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ABSTRAK 

Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh Money 

Availability, Sales Promotion, dan Hedonic Shopping Motivation terhadap 

Impulse Buying pada pengguna TikTok Shop di Kabupaten Kebumen. Data 

dikumpulkan melalui penyebaran kuesioner kepada 100 responden. Analisis data 

dilakukan dengan uji validitas, uji reliabilitas, uji asumsi klasik, analisis regresi 

linear berganda, dan koefisien determinasi menggunakan program SPSS Versi 25 

for Windows. Hasil penelitian menunjukkan bahwa Money Availability, Sales 

Promotion, dan Hedonic Shopping Motivation berpengaruh secara parsial dan 

signifikan terhadap Impulse Buying. Secara simultan juga terbukti berpengaruh 

signifikan terhadap Impulse Buying pada pengguna TikTok Shop di Kabupaten 

Kebumen. 

Kata kunci: Money Availability, Sales Promotion, Hedonic Shopping Motivation, 

Impulse Buying 
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ABSTRACT 

This study aims to examine and analyze the influence of Money Availability, Sales 

Promotion, and Hedonic Shopping Motivation on Impulse Buying among TikTok 

Shop users in Kebumen Regency. Data were collected through questionnaires 

distributed to 100 respondents. The data were analyzed using validity tests, 

reliability tests, classical assumption tests, multiple linear regression analysis, 

and the coefficient of determination with the help of SPSS Version 25 for 

Windows. The results indicate that Money Availability, Sales Promotion, and 

Hedonic Shopping Motivation simultaneously and significantly influence Impulse 

Buying. Partially, each variable is also proven to have a significant effect on 

Impulse Buying among TikTok Shop users in Kebumen Regency. 

 

Keywords: Money Availability, Sales Promotion, Hedonic Shopping Motivation, 

Impulse Buying 
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