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ABSTRACT 

Delviana Putri Nur Rizki (2023). The Effect of Sales Promotion, Hedonic Shopping 

Value, and Shopping Lifestyle on Impulse Buying (Study on Generation Z in 

Banjarmasin). Management Studies Program. Faculty of Economics and Business, 

University of Lambung Mangkurat. Supervisor: Ahmad Rifani 

 

This study aims to determine and analyze: (1) The effect of sales promotion on 

impulse buying (study on Shopee Generation Z in Banjarmasin) (2) The effect of 

hedonic shopping value on impulse buying (study on Shopee Shopee Generation Z in 

Banjarmasin) (3) The effect of shopping lifestyle on impulse buying (study on Shopee 

Generation Z in Banjarmasin).  

This type of research is quantitive research. The population is generation Z in 

Banjarmasin who over 17 years who had made unplanned purchases or impulse 

buying. The data is collected from 100 respondents. Sampling technique used in this 

study is purposive sampling using questionnaires. Data analysis technique using 

multiple linear regression analysis. 

The results of this study indicate that (1) sales promotion has a effect on impulse 

buying for Shopee online shoppers in Banjarmasin, (2) hedonic shopping value does 

not have effect on impulse buying for Shopee online shoppers in Banjarmasin. (3) 

Shopping lifestyle has  effect on impulse buying for Shopee online shoppers in 

Banjarmasin. 

 

Keywords: Sales Promotion, Hedonic Shopping Value, Shopping Llifestyle, Impulse 

Buying 
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ABSTRAKSI 

Delviana Putri Nur Rizki (2023). Pengaruh Promosi Penjualan, Hedonic Shopping 

Value , dan Shopping Lifestyle Terhadap Impulse Buying Pada Shopee (Studi pada 

Generasi Z di Banjarmasin). Program Studi Manajemen. Fakultas Ekonomi dan Bisnis 

Universitas Lambung Mangkurat. Pembimbing : Ahmad Rifani   

 

Penelitian ini bertujuan untuk mengetahui dan menganalisis: (1) Pengaruh 

promosi penjualan terhadap impulse buying (studi pada shopee generasi Z di 

Banjarmasin) (2) Pengaruh hedonic shopping value  terhadap impulse buying (studi 

pada shopee generasi z di banjarmasin) (3) Pengaruh shopping lifestyle terhadap 

impulse buying (studi pada Shopee Generasi Z di Banjarmasin). 

Jenis penelitian ini adalah penelitian kuantitatif. Populasinya adalah generasi Z 

di Banjarmasin yang berusia di atas 17 tahun yang pernah melakukan pembelian tidak 

terencana atau pembelian impulsif. Data dikumpulkan dari 100 responden. Teknik 

pengambilan sampel yang digunakan dalam penelitian ini adalah purposive sampling 

dengan menggunakan kuesioner. Teknik analisis data menggunakan analisis regresi 

linier berganda. 

Hasil penelitian ini menunjukkan bahwa (1) promosi penjualan berpengaruh 

terhadap impulse buying pada pembeli online shopee di banjarmasin, (2) hedonic 

shopping value tidak berpengaruh terhadap impulse buying pada pembeli online shopee 

di banjarmasin. (3) shopping lifestyle berpengaruh terhadap impulse buying  pada 

pembeli online shopee di banjarmasin 

 

Keywords: Promosi Penjualan, Hedonic Shopping Value, Shopping Llifestyle, 

Impulse Buying 
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