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ABSTRAKSI 

Penelitian ini bertujuan untuk mengetahui Pengaruh Webiste Quality, Shopping 

Lifestyle, Hedonic Shopping Motivation, dan Sales Promotion terhadap Impulse 

Buying (Studi pada konsumen e-commerce Tiktok Shop Generasi Z). Penelitian 

ini merupakan penelitian kuantitatif. Populasi dalam penelitian ini adalah 

konsumen yang tinggal di Kabupaten Kudus yang pernah bertransaksi di aplikasi 

e-commerce Tiktok Shop yang termasuk dalam generasi Z dengan minimal umur 

17 tahun. Sampel penelitian ini sebanyak 125 responden dengan pengambilan 

responden menggunakan nonprobability sampling. Jenis data yang digunakan 

adalah data primer yang diperoleh dari penyebaran kuesioner. Analisis data yang 

digunakan yaitu software SPSS versi 27. Hasil penelitian menunjukkan bahwa (1) 

Website quality berpengaruh signifikan dan negative terhadap impulse buying. (2) 

Shopping lifestyle berpengaruh signifikan dan positif terhadap impulse buying. (3) 

Hedonic shopping motivation berpengaruh signifikan dan positif terhadap impulse 

buying. (4) Sales promotion berpengaruh signifikan dan positif terhadap impulse 

buying. (5) Website quality, shopping lifestyle, hedonic shopping motivation, dan 

sales promotion berpengaruh signifikan terhadap impulse buying. 
 

Kata Kunci: Website Quality, Shopping Lifestyle, Hedonic Shopping Motivation, Sales 

Promotion, Impulse Buying, Generasi Z. 
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ABSTRAKSI 

This study aims to determine the Influence of Website Quality, Shopping Lifestyle, 

Hedonic Shopping Motivation, and Sales Promotion on Impulse Buying (Study on 

Generation Z Tiktok Shop e-commerce consumers). This study is a quantitative 

study. The population in this study were consumers living in Kudus Regency who 

had made transactions on the Tiktok Shop e-commerce application who were 

included in generation Z with a minimum age of 17 years. The sample of this 

study was 125 respondents with respondents being taken using nonprobability 

sampling. The type of data used was primary data obtained from distributing 

questionnaires. Data analysis used SPSS software version 27. The results of the 

study showed that (1) Website quality had a significant and negative effect on 

impulse buying. (2) Shopping lifestyle had a significant and positive effect on 

impulse buying. (3) Hedonic shopping motivation had a significant and positive 

effect on impulse buying. (4) Sales promotion had a significant and positive effect 

on impulse buying. (5) Website quality, shopping lifestyle, hedonic shopping 

motivation, and sales promotion had a significant effect on impulse buying. 
 

Kata Kunci: Website Quality, Shopping Lifestyle, Hedonic Shopping Motivation, Sales 

Promotion, Impulse Buying, Generasi Z. 
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