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ABSTRAK 

 

 Penelitian ini bertujuan untuk mengetahui pengaruh hedonic shopping 

value, shopping lifestyle dan product quality terhadap impulse buying pada 

konsumen H&M di Yogyakarta. Populasi dari penelitian ini adalah konsumen yang 

pernah melakukan minimal tiga kali pembelian produk H&M di Yogyakarta dan 

telah berusia minimal 18 tahun. Pengambilan sampel dilakukan dengan teknik 

purposive sampling. Penelitian ini menggunakan data primer. Data primer yang 

diperoleh berdasarkan penyebaran kuesioner kepada 120 responden melalui Google 

form. Teknik analisis data yang digunakan adalah analisis linear berganda. Hasil 

penelitian ini menunjukkan bahwa hedonic shopping value berpengaruh positif 

terhadap impulse buying pada konsumen H&M di Yogyakarta, shopping lifestyle 

berpengaruh positif terhadap impulse buyng pada konsumen H&M di Yogyakarta 

dan product quality tidak berpengaruh terhadap impulse buying pada konsumen 

H&M di Yogyakarta. 

 

Kata Kunci : hedonic shopping value, shopping lifestyle, product quality dan 

impulse buying 

 

  



viii 
 

ABSTRACT 

 

 This study aims to determine the effect of hedonic shopping value, 

shopping lifestyle and product quality on impulse buying among H&M consumers 

in Yogyakarta. The population of this study are consumers who have purchased at 

least three times H&M products in Yogyakarta and are at least 18 years old. 

Sampling was done by purposive sampling technique. This study uses primary 

data. Primary data obtained by distributing questionnaires to 120 respondents via 

the Google form. The data analysis technique used is multiple linear analysis. The 

results of this study indicate that hedonic shopping value has a positive effect on 

impulse buying for H&M consumers in Yogyakarta, shopping lifestyle has a 

positive effect on impulse buying for H&M consumers in Yogyakarta and product 

quality has no effect on impulse buying for H&M consumers in Yogyakarta. 

 

Keywords : hedonic shopping value, shopping lifestyle, product quality and 

impulse buying 
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