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ABSTRAK 

 

Penelitian ini bertujuan untuk menguji pengaruh hedonic shopping value 

dan felt urge to buy impulsively terhadap impluse buying konsumen di Matahari 

Department Store Tunjungan Plasa Surabaya. Teknik pengambilan sampel yang 

digunakan adalah non probability sampling dengan cara purposive sampling. 

Karakteristik responden dalam penelitian ini adalah mengetahui Matahari 

Department Store Surabaya. Sampel yang digunakan dalam penelitian ini 

sebanyak 100 responden.Teknik analisis data yang digunakan adalah Analisis 

Regresi Berganda dengan bantuan program PLS. 

Hasil penelitian ini membuktikan bahwa: (1)  Hedonic Shopping Value 

berpengaruh positif dan signifikan terhadap Felt Urge to Buy Impulsively 

sehingga hipotesis didukung, (2) Felt Urge to Buy Impulsively berpengaruh positif 

signifikan terhadap Impulse Buying  di Matahari Department Store Surabaya, 

sehingga hipotesis didukung. 

 

Kata Kunci: Hedonic Shopping Value, Felt Urge to Buy Impulsively, Impulse 

Buying 
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ABSTRACT 

 

This study aims to examine the influence hedonic shopping value and felt 

urge to buy impulsively to impluse buying in Matahari Department Store 

Surabaya.The sampling technique used in non probability sampling by means of 

purposive sampling. The characteristics of respondents in this study were knowing 

Matahari Department Store  Surabaya. The sample used in this study were 100 

respondents. The data analysis technique used in Multiple Regression Analysis 

with help of the PLS progam. 

The results of this study prove that : (1) Hedonic Shopping Value has a 

positive and significant effect on  Felt Urge to Buy Impulsively, so the hypothesis 

is supported; (2) Felt Urge to Buy Impulsively has a positive and significant effect 

on  Impluse Buying in Matahari Department Store Surabaya, so the hypothesis is 

supported 

Keywords:  Hedonic Shopping Value, Felt Urge to Buy Impulsively, Impulse 

Buying 
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