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ABSTRACT 

M. Ridho Azizi (2024). The Influence of Hedonic Purchasing Motivation and Sales 

Promotion on Customer Satisfaction Through Impulsive Buying as an Intervening 

Variable in Generation Z Tiktok Users in Banjarmasin. Supervisor: Siti Aliyati Al 

Bushairi 

This research was conducted to a) To analyze the influence of Hedonic 

Purchase Motivation on Customer Satisfaction on TikTok among Gen Z in 

Banjarmasin. b) To analyze the influence of Sales Promotion on Customer 

Satisfaction on TikTok among Gen Z in Banjarmasin .c) To analyze the influence of 

Hedonic Purchase Motivation on Impulsive Buying on TikTok among Gen Z in 

Banjarmasin. d) To analyze the influence of Sales Promotion on Impulsive Buying 

on TikTok among Gen Z in Banjarmasin. e) To analyze the influence of Impulsive 

Buying on Customer Satisfaction in purchases on TikTok among Gen Z in 

Banjarmasin. 

This research uses the Nonprobability Sampling method (Purposive 

Sampling). The population in this study was taken from generation z users of the 

TikTok application who had shopped on TikTok. The sample drawn for this research 

was 180 people. This research uses primary data by distributing questionnaires. 

The data analysis technique uses a Structural Equation Model (SEM) approach 

based on Partial Least Square (PLS). 

The results of this research indicate that a) Hedonic Purchase Motivation 

has a positive and significant influence on Customer Satisfaction. b) Sales 

Promotion has a positive and significant influence on Customer Satisfaction. c) 

Hedonic Purchase Motivation has a positive and significant influence on Impulsive 

Buying. d) Sales Promotion has a positive and significant influence on Impulsive 

Buying. e) Impulsive Buying has a positive and significant influence on Customer 

Satisfaction. 

Keywords: Hedonic Purchase Motivation, Sales Promotion, Customer Satisfaction, 

Impulsive Buying. 
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ABSTRAK 

M. Ridho Azizi (2024). Pengaruh Motivasi Pembelian Hedonis Dan Promosi 

Penjualan Terhadap Kepuasan Pelanggan Melalui Impulsive Buying Sebagai 

Variabel Intervening Pada Generasi Z Pengguna Tiktok Di Banjarmasin. 

Pembimbing:  Siti Aliyati Al Bushairi 

Penelitian ini dilakukan untuk a) Untuk Menganalisis Motivasi Pembelian 

Hedonis berpengaruh terhadap Kepuasan Pelanggan di TikTok pada Gen Z di 

Banjarmasin. b) Untuk Menganalisis Promosi Penjualan memengaruhi tingkat 

Kepuasan Pelanggan di TikTok pada Gen Z di Banjarmasin. c) Untuk Menganalisis 

Motivasi Pembelian Hedonis memengaruhi Impulsive Buying di TikTok pada Gen 

Z di Banjarmasin. d) Untuk Menganalisis Promosi Penjualan memengaruhi 

Impulsive Buying di TikTok pada Gen Z di Banjarmasin. e) Untuk Menganalisis 

Impulsive Buying dapat mempengaruhi kepuasan pelanggan dalam pembelian di 

TikTok pada Gen Z di Banjarmasin..  

Penelitian ini Menggunakan metode Nonprobability Sampling (Purposive 

Sampling). Populasi dalam penelitian ini diambil dari generasi z pengguna aplikasi 

TikTok yang pernah berbelanja di TikTok. Sampel yang ditarik untuk penelitian ini 

sejumlah 180 orang. Penelitian ini menggunakan data primer dengan melakukan 

pembagian kuisioner. Teknik analisis data menggunakan pendekatan Structural 

Equation Model (SEM) berbasis Partial Least Square (PLS).   

Hasil penelitian ini menunjukkan bahwa a) Motivasi Pembelian Hedonis 

mempunyai pengaruh positif dan signifikan terhadap Kepuasan Pelanggan. b) 

Promosi Penjualan mempunyai pengaruh positif dan signifikan terhadap Kepuasan 

Pelanggan. c) Motivasi Pembelian Hedonis mempunyai pengaruh positif dan 

signifikan terhadap Impulsive Buying. d) Promosi Penjualan mempunyai pengaruh 

positif dan signifikan terhadap Impulsive Buying. e) Impulsive Buying mempunyai 

pengaruh positif dan signifikan terhadap Kepuasan Pelanggan. 

Kata Kunci: Motivasi Pembelian Hedonis, Promosi Penjualan, Kepuasan 

Pelanggan, Impulsive Buying. 

