yang diketahui. Jumlah sampel pada penelitian ini sebanyak 100
responden. Teknik pengumpulan data menggunakan kuesioner online. Analisis data
menggunakan metode partial least square (PLS).

Hasil penelitian menunjukkan bahwa: (1) Hedonic shopping motivation
berpengaruh tidak signifikan terhadap impulse buying. (2) Shopping lifestyle
berpengaruh signifikan terhadap impulse buying. (3) Hedonic shopping motivation
berpengaruh signifikan terhadap emosi positif. (4) Shopping lifestyle berpengaruh
signifikan terhadap emosi positif. (5) Emosi positif berpengaruh tidak signifikan
terhadap impulse buying. (6) Hedonic shopping motivation berpengaruh tidak
signifikan terhadap impulse buying melalui emosi positif. (7) Shopping lifestyle
berpengaruh tidak signifikan terhadap impulse buying melalui emosi positif.

Kata Kunci: Hedonic Shopping Motivation, Shopping Lifestyle, Impulse Buying,
Emosi Positif
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ABSTRACT

RAFIDAH SALMA MARDHIYAH, THE INFLUENCE OF HEDONIC
SHOPPING MOTIVATION AND SHOPPING LIFESTYLE ON IMPULSE
BUYING WITH POSITIVE EMOTIONS AS INTERVENING VARIABLES
(Study on Shopee E-Commerce Women Consumers in Mojokerto City)

Currently, many online platforms have sprung up that support human
activities such as shopping. This online platform is commonly known as e-
commerce. Indonesia is a country with the fastest growing e-commerce, which is
number one in the world. One of the e-commerce sites that is experiencing fast
development is Shopee. Within 5 years Shopee has reached 96.5 million web visitors
and beat e-commerce that first existed in Indonesia. This study was conducted to
determine the influence of hedonic shopping motivation and shopping lifestyle on
impulse buying with positive emotions as an intervening variable for Shopee female
consumers in Mojokerto.

This research is a type of quantitative research with a survey method.
Sampling is done by purposive sampling which is based on certain characteristics
and has a close relationship with known population characteristics. The number of
samples in this study was 100 respondents. The data collection technique uses an
online questionnaire. Data analysis used the partial least square (PLS) method.

The results showed that: (1) Hedonic shopping motivation had no
significant effect on impulse buying. (2) Shopping lifestyle has a significant effect
on impulse buying. (3) Hedonic shopping motivation has a significant effect on
positive emotions. (4) Shopping lifestyle has a significant effect on positive
emotions. (5) Positive emotions have no significant effect on impulse buying. (6)
Hedonic shopping motivation has no significant effect on impulse buying through
positive emotions. (7) Shopping lifestyle has no significant effect on impulse buying
through positive emotions.

Keywords: Hedonic Shopping Motivation, Shopping Lifestyle, Impulse Buying,
Positive Emotions
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