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ABSTRAK 

Lien Chin Shea Kherrenn Sondang. 2110412220012. (2025). Pengaruh 

Price Discount dan Hedonic Shopping Motivation Pada Konsumen Livi Beauty 

House Banjarmasin, dibawah bimbingan: Irwansyah. 

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh price 

discount dan hedonic shopping motivation terhadap impulse buying pada konsumen 

Livi Beauty House di Kota Banjarmasin. Selain itu, penelitian ini juga 

menggambarkan bagaimana potongan harga dan motivasi belanja hedonis dapat 

memengaruhi perilaku pembelian spontan pada konsumen. 

Penelitian dilakukan di Kota Banjarmasin dengan menggunakan metode kuantitatif. 

Sebanyak 100 responden yang merupakan konsumen Livi Beauty House 

Banjarmasin dipilih menggunakan teknik insidental sampling. Data dikumpulkan 

melalui penyebaran kuesioner, kemudian dianalisis menggunakan analisis regresi 

linier berganda dengan bantuan program SPSS versi 26. 

Hasil penelitian menunjukkan bahwa secara parsial, price discount tidak 

berpengaruh signifikan terhadap impulse buying pada konsumen Livi Beauty House 

Banjarmasin, sedangkan hedonic shopping motivation berpengaruh signifikan 

terhadap impulse buying. Secara simultan, price discount dan hedonic shopping 

motivation berpengaruh signifikan terhadap impulse buying pada konsumen Livi 

Beauty House Banjarmasin. Dengan demikian, kombinasi strategi diskon harga dan 

peningkatan motivasi belanja hedonis terbukti mampu mendorong perilaku 

pembelian impulsif di kalangan konsumen. 

 

Kata Kunci: Price Discount, Hedonic Shopping Motivation, Impulse Buying. 
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ABSTRACT 

Lien Chin Shea Kherrenn Sondang, 2110412220012, (2025). The Effect of 

Price Discount and Hedonic Shopping Motivation on Impulse Buying among Livi 

Beauty House Consumers in Banjarmasin City, supervised by Irwansyah 

This study aims to determine and analyze the effect of price discount and 

hedonic shopping motivation on impulse buying among consumers of Livi Beauty 

House in Banjarmasin City. In addition, this research describes how price discounts 

and hedonic shopping motivation influence consumers’ spontaneous purchasing 

behavior. 

The research was conducted in Banjarmasin City using a quantitative 

approach. A total of 100 respondents who were consumers of Livi Beauty House 

were selected using the incidental sampling technique. Data were collected through 

questionnaires and analyzed using multiple linear regression analysis with the help 

of SPSS version 26. 

The results showed that, partially, price discount has no significant effect on 

impulse buying among Livi Beauty House consumers, while hedonic shopping 

motivation has a significant effect on impulse buying. Simultaneously, price 

discount and hedonic shopping motivation have a significant effect on impulse 

buying among Livi Beauty House consumers in Banjarmasin. Thus, the 

combination of price discount strategies and enhancing hedonic shopping 

motivation effectively encourages impulsive purchasing behavior among 

consumers. 

 

Keywords: Price Discount, Hedonic Shopping Motivation, Impulse Buying, Livi 

Beauty House, Banjarmasin 
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