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ABSTRAK 
 

Penelitian ini bertujuan untuk meneliti Pengaruh Hedonic Shopping Value dan 

Shopping Lifestyle terhadap Impulse Buying dengan Positive Emotion Sebagai 

Variabel Moderasi Pada Pengguna Shopee Di Kebumen. Populasi dalam 

penelitian ini adalah pengguna aplikasi shopee di Kota Kebumen. Teknik 

pengumpulan data menggunakan kuesioner. Penelitian ini mengambil sampel 

sebanyak 100 responden. Analisis data yang digunakan adalah uji instrument 

validitas dan reliabilitas, uji asumsi klasik, uji regresi moderasi, uji hipotesis, dan 

uji koefisien determinasi. Alat bantu pengolahan data menggunakan SPSS for 

Windows version 25.0. Hasil penelitian menunjukan bahwa: Hedonic Shopping 

Value berpengaruh positif dan signifikan terhadap Impulse Buying, Shopping 

Lifestyle berpengaruh positif dan signifikan terhadap Impulse Buying, Positive 

Emotion mampu memoderasi hubungan antara Hedonic Shopping Value dengan 

Impulse Buying, Positive Emotion mampu memoderasi hubungan antara Shopping 

Lifestyle dengan Impulse Buying. 

 

Kata kunci: Hedonic Shopping Value, Shopping Lifestyle, Positive Emotion, 

Impulse Buying, dan Shopee. 
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ABSTRACT 
 

This study aims to examine the Effect of Hedonic Shopping Value and Shopping 

Lifestyle on Impulse Buying with Positive Emotion as a Moderation Variable in 

Shopee Users in Kebumen. The population in this study is shopee application 

users in Kebumen City. Data collection techniques using questionnaires. This 

study took a sample of 100 respondents. The data analysis used is the instrument 

test of validity and reliability, classical assumption test, moderation regression 

test, hypothesis test, and determination coefficient test. The data processing tool 

uses SPSS for Windows version 25.0. The results showed that:  Hedonic Shopping 

Value has a positive and significant effect on Impulse Buying, Shopping Lifestyle 

has a positive and significant effect on  Impulse Buying, Positive Emotion is able 

to moderate the relationship between Hedonic Shopping Value  and Impulse 

Buying, Positive Emotion is able to moderate the relationship between  Shopping 

Lifestyle with Impulse Buying. 

 

Keywords: Hedonic Shopping Value, Shopping Lifestyle, Positive Emotion, 

Impulse Buying, dan Shopee. 
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