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ABSTRAK 
 

Penelitian ini bertujuan untuk mengetahui pengaruh motivasi belanja 

hedonis terhadap impulse buying. Berdasarkan kriteria, didapatkan sebanyak 130 

responden yang menjadi sampel. Pemilihan sampel dalam penelitian ini dilakukan 

dengan snowball sampling. Teknik analisis yang digunakan dalam penelitian ini 

adalah analisis regresi berganda. Hasil penelitian menunjukan bahwa secara parsial 

adventure shopping berpengaruh signifikan terhadap impulse buying, value 

shopping tidak berpengaruh signifikan terhadap impulse buying, idea shopping 

berpengaruh signifikan terhadap impulse buying, social shopping tidak 

berpengaruh signifikan terhadap impulse buying dan relaxation shopping 

berpengaruh dan signifikan terhadap impulse buying. Analisis uji F menyatakan 

bahwa adventure shopping, value shopping, idea shopping, social shopping dan 

relaxation shopping secara simultan berpengaruh terhadap impulse buying.  

 

Kata Kunci: impulse buying, adventure shopping, value shopping, idea shopping, 

social shopping, relaxation shopping 

 

 

 

 

 

 

 

 

Pengaruh Motivasi Belanja…, Yuni Supratiwi Malinton, Fakultas Ekonomi dan Bisnis UMP, 2022

mailto:yunispratiw@gmail.com
mailto:muchammadagungm@gmail.com


xi 
 

THE EFFECT OF HEDONIC SHOPPING MOTIVATION  

ON IMPULSIVE BUYING 

(Survey On Consumers Shopee in Bobotsari Purbalingga) 

 Yuni Supratiwi Malinton1 

Faculty of Economics and Business 

Universitas Muhammadiyah Purwokerto 

Email :  yunispratiw@gmail.com 

 

Muchammad Agung Miftahuddin2 

Faculty of Economics and Business 

Universitas Muhammadiyah Purwokerto 

Email :  muchammadagungm@gmail.com 

 

 

ABSTRACT 
 

The porpose of this research was to analyzed the hedonic shopping 

motivation on impulse buying. Based on the criteria, 130 respondents were chosen 

as the samples. Snowball sampling is used on this research as the sample selection. 

The analysis technique used in this study is multiple regression analysis. The results 

showed that partially adventure shopping has a significant effect on impulse 

buying, value shopping has no significant effect on impulse buying, idea shopping 

has a significant effect on impulse buying, social shopping has no significant effect 

on impulse buying, relaxation shopping has a significant effect on impulse buying. 

F test analysis states that adventure shopping, value shopping, idea shopping, 

social shopping and relaxation shopping simultaneously affect impulse buying. 

 

Keywords: impulse buying, adventure shopping, value shopping, idea shopping, 

social shopping, relaxation shopping 
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