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ABSTRAKSI 

 

Tujuan penelitian ini adalah untuk mengetahui Pengaruh Hendonic Shopping 

Value, Shopping Lifestyle dan Content Marketing terhadap Impulse Buying 

pengguna Tik Tok Shop di wilayah Kabupaten Kebumen. Sampel dalam penelitian 

ini sebanyak 102 responden. Metode pengambilan sampel yang digunakan di 

penelitian ini adalah nonprobability sampling dengan teknik purposive sampling. 

Metode pengumpulan data menggunakan kuesioner. Sikap responden diukur 

dengan skala likert 4 dan data diolah menggunakan alat bantu SPPS 25 for 

windows. Analisis data menggunakan analisis deskriptif, analisis statistik. Hasil 

Penelitian ini menunjukan bahwa secara parsial hedonic shopping value, shopping 

lifestyle dan content marketing berpengaruh positif signifikan terhadap impulse 

buying. Secara Simultan hedonic shopping value, shopping lifestyle dan content 

marketing berpengaruh positif dan signifikan terhadap impulse buying. 

Kata kunci: hedonic shopping value, shopping lifestyle, content marketing, 

impulse buying. 
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ABSTRACT 

 

The purpose of this study is to determine the Effect of Hendonic Shopping value, 

Shopping Lifestyle and Content marketing on the Impulse Buying of Tik Tok Shop 

users in the Kebumen Regency area. The sample in this study was 102 respondents. 

The sampling method used in this study is nonprobability sampling with purposive 

sampling techniques.  Data collection method using questionnaires.  Respondents' 

attitudes were measured on a Likert scale of 4 and the data was processed using 

the SPPS 25 for windows tool. Data analysis using descriptive analysis, statistical 

analysis.  The results of this study show that partially hedonic shopping value, 

shopping lifestyle and content marketing have a significant positive effect on 

impulse buying. Simultaneously, hedonic shopping value, shopping lifestyle and 

content marketing have a positive and significant effect on impulse buying.  

Keywords: hedonic shopping value, shopping lifestyle, content marketing, impulse 

buying. 
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