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ABSTRAK

Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh sales
promotion dan hedonic shopping value terhadap impulse buying pada pengguna
Shopee. Penelitian ini menggunakan responden pengguna aktif Shopee yang pernah
melakukan pembelian secara tidak terencana. Teknik pengambilan sampel yang
digunakan adalah purposive sampling, dengan pengumpulan data dilakukan
melalui kuesioner menggunakan Google Form. Metode analisis data yang
digunakan adalah analisis regresi linier berganda. Hasil penelitian menunjukkan
bahwa sales promotion tidak berpengaruh signifikan terhadap impulse buying,
meskipun memiliki arah hubungan yang positif. Sementara itu, hedonic shopping
value terbukti berpengaruh positif dan signifikan terhadap impulse buying. Temuan
ini memberikan implikasi teoritis bahwa perilaku impulse buying pada e-commerce
Shopee lebih dipengaruhi oleh aspek emosional dan kesenangan berbelanja
dibandingkan dengan dorongan promosi. Secara praktis, hasil penelitian ini dapat
menjadi acuan bagi bermanfaat praktis bagi pelaku bisnis dan konsumen. Bagi
pelaku bisnis, hasil penelitian dapat digunakan untuk merancang strategi promosi
dan peningkatan nilai pengalaman belanja. Bagi konsumen, penelitian ini
memberikan pengalaman berbelanja yang lebih menyenangkan dan memuaskan
sehingga meningkatkan keinginan melaku.

Kata Kunci: Sales Promotion, Hedonic Shopping Value, Impulse Buying
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ABSTRACT

This study aims to examine and analyze the effects of sales promotion and
hedonic shopping value on impulse buying among Shopee users. The respondents
of this study were active Shopee users who had made unplanned purchases. The
sampling technique used was purposive sampling, and data were collected through
a questionnaire distributed via Google Forms. The data analysis method employed
was multiple linear regression analysis. The results show that sales promotion does
not have a significant effect on impulse buying, although it has a positive
relationship. Meanwhile, hedonic shopping value is proven to have a positive and
significant effect on impulse buying. These findings provide theoretical
implications that impulse buying behavior in Shopee e-commerce is more strongly
influenced by emotional aspects and shopping enjoyment than by promotional
stimuli. Practically, the results of this study can serve as a useful reference for both
business practitioners and consumers. For business practitioners, the findings can
be used to design promotional strategies and enhance the shopping experience
value. For consumers, this study highlights the importance of a more enjoyable and
satisfying shopping experience, which can increase the desire to make purchases.

Keywords: Sales Promotion, Hedonic Shopping Value, Impulse Buying
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