 

 

 

 

 

 

 

 



 
 

x 
 

 

DAFTAR ISI 

LEMBAR LEGALITAS ...................................................................................... i 

LEMBAR PENGESAHAN ................................................................................ ii 

BERITA ACARA PERBAIKAN SKRIPSI ....................................................... iii 

SURAT PERNYATAAN ORISINALITAS ...................................................... iv 

KATA PENGANTAR ....................................................................................... vi 

ABSTRACT ..................................................................................................... viii 

ABSTRAK ......................................................................................................... ix 

DAFTAR ISI ....................................................................................................... x 

DAFTAR TABEL ............................................................................................ xiii 

DAFTAR GAMBAR ....................................................................................... xiv 

DAFTAR LAMPIRAN ..................................................................................... xv 

BAB I .................................................................................................................. 1 

PENDAHULUAN .............................................................................................. 1 

1.1 Latar Belakang ......................................................................................... 1 

1.2 Rumusan Masalah ................................................................................ 8 

1.3 Tujuan Penelitian ..................................................................................... 8 

1.4 Manfaat Penelitian ................................................................................... 9 

BAB II............................................................................................................... 12 

TINJAUAN PUSTAKA ................................................................................... 12 

2.1 Landasan Teori ....................................................................................... 12 

2.1.1 Motivasi Pembelian Hedonis .......................................................... 12 

2.1.2 Promosi Penjualan ........................................................................... 13 

2.1.3 Impulsive Buying ............................................................................. 15 

2.1.4 Kepuasan Pelanggan ....................................................................... 16 

2.1 Hasil Penelitian Sebelumnya ................................................................. 18 

BAB III ............................................................................................................. 22 

KERANGKA KONSEPTUAL DAN HIPOTESIS ........................................... 22 



 
 

xi 
 

3.1 Kerangka Konseptual ............................................................................. 22 

3.2 Hipotesis ................................................................................................ 24 

3.2.1 Pengaruh Motivasi Pembelian Hedonis terhadap Kepuasan 

Pelanggan. .......................................................................................... 24 

3.2.2 Pengaruh Promosi Penjualan Terhadap Kepuasan Pelanggan ........ 25 

3.2.3 Pengaruh Motivasi Pembelian Hedonis terhadap Impulsive Buying.

 ............................................................................................................ 26 

3.2.4 Pengaruh Promosi Penjualan terhadap Impulsive Buying ............... 26 

3.2.5 Pengaruh Impulsive Buying terhadap Kepuasan Pelanggan ............ 27 

BAB IV ............................................................................................................. 28 

METODE PENELITIAN .................................................................................. 28 

4.1 Ruang Lingkup Penelitian ...................................................................... 28 

4.2  Jenis Penelitian ...................................................................................... 28 

4.3 Tempat dan Lokasi Penelitian ................................................................ 28 

4.4 Unit Analisis .......................................................................................... 29 

4.5 Populasi dan Sampel .............................................................................. 29 

4.5.1 Populasi ........................................................................................... 29 

4.5.2 Sampel ............................................................................................. 29 

4.6 Variabel dan Definisi Operasional Variabel .......................................... 30 

4.6.1 Variabel Independen ....................................................................... 30 

4.6.2 Variabel Intervening ........................................................................ 31 

4.6.3 Variabel Dependen .......................................................................... 31 

4.6.4 Definisi Operasional Variabel ......................................................... 31 

4.7 Teknik Pengumpulan Data ..................................................................... 33 

4.7.1 Kuisioner ......................................................................................... 33 

4.8 Teknik Analisis Data .............................................................................. 34 

4.8.1 SEM-PLS (Structural Equation Model – Partial Least Square) ...... 34 

4.8.2 Uji Hipotesis .................................................................................... 36 

BAB V .............................................................................................................. 38 

HASIL DAN PEMBAHASAN ......................................................................... 38 

5.1 Gambaran Umum Aplikasi TikTok ....................................................... 38 

5.1.1  Sejarah Aplikasi TikTok.............................................................. 38 

5.1 Hasil dan Analisis ............................................................................... 40 



 
 

xii 
 

5.2.1 Karakteristik Responden ................................................................. 40 

5.2.2 Deskripsi Statistik Variabel Penelitian ............................................ 42 

5.2.3 Uji Validitas dan Realibiltas Instrumen Penelitian ......................... 50 

5.2.4 Analisis Data ................................................................................... 56 

5.2.5 Hasil Pengujian Hipotesis ............................................................... 67 

5.2 Pembahasan Hasil Penelitian ................................................................. 71 

5.2.1 Motivasi Pembelian Hedonis mempunyai pengaruh positif dan 

signifikan terhadap Kepuasan Pelanggan ........................................... 71 

