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ABSTRAK 

Dhiya Fairuz Adawiyah, 2010412320022, 2024. Pengaruh Shopping 

Lifestyle Dan Hedonic Shopping Motivation Terhadap Impulse Buying Yang 

Melakukan Pembayaran Dengan Shopeepay Pada E-Commerce Shopee Di 

Banjarmasin Utara, di bawah bimbingan: Setio Utomo. 

Penelitian ini dilakukan bertujuan menguji pengaruh secara parsial dan 

simultan varibael shopping lifestyle dan hedonic shopping motivation terhadap 

impulse buying yang melalukan pembayaran dengan shopeepay pada e-commerce 

shopee di Banjarmasin Utara. Sebanyak 100 responden yang telah melakukan 

pembayaran dengan shopeepay dan melakukan pembelian di Shopee setidaknya 

satu kali dipilih secara accidental sampling sebagai responden kuesioner 

digunakan untuk pengumpulan data dan analisis data menggunakan regresi linear 

berganda. 

 Hasil penelitian ini menunjukkan bahwa shopping lifestyle berpengaruh 

tidak signifikan secara parsial terhadap impulse buying yang melakukan 

pembayaran dengan shopeepay pada Shopee di Banjarmasin, hedonic shopping 

motivation berpengaruh signifikan secara parsial terhadap impulse buying yang 

melakukan pembayaran dengan shopeepay pada Shopee di Banjarmasin Utara 

serta shopping lifestyle dan hedonic shopping motivation secara simultan 

berpengaruh signifikan terhadap impulse buying yang melakukan pembayaran 

dengan shopeepay pada Shopee di Banjarmasin Utara 

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

Dhiya Fairuz Adawiyah, 2010412320022, 2024. The Influence of 

Shopping Lifestyle and Hedonic Shopping Motivation on Impulse Buyers Who 

Make Payments with Shopeepay on Shopee E-Commerce in North Banjarmasin, 

under the guidance of: Setio Utomo. 

This research was conducted with the aim of testing the partial and 

simultaneous influence of shopping lifestyle and hedonic shopping motivation 

variables on impulse buying that makes payments using ShopeePay on Shopee e-

commerce in North Banjarmasin. A total of 100 respondents who had made 

payments with Shopeepay and made purchases on Shopee at least once were 

selected by accidental sampling as questionnaire respondents used for data 

collection and data analysis using multiple linear regression assisted. 

The results of this research show that shopping lifestyle has a partially 

insignificant effect on impulse buying which makes payments with shopeepay at 

Shopee in North Banjarmasin, hedonic shopping motivation has a partially 

significant effect on impulse buyers who make payments with shopeepay on 

Shopee in North Banjarmasin, as well as shopping lifestyle and hedonic shopping 

motivation simultaneously have a significant effect on impulse buying who make 

payments with shopeepay on Shopee in Banjarmasin North. 

Keyword: Shopping Lifestyle, Hedonic Shopping Motivation, Impulse Buying 

 

 

 

 

 

 

 

 

 



 

xi 

 

DAFTAR ISI 

 

LEMBAR PENGESAHAN .................................................................................... i 

SURAT TUGAS .................................................................................................... ii 

BERITA ACARA .................................................................................................iii 

KATA PENGANTAR .......................................................................................... iv 

LEMBAR PERSEMBAHAN .............................................................................. vii 

PERNYATAAN ORISINALITAS .....................................................................viii 

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

ABSTRACT ............................................................................................................. x 

DAFTAR ISI ......................................................................................................... xi 

DAFTAR TABEL ............................................................................................... xiv 

DAFTAR GAMBAR ........................................................................................... xv 

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

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

1.2 Rumusan Masalah......................................................................................... 13 

1.3 Tujuan Penelitian .......................................................................................... 14 

1.4 Manfaat Penelitian ........................................................................................ 14 

BAB II TINJAUAN PUSTAKA .......................................................................... 16 

2.1. Tinjauan Teori .............................................................................................. 16 

2.1.1 Pemasaran ........................................................................................................ 16 

2.1.2 Bauran Pemasaran ............................................................................................ 19 

2.1.3 Perilaku Konsumen .......................................................................................... 22 

2.1.4 Shopping Lifestyle ............................................................................................ 26 

2.1.5 Hedonic Shopping Motivation .......................................................................... 32 

2.1.6 Keputusan Pembelian ....................................................................................... 35 

2.1.7 Impulse Buying ................................................................................................. 36 

2.2. Penelitian Terdahulu ..................................................................................... 42 

2.3. Hipotesis dan Model Penelitian .................................................................... 48 

2.3.1 Hipotesis Penelitian .......................................................................................... 48 

2.3.2 Model Penelitian .............................................................................................. 51 

BAB III METODE PENELITIAN....................................................................... 52 



 

xii 

 

