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ABSTRAK 

 

PENGARUH HEDONIC SHOPPING MOTIVATION, PROMOSI PENJUALAN, 

DAN DAYA TARIK IKLAN TERHADAP ONLINE IMPULSE BUYING PADA 

MASYARAKAT BERPENGHASILAN RENDAH DI YOGYAKARTA 

Penelitian ini bertujuan untuk mengetahui pengaruh hedonic shopping motivation, 

promosi penjualan, dan daya tarik iklan terhadap online impulse buying pada 

masyarakat berpenghasilan rendah di Yogyakarta yang membeli produk aksesoris 

handphone di aplikasi Shopee. Metode pengumpulan data menggunakan kuesioner 

yang dibagikan melalui google form. Populasi dari penelitian ini merupakan 

masyarakat berpenghasilan rendah di Yogyakarta yang membeli produk aksesoris 

handphone di aplikasi Shopee. Pengambilan sampel dilakukan dengan 

menggunakan Non-Probability Sampling dengan teknik purposive sampling. 

Jumlah sampel sebanyak 100 responden. Teknik analisis data yang digunakan 

adalah analisis regresi linier berganda. Hasil penelitian ini menunjukan bahwa 

hedonic shopping motivation dan promosi penjualan berpengaruh positif dan 

signifikan terhadap online impulse buying pada masyarakat berpenghasilan rendah 

di Yogyakarta yang membeli produk aksesoris handphone di aplikasi Shopee. 

Sedangkan daya tarik iklan tidak berpengaruh signifikan terhadap online impulse 

buying pada masyarakat berpenghasilan rendah di Yogyakarta yang membeli 

produk aksesoris handphone di aplikasi Shopee. 

Kata kunci: hedonic shopping motivation, promosi penjualan, daya tarik iklan, 

online impulse buying. 
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ABSTRACT 

 

 
THE EFFECT OF HEDONIC SHOPPING MOTIVATION, SALES PROMOTION, 

AND ADVERTISEMENT APPEAL ON ONLINE IMPULSE BUYING FOR LOW 

INCOME PEOPLE IN YOGYAKARTA 

This study aims to determine the effect of hedonic shopping motivation, sales 

promotion, and advertisement appeal on online impulse buying in low-income 

people in Yogyakarta who buy mobile phone accessories in the Shopee. The data 

collection method used a questionnaire distributed via google form. The population 

of this study is a low-income people in Yogyakarta who buys mobile phone 

accessories in the Shopee application. Sampling was done using Non-Probability 

Sampling with purposive sampling technique. The number of samples is 100 

respondents. The data analysis technique used is multiple linear regression 

analysis. The results of this study indicate that hedonic shopping motivation and 

sales promotion have a positive and significant effect on online impulse buying for 

low-income people in Yogyakarta who buy mobile phone accessories in the Shopee. 

While the advertisement appeal does not have a significant effect on online impulse 

buying for low-income people in Yogyakarta who buy cellphone accessories 

products in the Shopee. 

Keywords: hedonic shopping motivation, sales promotion, advertisement appeal, 

online impulse buying 
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