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ABSTRAK 

 

Shinta Amalia, 2110412120008, 2026. Pengaruh Price Discount dan 

Hedonic Shopping Motivation Terhadap Impulse Buying Pada Konsumen Sociolla 

Duta Mall Banjarmasin, di bawah bimbingan: Hairudinor. 

 

Penelitian ini bertujuan untuk menguji pengaruh secara parsial dan 

simultan price discount dan hedonic shopping motivation terhadap konsumen 

Sociolla Duta Mall Banjarmasin. Penelitian ini menggunakan pendekatan 

kuantitatif. Teknik pengambilan sampel yang digunakan adalah purposive 

sampling. Jumlah sampel dalam penelitian ini ialah sebanyak 130 responden. 

Pengumpulan data dilakukan melalui penyebaran kuisioner dan analisis data 

menggunakan analisis regresi linear berganda. 

 

Hasil penelitian menunjukkan bahwa price discount dan hedonic shopping 

motivation secara parsial berpengaruh positif dan signifikan terhadap impulse 

buying konsumen Sociolla Duta Mall Banjarmasin. Serta price discount dan 

hedonic shopping motivation secara simultan berpengaruh positif dan signifikan 

terhadap impulse buying konsumen Sociolla Duta Mall Banjarmasin. 

 

Kata kunci: Price Discount, Hedonic Shopping Motivation, Impulse Buying   
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ABSTRACT 

 

Shinta Amalia, 2110412120008, 2026. The Effect of Price Discounts and 

Hedonic Shopping Motivation on Impulse Buying Among Sociolla Consumers at 

Duta Mall Banjarmasin, under the guidance of: Hairudinor. 

 

This study aims to examine the partial and simultaneous effects of price 

discounts and hedonic shopping motivation on Sociolla consumers at Duta Mall 

Banjarmasin. This study employs a quantitative approach. The sampling 

technique used is purposive sampling. The sample size for this study consists of 

130 respondents. Data collection was conducted through the distribution of 

questionnaires, and data analysis utilized multiple linear regression analysis. 

 

The results of the study indicate that price discounts and hedonic shopping 

motivation have a partial, positive, and significant effect on impulse buying 

among Sociolla customers at Duta Mall Banjarmasin. Furthermore, price 

discounts and hedonic shopping motivation have a simultaneous, positive, and 

significant effect on impulse buying among Sociolla customers at Duta Mall 

Banjarmasin. 

 

Keywords: Price Discount, Hedonic Shopping Motivation, Impulse Buying 
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