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PENGARUH HEDONIC SHOPPING VALUE DAN FELT 

URGE TO BUY IMPULSIVELY TERHADAP IMPULSE 

BUYING PADA LOTTE MART DI SURABAYA: EFEK 

GENDER SEBAGAI VARIABEL MODERATING 

ABSTRAK 

Penelitian ini bertujuan untuk menguji pengaruh Hedonic 

Shopping Value dan Felt Urge to Buy Impulsively terhadap Impulse 

Buying dengan Gender sebagai variabel moderasi. 

Penelitian ini merupakan penelitian kausal dengan 

menggunakan metode kuesioner. Ketiga variabel tersebut dianalisis 

dengan teknik pengambilan sampling yang digunakan adalah non 

probability sampling. Jenis metode yang digunakan adalah purposive 

sampling. Sampel yang digunakan sebesar 150 responden. Sampel 

dalam penelitian ini adalah konsumen yang pernah berbelanja di 

Lotte Mart Surabaya. Teknik analisis yang digunakan adalah regresi 

moderasi dengan program SPSS. 

 Hasil analisis dalam penelitian ini menunjukkan bahwa 

hipotesis pertama Hedonic Shopping Value berpengaruh signifikan 

dan positif terhadap Impulse Buying. Selain itu, hipotesis kedua Felt 

Urge to Buy Impusively berpengaruh signifikan dan positif terhadap 

Impulse Buying, Sedangkan gender tidak memoderasi pengaruh 

Hedonic Shopping Value dan Felt Urge to Buy Impusively terhadap 

Impulse Buying pada Lotte Mart Surabaya. 

Kata Kunci: Hedonic Shopping Value, Felt Urge to Buy Impusively, 

Impulse Buying, Gender 
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EFFECT OF HEDONIC SHOPPING VALUE AND FELT URGE 

TO BUY IMPULSIVELY ON IMPULSE BUYING ON LOTTE 

MART IN SURABAYA: GENDER EFFECT AS A 

MODERATING VARIABLE 

ABSTRACT 

 This study aims to examine the effect of Hedonic Shopping 

Value and Felt Urge to Buy Impulsively to Impulse Buying with 

Gender as a moderation variable. 

 This research is a causal research using kuesioner method. 

All three variables are analyzed by sampling technique used is non 

probability sampling. The type of method used is purposive 

sampling. The sample used is 150 respondents. The sample in this 

research is consumers who have been shopping at Lotte Mart 

Surabaya. The analysis technique used is moderation regression 

with SPSS program. 

 The results of the analysis in this study indicate that the first 

hypothesis Hedonic Shopping Value has a significant and positive 

impact on Impulse Buying. In addition, the second hypothesis Felt 

Urge to Buy Impusively has a significant and positive impact on 

Impulse Buying, while gender does not moderate the influence of 

Hedonic Shopping Value and Felt Urge to Buy Impusively on 

Impulse Buying at Lotte Mart Surabaya. 

Keywords: Hedonic Shopping Value, Felt Urge to Buy Impusively, 

Impulse Buying, Gender 

 

 

 


