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ABSTRAK
Mubdi Muhamad Waqar (1907749), “Pengaruh Nilai Belanja Hedonis
terhadap Pembelian Impulsif Daring pada Pengguna ShopeeFood di
indonesia”. Di bawah bimbingan Drs. Girang Razati, M.Si. dan Dr. Dita
Amanah, MBA.

Penelitian ini bertujuan untuk mengetahui pengaruh Nilai Belanja Hedonis terhadap
Pembelian Impulsif Daring pada pengguna ShopeeFood di indonesia. Jenis
penelitian yang digunakan yaitu deskriptif dan verifikatif. Variabel bebas pada
penelitian ini yaitu nilai belanja hedonis (X) dan variabel terikat yaitu pembelian
impulsif daring (). Pengambilan sampel pada penelitian ini mengguna simple
random sampling terhadap 404 responden. Uji instrumen menggunakan uji
validitas dan uji reliabilitas serta teknik analisis yang digunakan yaitu analisis
regresi linier sederhana. Hasil temuan menunjukkan bahwa gambaran nilai belanja
hedonis pada pengguna ShopeeFood berada pada kategori baik dan gambara
pembelian impulsif daring pada pengguna ShopeeFood berada pada kategori baik.
Nilai Belanja Hedonis memiliki pengaruh positif dan signifikan terhadap pembelian
impulsif daring. Temuan menunjukkan bahwa penerapan nilai belanja hedonis yang
dilakukan oleh ShopeeFood akan mendorong pembelian impulsif daring.
Berdasarkan hasil survei tersebut, penulis merekomendasikan beberapa hal
mengenai dampak nilai belanja hedonis terhadap pembelian impulsif daring.
Variabel nilai belanja hedonis dengan dimensi terendah: social dan variabel
pembelian impulsif daring dengan dimensi terendah: shopping enjoyment. Oleh
karena itu, penulis merekomendasikan kepada ShopeeFood untuk dapat melakukan
strategi jangka panjang yang konsisten agar pengguna memberikan rekomendasi
dan berbagi informasi produk kepada pengguna lain untuk menciptakan rasa
kenyamanan saat melakukan pembelian produk.

Kata Kunci: Nilai Belanja Hedonis, Pembelian Impulsif Daring, ShopeeFood.



ABSTRACT
Mubdi Muhamad Wagqar (1907749), “The Influence of Hedonic Shopping Value
on Online Impulse Buying to ShopeeFood Users in Indonesia”. Under the
guidance of Drs. Girang Razati, M.Si. dan Dr. Dita Amanah, MBA.

This study aims to determine the influence of Hedonic Shopping Value on Online
Impulse Buying on ShopeeFood users in Indonesia. The type of research used is
descriptive and verification. The independent variable in this study is Hedonic
Shopping Value (X) and the bound variable is Online Impulse Buying (Y). This
research involved 404 samples taken using of the simple random sampling method.
The research instrument was tested using validity and reliability tests as well as the
analysis technique used, namely a simple linear regression analysis. The findings
show that the description of hedonic shopping value for ShopeeFood users is in the
good category and the description of online impulse buying for ShopeeFood users
is in the good category. Hedonic Shopping Value has a positive and significant
influence on online impulse buying. The findings indicate that the implementation
of hedonic shopping value carried out by ShopeeFood will encourage to online
impulse buying. Based on the results of the survey, the author recommends several
things regarding the impact of hedonic shopping values on online impulse buying.
The hedonic shopping value variable with the lowest dimension: social and the
online impulse buying variable with the lowest dimension: shopping enjoyment.
Therefore, the author recommends that ShopeeFood to be able to carry out a
consistent long-term strategy so that users provide recommendations and share
product information with other users to create a sense of comfort when purchasing
products.

Keywords: Hedonic Shopping Value, Online Impulse Buying, ShopeeFood.



KATA PENGANTAR

Segala puji, puja, dan syukur penulis panjatkan kehadirat Allah Subhanahu
Wa Ta’ala atas segala nikmat rahmat, hidayah, taufik, serta kasih sayang-Nya
karena atas karunia dan kehendak-Nya sehingga penulis dapat menyelesaikan
skripsi ini untuk memenuhi salah satu syarat menempuh ujian sidang sarjana
Program Studi Pendidikan Bisnis. Skripsi yang berjudul “Pengaruh Nilai Belanja
Hedonis terhadap Pembelian Impulsif Daring pada pengguna ShopeeFood di
Indonesia” disusun untuk memperoleh temuan mengenai gambaran nilai belanja
hedonis terhadap pembelian impulsif daring.