5.2.2 Promosi Penjualan mempunyai pengaruh positif dan signifikan 

terhadap Kepuasan Pelanggan ............................................................ 73 

5.2.3 Motivasi Pembelian Hedonis mempunyai pengaruh positif dan 

signifikan terhadap Impulsive Buying ................................................ 74 

5.2.4 Promosi Penjualan mempunyai pengaruh positif dan signifikan 

terhadap Impulsive Buying ................................................................. 76 

5.2.5 Impulsive Buying mempunyai pengaruh positif dan signifikan 

terhadap Kepuasan Pelanggan ............................................................ 77 

5.3 Implikasi Hasil ....................................................................................... 79 

5.3.1 Implikasi Teoritis ............................................................................ 79 

5.3.2 Implikasi Praktis .............................................................................. 82 

5.4 Keterbatasan Penelitian .......................................................................... 84 

BAB VI ............................................................................................................. 85 

KESIMPULAN DAN SARAN ......................................................................... 85 

6.1 Kesimpulan ............................................................................................ 85 

6.2 Saran ...................................................................................................... 86 

DAFTAR PUSTAKA ....................................................................................... 87 

LAMPIRAN ...................................................................................................... 92 
 

 

  



 
 

xiii 
 

DAFTAR TABEL 

Tabel 2. 1 Tabel Hasil Penelitian Sebelumnya ..................................................... 18 

Tabel 4. 1 Definisi Operasional Variabel .............................................................. 31 

Tabel 4. 2 Aturan/Pedoman mengukur Validitas dan Realibiltas ......................... 35 

Tabel 4. 3 Aturan/Pedoman dalam Mengevaluasi Model Structural .................... 36 

Tabel 5. 1 Karakteristik Responden Berdasarkan Jenis Kelamin ......................... 40 

Tabel 5. 2 Karakteristik Responden Berdasarkan Pekerjaan ................................ 41 

Tabel 5. 3 Skor Tanggapan Responden Variabel Motivasi Pembelian Hedonis .. 43 

Tabel 5. 4 Skor Tanggapan Responden Variabel Promosi Penjualan ................... 45 

Tabel 5. 5 Skor Tanggapan Responden Variabel Impulsive Buying .................... 46 

Tabel 5. 6 Skor Tanggapan Responden Variabel Kepuasan Pelanggan ............... 48 

Tabel 5. 7 Outer Loading Variabel Motivasi Pembelian Hedonis ........................ 50 

Tabel 5. 8 Outer Loading Promosi Penjualan ....................................................... 51 

Tabel 5. 9 Outer Loading Kepuasan Pelanggan .................................................... 53 

Tabel 5. 10 Outer Loading Impulsive Buying ...................................................... 54 

Tabel 5. 11 Hasil Pengujian Realibilitas Instrumen .............................................. 55 

Tabel 5. 12 Nilai Convergent Validity Loading Factor ........................................ 58 

Tabel 5. 13 Nilai Average Variance Extracted (AVE) ......................................... 59 

Tabel 5. 14 Nilai Cross Loading ........................................................................... 60 

Tabel 5. 15 Nilai Heterotrait Monotrait Ratio (HTMT) ........................................ 61 

Tabel 5. 16 Nilai Fornell-Larcker ......................................................................... 62 

Tabel 5. 17 Hasil Output R-square ........................................................................ 63 

Tabel 5. 18 Nilai F-Square .................................................................................... 64 

Tabel 5. 19 Nilai Q-Square ................................................................................... 65 

Tabel 5. 20 Hasil Output Coefficient .................................................................... 68 

Tabel 5. 21 Specific Indirect Effects ..................................................................... 70 

 

 

 

 

 

 

 

 

 



 
 

xiv 
 

DAFTAR GAMBAR 

Gambar 1. 1 10 Negara Pengguna TikTok Terbanyak per 2023 ............................ 2 

Gambar 3. 1 Kerangka Konseptual ....................................................................... 23 

Gambar 5. 1 Logo Aplikasi Tiktok ....................................................................... 39 

Gambar 5. 2 Nilai Outer Model ............................................................................ 57 

Gambar 5. 3 Grafik Output Bootsraping ............................................................... 68 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

  



 
 

xv 
 

DAFTAR LAMPIRAN 

Lampiran 1 : Kuisioner Penelitian ........................................................................ 92 

Lampiran 2 : Data Karakteristik Responden ......................................................... 98 

Lampiran 3 : Deskripsi Statistik Variabel ............................................................. 98 

Lampiran 4 : Uji Model Pengukuran (Outer Model) .......................................... 104 

Lampiran 5 : Grafik Output PLS-SEM ............................................................... 108 

 

 

 


