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ABSTRAK

Perkembangan teknologi telah mengubah cara kehidupan, mendorong generasi
millennial, yang lahir antara tahun 1990-2000, untuk mengadopsi gaya hidup
modern. Mereka aktif menggunakan teknologi, terutama dalam memenuhi
kebutuhan sehari-hari dengan dominan mengakses pemasaran online, seperti E-
Commerce, sebagai bentuk adaptasi terhadap tren zaman. Pemasaran di media
sosial berperan dalam memicu nilai hedonis, di mana konsumen cenderung
mencari kepuasan dan kesenangan emosional dalam berbelanja. Motivasi hedonis
dalam berbelanja dapat memicu impulse buying, dipengaruhi oleh perasaan,
kesenangan, dan fantasi terkait dengan produk hedonis. Pembelian dengan nilai
hedonis berpengaruh pada Shopping Lifestyle konsumen, di mana mereka dengan
daya beli tinggi cenderung mengikuti tren produk atau jasa yang menarik pada E-
Commerce. Gaya hidup berbelanja seseorang juga dipengaruhi oleh
perkembangan teknologi, menjadi faktor penting dalam memahami perilaku
konsumen, terutama dalam konteks pemasaran. Peningkatan toko online memicu
impulse buying, pembelian tiba-tiba tanpa perencanaan, terutama di kalangan
generasi Y atau millennial. Kemudahan teknologi mendukung fenomena ini,
memicu rasa ingin tahu yang sulit dikontrol dalam berbelanja. Penelitian ini
bertujuan untuk menganalisis pengaruh antara Hedonic Shopping Motivation dan
Shopping Lifestyle terhadap Impulse Buying Generasi Y pada TikTok Shop di
Kota Batam. Jenis penelitian ialah penelitian kuantitatif, menggunakan purposive
sampling sebanyak 100 responden, diolah dengan menggunakan SPSS versi 25.
Hasil penelitian menyatakan bahwa variabel Hedonic Shopping Motivation
berpengaruh positif dan signifikan secara parsial terhadap Impulse Buying
diketahui dengan menggunakan perhitungan t hitung 2,354 > t tabel 1,661 dengan
nilai signifikan 0,021 < 0,05. Variabel Shopping Lifestyle berpengaruh dan
signifikan secara parsial terhadap Impulse Buying t hitung 3,199 > t tabel 1,661
dengan nilai signifikan 0,002 < 0,05. Kemudian telah diperoleh hasil penelitian
bahwa hedonic shopping motivation dan shopping lifestyle berpengaruh positif
dan signifikan terhadap impulse buying secara simultan dengan hasil.perhitungan f
hitung 33,184 > f tabel 3,09 dengan nilai signifikan 0,000 < 0,05.

Kata Kunci: Hedonic Shopping Motivation, Shopping Lifestyle, dan Impulse
buying



ABSTRACT

The development of technology has changed the way of life, encouraging
millennials, who were born between 1990-2000, to adopt a modern lifestyle. They
actively use technology, especially in fulfilling their daily needs by predominantly
accessing online marketing, such as E-Commerce, as a form of adaptation to the
trend of the times. Marketing on social media plays a role in triggering hedonic
values, where consumers tend to seek satisfaction and emotional pleasure in
shopping. Hedonic motivation in shopping can trigger impulse buying, influenced
by feelings, pleasure and fantasies related to hedonic products. Purchasing with
hedonic values affects the consumer's Shopping Lifestyle, where those with high
purchasing power tend to follow interesting product or service trends on E-
Commerce. A person's shopping lifestyle is also influenced by technological
developments, becoming an important factor in understanding consumer
behaviour, especially in the context of marketing. The rise of online stores fuelled
impulse buying, a sudden purchase without planning, especially among
generation Y or millennials. The ease of technology supports this phenomenon,
fuelling curiosity that is difficult to control in shopping. This research aims to
analyze the influence between Hedonic Shopping Motivation and Shopping
Lifestyle on Generation Y's Impulse Buying at the TikTok Shop in Batam City. The
type of research is quantitative research, using purposive sampling of 100
respondents, processed using SPSS version 25. The results of the research state
that the Hedonic Shopping Motivation variable has a positive and partially
significant effect on Impulse Buying, known by using the t coefficient 2.354 > t
table 1.661 with a value significant 0.021 < 0.05. The Shopping Lifestyle variable
has a partial and significant effect on Impulse Buying tcount 3.199 > ttable 1.661
with a significant value of 0.002 < 0.05. Then the research results showed that
hedonic shopping motivation and shopping lifestyle had a positive and significant
effect on impulsive buying simultaneously with the calculation results of f count
33.184 > ftable 3.09 with a significant value of 0.000 < 0,05.

Keywords: Hedonic Shopping Motivation, Shopping Lifestyle, and Impulse
Buying.
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