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ABSTRAK 
 

Perkembangan ritel modern pada saat ini lebih berkonsep lifestyle goods 

dari asia timur, dari pada ritel milik perusahaan lokal. Hal ini merupakan 

fenomena yang paling banyak melanda para peritel saat ini dimana peritel lokal 

untuk membuat suatu cara agar konsumen nyaman saat sedang berbelanja di 

dalam toko. Penelitian ini bertujuan untuk mengetahui dan menganalisis 

pengaruh hedonic shopping motivation terhadap impulse buying melalui 

browsing pada H&M di Tunjungan Plaza Surabaya. Penelitian ini menggunakan 

teknik pengambilan sampel yaitu non probability sampling dengan cara 

purposive sampling, dengan jumlah sampel sebanyak 100 responden. Setiap 

responden tersebut merupakan individu yang pernah mengunjungi dan 

melakukan pembelian impulsif di H&M Tunjungan Plaza Surabaya. Kuesioner 

digunakan untuk mengumpulkan data dan selanjutnya diolah dengan teknik 

analisis SEM (Structural Equation Modeling) dengan program SmartPLS 3.0. 

Hasil penelitian ini dapat disimpulkan: (1) Hedonic Shopping Motivation 

berpengaruh positif terhadap Browsing, (2) Hedonic Shopping Motivation 

berpengaruh positif terhadap Impulse Buying, (3) Browsing berpengaruh positif 

terhadap Impulse Buying. 

 

Kata Kunci:    Impulse Buying, Hedonic Shopping Motivation, Browsing 
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ABSTRACT 

 

The development of modern retailers currently has a lifestyle goods 
concept from East Asia, rather than retail owned by local companies. This is a 
phenomenon that is most prevalent among retailers today where local retailers 
make a way to make consumers comfortable while shopping at the store. This 
study aims to determine and analyze the effect of hedonic shopping motivation 
on impulse buying through browsing on H & M at Tunjungan Plaza Surabaya. 
This study uses a sampling technique that is non probability sampling by 
purposive sampling, with a total sample of 100 respondents. Each respondent 
is an individual who has visited and made impulsive purchases at H & M 
Tunjungan Plaza Surabaya. The questionnaire was used to collect data and 
then processed using SEM (Structural Equation Modeling) analysis with the 
SmartPLS 3.0 program. The results of this study can be concluded: (1) Hedonic 
Shopping Motivation has a positive effect on Browsing, (2) Hedonic Shopping 
Motivation has a positive effect on Impulse Buying, (3) Browsing has a positive 
effect on Impulse Buying. 
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