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ABSTRAK 

 

 

Penelitian ini bertujuan untuk mengetahui pengaruh hedonic shopping value terhadap 

impulse buying, hedonic shopping value terhadap shopping lifestyle, shopping 

lifestyle terhadap impulse buying, dan pengaruh simultan hedonic shopping value dan 

shopping lifestyle terhadap impulse buying di mall Paris Van Java.  

Penelitian ini dilakukan di kabupaten Bandung, sampel yang diambil adalah 160 

responden dengan metode quota sampling. Sampel dalam penelitian ini adalah orang 

yang pernah berbelanja di mall Paris Van Java dalam kurun waktu 4 bulan terakhir ( 

Januari – April 2016 ) dengan nominal pembelanjaan minimal Rp. 400.000,00 di 

tenant berkategori pakaian, sepatu dan tas, aksesoris, serta produk kecantikan. 

Pengumpulan data dengan penyebaran kuesioner dengan menggunakan skala likert 4 

poin, untuk mengukur 11 indikator. Teknik pengumpulan data yang digunakan adalah 

non probability sampling. Teknik analisis yang digunakan adalah regresi linier 

berganda menggunakan software SPSS 20.  

Hasil penelitian ini menunjukkan bahwa hedonic shopping value berpengaruh positif 

terhadap impulse buying, shopping lifestyle berpengaruh terhadap impulse buying,  

hedonic shopping value berpengaruh positif terhadap shopping lifestyle, serta adanya 

pengaruh simultan antara hedonic shopping value dan shopping lifestyle terhadap 

impulse buying. Hasil pengujian menunjukkan bahwa hedonic shopping value dan 

shopping lifestyle berpengaruh terhadap impulse buying. 

 

 

Kata-kata kunci:  hedonic shopping value, shopping lifestyle, dan impulse buying 
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ABSTRACT 

 

 

This study aims to determine effect of hedonic shopping value towards impulse 

buying, hedonic shopping value towards shopping lifestyle, shopping lifestyle 

towards impulse buying, and simultaneous effect of hedonic shopping value and 

shopping lifestyle towards impulse buying at Mall Paris Van Java. This research was 

conduct in Bandung, samples taken 160 respondents with the quota sampling method. 

Data were collected by questionnaires using a-4 point likert scale, to measure 11 

indicators. The analysis technic used multiple regressions linier. These results 

indicate that hedonic shopping value give the positive effect on impulse buying, 

shopping lifestyle give the positive effect on impulse buying, hedonic shopping value 

give a positive effect on shopping lifestyle, and there’s a simultaneous effect of 

hedonic shopping value and shopping lifestyle on impulse buying. The results shows 

that hedonic shopping value and shopping lifestyle effect to impulse buying. 
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