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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh hedonic shopping 

motivation terhadap emosi positif melalui impulse buying konsumen Shopee di 

Jakarta Timur. Penelitian ini menggunakan data berupa data primer yang diperoleh 

dari penyebaran kuesioner. Jumlah kuesioner sebanyak 213 responden yang 

merupakan orang yang bernah melakukan pembelian di aplikasi Shopee minimal 3 

kali dalam 3 bulan terakhir. Teknik sampel yang digunakan adalah non probability 

sampling dan cara pengambilan sampelnya dengan menggunakan purposive 

sampling. Kemudian dilakukan uji analisis menggunakan Structural Equation 

Modelling (SEM) dan Uji Sobel. 

 Hasil penelitian menunjukkan pengaruh hedonic shopping motivation 

terhadap emosi positif melalui impulse buying di Shopee yaitu positif atau memiliki 

hubungan yang signifikan. Hal tersebut dilihat dari nilai t (t-values) yang lebih dari 

1,96 ( = 5%) yaitu masing-masing sebesar 7,05 (hedonic shopping motivation 

terhadap emosi positif), sebesar 2,22 (emosi positif terhadap impulse buying), dan 

sebesar 3,07 (hedonic shopping motivation terhadap impulse buying). Untuk 

pengujian pengaruh intervening menggunakan uji Sobel dan diperoleh nilai t lebih 

besar dari 1,96 ( = 5%) yaitu sebesar 2,1. Hasil menunjukkan bahwa emosi positif 

sebagai variabel intervening memiliki hubungan yang signifikan. 

 

Kata Kunci : Hedonic Shopping Motivation, Emosi Positif, Impulse Buying 
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ABSTRACT 

 

This study aims to determine the effect of hedonic shopping motivation on 

positive emotions through impulse buying Shopee consumers in East Jakarta. This 

study uses data in the form of primary data obtained from questionnaires. The 

number of questionnaires as many as 213 respondents who are those who have 

made purchases on the Shopee application at least 3 times in the last 3 months. The 

sampling technique used is non-probability sampling and the method of taking 

samples using purposive sampling. Then an analysis test was carried out using 

Structural Equation Modeling (SEM) and Sobel Test. 

The results showed that the effect of hedonic shopping motivation on 

positive emotions through impulse buying in Shopee was positive or had a 

significant relationship. This can be seen from the value of t (t-values) which are 

more than 1.96 ( = 5%), each of which is 7.05 (hedonic shopping motivation on 

positive emotions), amounting to 2.22 (positive emotions towards impulse buying ), 

and 3.07 (hedonic shopping motivation against impulse buying). To test the effect 

of intervening using the Sobel test and t values obtained greater than 1.96 ( = 5%) 

that is equal to 2.1. The results show that positive emotions as an intervening 

variable have a significant relationship. 

 

Keywords : Hedonic Shopping Motivation, Positive Emotions, Impulse Buying. 
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