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ABSTRACT 

 

Along with the development of era, the current shopping concept has turned into a reflection 

of lifestyle and leisure among communities. Humans also have the motivation of a hedonist is 

a form of human motivation to meet the need for pleasure. Someone hedonist motivation in 

the shop, it is said can also be distinguished in gender differences. The purpose of doing 

research is to analyze the difference of hedonic shopping motivation between men and 

women. Shopping hedonist motives in this study using indicators which include adventure 

shopping, social shopping, gratification shopping, idea shopping, role shopping and value 

shopping. This research was conducted towards the men and women in one of the University 

of Bandung and the number of samples that are assigned as many as 180 respondents. 

Methods of analysis used is a quantitative analysis with SPSS program Ver. 17.0 for 

windows. The result of this research shows that the average respondents gave responses agree 

against each indicator. Of all the dimensions of hedonic shopping motivation which most 

declared by respondents as the most important part of the hedonic shopping motivation is 

social shopping with a percentage of the average 47,56% of respondents. Judging from the 

results of research by using different test (t-test) that the results of the responses of the 

respondents there is a difference between men and women on a shopping adventure indicator, 

graification shopping, and the idea of shopping in a significant way, While the result of the 

respoden responses of men and women there is no difference in indicators of role value 

shopping, shopping, and social shopping significantly. 

Keywords: Hedonic Shopping Motivation 
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ABSTRAK 

 

Seiring berkembangnya jaman, konsep belanja saat ini telah berubah menjadi sebuah 

cerminan gaya hidup dan rekreasi dikalangan masyarakat. Manusia juga memiliki motivasi  

hedonis yang merupakan suatu bentuk motivasi manusia untuk memenuhi kebutuhan akan 

kesenangan. Motivasi hedonis seseorang dalam berbelanja, dikatakan juga dapat dibedakan 

dalam perbedaan gender. Tujuan dilakukannya penelitian ini adalah untuk menganalisis 

perbedaan hedonic shopping motivation antara pria dan wanita. Motif belanja hedonis dalam 

penelitian ini menggunakan indikator-indikator yang meliputi adventure shopping, social 

shopping, gratification shopping, idea shopping, role shopping, dan value shopping. 

Penelitian ini dilakukan terhadap pria dan wanita di salah satu universitas Bandung dan 

jumlah sampel yang ditetapkan sebanyak 180 responden. Metode analisis yang digunakan 

adalah analisis kuantitatif dengan program SPSS ver.17.0 for windows. Hasil penelitian ini 

menunjukkan bahwa rata-rata responden memberi tanggapan setuju terhadap masing-masing 

indikator. Dari semua dimensi hedonic shopping motivation yang paling besar dinyatakan 

oleh responden sebagai bagian terpenting dari hedonic shopping motivation adalah social 

shopping dengan presentase rata-rata responden sebesar 47,56%. Dilihat dari hasil penelitian 

dengan menggunakan uji beda (t-test) bahwa hasil tanggapan responden pria dan wanita 

terdapat perbedaan pada indikator adventure shopping, graification shopping, dan idea 

shopping secara signifikan, sedangkan hasil tanggapan respoden pria dan wanita tidak 

terdapat perbedaan pada indikator role shopping, value shopping, dan social shopping secara 

signifikan. 

Kata Kunci: Motif Belanja Hedonis 
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