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ABSTRAK 

 

RISKA DENIA. Pengaruh Sales Promotion dan Hedonic Shopping terhadap 

Impulse Buying Behavior melalui Positive Emotion pada Pengguna E-Commerce di 

Jabodetabek. 

 

Penelitian ini bertujuan untuk menganalisis faktor-faktor yang memengaruhi 

impulse buying behavior pada pengguna salah satu e-commerce Shopee dengan 

menggunakan variabel sales promotion, hedonic shopping, dan positive emotion. 

Metode pengumpulan data menggunakan metode survey berupa kuesioner yang 

disebarkan kepada 200 responden. Kriteria responden dalam penelitian yaitu 

responden berdomisili di wilayah Jabodetabek, berusia minimal 17 tahun, 

mempunyai akun Shopee dan merupakan pengguna Shopee, dan responden sudah 

pernah melakukan pembelian di Shopee minimal dua kali dalam kurun waktu enam 

bulan terakhir. Data diolah dengan menggunakan teknik analisis SEM yang terdapat 

dalam perangkat AMOS dan SPSS. Hasil penelitian menunjukkan bahwa sales 

promotion berpengaruh terhadap positive emotion, sales promotion berpengaruh 

terhadap impulse buying behavior, hedonic shopping berpengaruh terhadap positive 

emotion, hedonic shopping berpengaruh terhadap impulse buying behavior, positive 

emotion berpengaruh terhadap impulse buying behavior, sales promotion 

berpengaruh signifikan terhadap impulse buying behaviour melalui positive 

emotion, dan hedonic shopping berpengaruh signifikan terhadap impulse buying 

behaviour melalui positive emotion. 

Kata Kunci: Impulse Buying Behavior, Sales Promotion, Hedonic Shopping, 

Positive Emotion 
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ABSTRACT 

 

RISKA DENIA. Influence Sales Promotions and Hedonic Shopping to Impulse 

Buying Behavior through Positive Emotions on User E-Commerce in Jabodetabek 

Area. 

 

This study aims to analyze the factors that influence impulse buying behavior in 

users of one of the Shopee e-commerce using the variables of sales promotion, 

hedonic shopping, and positive emotion. The data collection method uses a survey 

method in the form of a questionnaire distributed to 200 respondents. The criteria 

for respondents in the study are that respondents live in the Jabodetabek area, are 

at least 17 years old, have a Shopee account and are Shopee users, and respondents 

have made purchases at Shopee at least twice in the last six months. The data was 

processed using SEM analysis techniques contained in AMOS and SPSS tools. The 

results showed that sales promotion affects positive emotion, sales promotion 

affects impulse buying behavior, hedonic shopping affects positive emotion, 

hedonic shopping affects impulse buying behavior, positive emotion affects impulse 

buying behavior, sales promotion has a significant effect on impulse buying 

behavior through positive emotion, and hedonic shopping has a significant effect 

on impulse buying behavior through positive emotion. The data was processed 

using SEM analysis techniques contained in AMOS and SPSS tools. The results 

showed that sales promotion, hedonic shopping had a significant effect on impulse 

buying behavior, positive emotion had a significant effect on impulse buying 

behavior, sales promotion n had a significant effect on impulse buying behavior 

through positive emotion, and hedonic shopping had a significant effect on impulse 

buying behavior through positive emotion. 

Keyword: Impulse Buying Behavior, Sales Promotion, Hedonic Shopping, Positive 

Emotion 
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