3.1 Pendekatan Penelitian ................................................................................... 52 

3.2 Desain Penelitian .......................................................................................... 52 

3.3 Lokasi Penelitian .......................................................................................... 52 

3.4 Populasi, Besar Sampel dan Teknik Sampling ............................................. 52 

3.5 Definisi Operasional Variabel ...................................................................... 54 

3.6 Teknik Pengumpulan Data ........................................................................... 59 

3.7 Teknik Analisa Data ..................................................................................... 60 

BAB IV HASIL PENELITIAN ........................................................................... 67 

4.1 Karakteristik Responden ............................................................................... 67 

4.1.1 Karakteristik Responden Berdasarkan Jenis Kelamin ...................................... 67 

4.1.2 Karekteristik Responden Berdasarkan Usia ..................................................... 68 

4.1.3 Karakteristik Responden Berdasarkan Pekerjaan ............................................. 68 

4.1.4 Karakteristik Responden Berdasarkan Uang Saku/Pendapatan ....................... 69 

4.2 Analisis Statistik Deskriptif .......................................................................... 70 

4.2.1 Analisis Deskriptif Variabel Shopping Lifestyle (X1) ...................................... 70 

4.2.2 Analisis Deskriptif Variabel Hedonic Shopping Lifestyle (X2) ....................... 74 

4.2.3 Analisis Deskriptif Variabel Impulse buying (Y) ............................................. 77 

4.3 Uji Validitas dan Reabilitas .......................................................................... 79 

4.4 Hasil Uji Asumsi Klasik ............................................................................... 82 

4.4.1 Uji Normalitas Data ......................................................................................... 82 

4.4.2 Uji Multikolineritas .......................................................................................... 85 

4.4.3 Uji Heteroskedastisitas ..................................................................................... 86 

4.5 Uji Regresi Linear Berganda ........................................................................ 87 

4.6 Hasil Pengujian Hipotesis ............................................................................. 88 

4.6.1 Uji T (Parsial) ................................................................................................... 88 

4.6.2 Uji F (Simultan) ............................................................................................... 90 

4.6.3 Pengujian Koefisien Determinasi (R2) ............................................................. 91 

BAB V PEMBAHASAN ..................................................................................... 94 

5.1 Pembahasan .................................................................................................. 94 

5.1.1 Pengaruh Shopping Lifestyle (X1) terhadap Impulse buying (Y) ..................... 94 

5.1.2 Pengaruh Hedonic Shopping Motivation (X2) terhadap Impulse buying (Y) .. 96 

5.1.3 Pengaruh Shopping Lifestyle (X1) dan Hedonic Shopping Motivation (X2) 



 

xiii 

 

terhadap Impulse buying (Y) ............................................................................ 99 

5.2 Implikasi Hasil Penelitian ........................................................................... 100 

5.2.1 Pengaruh Shopping Lifestyle terhadap Impulse Buying.................................. 101 

5.2.2 Pengaruh Hedonic Shopping Motivation terhadap Impulse Buying ............... 102 

5.2.3 Pengaruh Shopping Lifestyle dan Hedonic Shopping Motivation terhadap 

Impulse Buying ............................................................................................... 103 

5.3 Keterbatasan Penelitian .............................................................................. 104 

BAB VI PENUTUP ........................................................................................... 106 

6.1 Kesimpulan ................................................................................................. 106 

6.2 Saran ........................................................................................................... 106 

DAFTAR PUSTAKA ........................................................................................ 109 

LAMPIRAN ....................................................................................................... 113 

BIODATA DIRI ................................................................................................ 114 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

xiv 

 

DAFTAR TABEL 

Tabel 2. 1 Penelitian Terdahulu ........................................................................... 42 

Tabel 3. 1 Operasional Variabel Penelitian.......................................................... 58 

Tabel 3. 2 Skala Likert ......................................................................................... 60 

Tabel 3. 3 Rentang Kategori Jawaban Responden ............................................... 61 

Tabel 3. 4 Pedoman Koefisien Korelaso .............................................................. 66 

Tabel 4. 1 Karakteristik Responden Berdasarkan Usia ........................................ 68 

Tabel 4. 2 Karakteristik Responden Berdasarkan Jenis Kelamin ........................ 67 

Tabel 4. 3 Karakteristik Responden Berdasarkan Pekerjaan ............................... 68 

Tabel 4. 4 Karakteristik Responden Berdasarkan Uang Saku/Pendapatan .......... 69 

Tabel 4. 5 Rekapitulasi jawaban responden variabel Shopping Lifestyle (X1) ... 70 

Tabel 4.6 Rekapitulasi jawaban responden variabel Hedonic Shopping 

Motivation (X2) ................................................................................... 74 

Tabel 4. 7 Rekapitulasi jawaban responden variabel Impulse buying (Y) ........... 77 

Tabel 4. 8 Hasil Uji Validitas ............................................................................... 80 

Tabel 4. 9 Hasil Uji Reliabilitas ........................................................................... 82 

Tabel 4. 10 Hasil Uji Normalitas Kolmogorv-Smirnov Test ............................... 84 

Tabel 4. 11 Hasil Uji Multikolinearitas................................................................ 85 

Tabel 4. 12 Hasil Regresi Linear Berganda ......................................................... 87 

Tabel 4. 13 Hasil Statistik Secara Parsial (Uji T) ................................................ 89 

Tabel 4. 14 Hasil Statistik Secara Simultan (Uji F) ............................................. 91 

Tabel 4. 15 Hasil Koefisien Determinasi R2 ........................................................ 92 

  

  



 

xv 

 

DAFTAR GAMBAR 

Gambar 1. 1 Grafik Pengujung E-commerce Tahun 2022 ...................................... 3 

Gambar 1. 2 Grafik Pengunjung E-commerce Tahun 2023 .................................... 4 

Gambar 1. 3 Metode Pembayaran yang Paling Dipakai 2023 ................................ 5 

Gambar 2. 1 Model Perialku Konsumen ............................................................... 25 

Gambar 2. 2 Model Penelitian .............................................................................. 51 

Gambar 4. 1 Hasil Uji Normalitas Histogram........................................................83 

Gambar 4. 2 Hasil Normalitas Data P-Plot ........................................................... 83 

Gambar 4. 3 Hasil Uji Normalitas Data Scatterplot .............................................. 86 

Gambar 5. 1 Hasil Model Akhir Penelitian..........................................................104 

  

 


