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UNIVERSITAS MURIA KUDUS
FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN
ABSTRAKSI

Penelitian ini bertujuan untuk menganalisis pengaruh motivasi belanja
hedonis, gaya hidup berbelanja dan promosi penjualan terhadap emosi positif
yang dampaknya pada pembelian impulsif pengguna e-commerce Shopee sebagai
variabel intervening untuk studi kasus pada mahasiswa Program Studi Manajemen
Universitas Muria Kudus Angkatan 2018. Jenis penelitian ini adalah penelitian
kuantitatif. Populasi dalam penelitian ini adalah mahasiswa dan mahasiswi aktif
Program Studi Manajemen Universitas Muria Kudus Angkatan 2018 pengguna e-
commerce Shopee.Teknik pengumpulan data menggunakan kuesioner online
dengan jumlah sampel sebanyak 248 responden. Teknik pengambilan sampling
dalam penelitian ini menggunakan probability sampling. Metode analisis data
dalam penelitian ini adalah analisis statistik deskriptif, analisis regresi linier
berganda, uji asumsi klasik, uji hipotesis dan analisis jalur dengan menggunakan
IBM SPSS Statistic 23. Hasil penelitian ini menunjukkan bahwa motivasi belanja
hedonis berpengaruh positif dan tidak signifikan terhadap pembelian impulsif,
gaya hidup berbelanja berpengaruh positif dan signifikan terhadap pembelian
impulsif, promosi penjualan berpengaruh positif dan  signifikan terhadap
pembelian impulsif, motivasi belanja hedonis berpengaruh positif dan tidak
signifikan terhadap emosi positif, gaya hidup berbelanja berpengaruh positif dan
signifikan terhadap emosi positif, promosi penjualan berpengaruh positif dan
signifikan terhadap emosi positif. Motivasi belanja hedonis, gaya hidup berbelanja
dan promosi penjualan berpengaruh positif dan signifikan terhadap emosi positif
melalui pembelian impulsif.

Kata kunci: motivasi belanja hedonis, gaya hidup berbelanja, promosi penjualan,
emosi positif, pembelian impulsif
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THE EFFECT OF HEDONIC SHOPPING MOTIVATION, SHOPPING
LIFESTYLE, AND SALES PROMOTION ON POSITIVE EMOTIONS THAT
IMPACT ON E-COMMERCE SHOPEE USERS IMPULSIVE PURCHASES
AS INTERVENING VARIABLES (CASE STUDY ON MANAGEMENT
STUDY PROGRAM STUDENTS AT MURIA KUDUS UNIVERSITY CLASS
OF 2018)

MIFTHAHKUL FHAJA REZHA
NIM. 2018-11-454
Supervisor 1 : Dr. Supriyono, S.E., M.M.
2 :lwan Suroso, S.E., M.M., CFP.

MURIA KUDUS UNIVERSITY
FACULTY OF ECONOMICS AND BUSINESS
MANAGEMENT STUDY PROGRAM
ABSTRACTION

This study aims to analyze the effect of hedonic shopping motivation,
shopping lifestyle and sales promotion on positive emotions which have an impact
on impulsive purchases of e-commerce Shopee users as an intervening variable
for a case study on Management Study Program students at Muria Kudus
University Class of 2018. This type of research is quantitative research. The
population in this study were active students of the Management Study Program
at Muria Kudus University Class of 2018, Shopee e-commerce users. The data
collection technique used an online questionnaire with a total sample of 248
respondents. The sampling technique in this study uses probability sampling. The
method of data analysis in this study is descriptive statistical analysis, multiple
linear regression analysis, classical assumption test, hypothesis testing and path
analysis using IBM SPSS Statistics 23. The results of this study indicate that
hedonic shopping motivation has a positive and insignificant effect on mpulsive
buying, style shopping life has a-positive and significant effect on mpulsive
buying, sales promotion has a positive and significant effect on impulsive buying,
hedonic shopping motivation has a positive and not significant effect on positive
emotions, shopping lifestyle has a positive and significant effect on positive
emotions, sales promotion has a positive and significant effect on positive
emotions. Hedonic shopping motivation, shopping lifestyle and sales promotion
have a positive and significant effect on positive emotions through impulsive
buying.

Keywords: hedonic shopping motivation, shopping lifestyle, sales promotion,
positive emotions, impulsive buying
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