Skripsi ini dikerjakan dengan kemampuan sebaik dan seoptimal mungkin
dengan harapan dapat memberikan manfaat dan sumbangsih. Apabila masih
terdapat kekurngan dan kesalahan, dengan segala kerendahan hati yang mendalam
penulis mengharapkan dan menerima kritik dan saran yang membangun untuk
dijadikan sebagai landasan perbaikan yang berguna bagi pengembangan dan

pengetahuan.

Bandung, 28 Agustus 2024

Penulis
Mubdi Muhmad Wagar

Vi



UCAPAN TERIMA KASIH
Segala puji, puja, dan syukur penulis panjatkan kehadirat Allah Subhanahu

Wa Ta’ala atas segala nikmat rahmat, hidayah, taufik, serta kasih sayang-Nya

karena atas karunia dan kehendak-Nya sehingga penulis dapat menyelesaikan

skripsi ini untuk memenuhi salah satu syarat menempuh ujian sidang sarjana

Program Studi Pendidikan Bisnis Fakultas Pendidikan Ekonomi dan Bisnis

Universitas Pendidikan Indonesia. Penyusunan skripsi ini tidak dapat berjalan

dengan baik apabila tanpa adanya doa, dukungan, bimbingan, dan bantuan dari

berbagai pihak yang terlibat didalamnya. Atas segala motivasi serta bantuan yang
telah penulis terima, dengan penuh rasa hormat yang tinggi penulis mengucapkan
terima kasih kepada:

1. Bapak Prof. Dr. H. M. Solehuddin, M.Pd., M.A. selaku Rektor Universitas
Pendidikan Indonesia, yang telah memberikan kesempatan dan peluang kepada
penulis untuk menempuh pendidikan tinggi di Universitas Pendidikan
Indonesia.

2. Bapak Prof. Dr. H. Eeng Ahman, MS. Selaku Dekan Fakultas Pendidikan
Ekonomi dan Bisnis Universitas Pendidikan Indonesia, kesempatan dan
peluang kepada penulis untuk menempuh pendidikan tinggi di Universitas
Pendidikan Indonesia.

3. Ibu Dr. Puspo Dewi Dirgantari, S.Pd., M.T., M.M. selaku Ketua Program Studi
Pendidikan Bisnis Fakultas Pendidikan Ekonomi dan Bisnis Universitas
Pendidikan Indonesia, yang senantiasa memberikan motivasi, arahan, dan
maupun bimbingan dari awal perkuliahan hingga selesainya masa perkuliahan
saat ini. Semoga Allah Subhanahu Wa Ta’ala memberikan keberkahan,
kesehatan, dan kelancaran dalam hidup.

4. Bapak Dr. Bambang Widjajanta, M.M. selaku Ketua Tim Pertimbangan
Penulisan Skripsi Program Studi Pendidikan Bisnis Fakultas Pendidikan
Ekonomi dan Bisnis Universitas Pendidikan Indonesia, yang telah bersedia
memberikan arahan maupun bimbingan serta memfasilitasi penulis dalam
proses penyelesaian skripsi, semoga senantiasa diberikan keberkahan,
kesehatan, dan kelancaran dalm hidup oleh Allah Subhanahu Wa Ta’ala.

vii



5. Bapak Drs. Girang Razati, M.Si. selaku Dosen Pembimbing | dan Dosen
Pembimbing Akademik yang senantiasa membimbing dengan penuh ketelitian
dan kesabaran serta selalu memberikan motivasi dan pengarahan kepada
penulis yang bersedia meluangkan waktu, tenaga, dan pikiran di tengah-tengah
kesibukannya sehingga penulis dapat menyelesaikan skripsi ini, serta
memberikan semangat yang sangat bearti dalam penulisan skripsi dan
pengarahan perihal akademik kepada penulis selama menempuh masa
perkuliahan hingga akhir perkuliahan dengan penuh kesabaran. Terima kasih
karena tidak ada hentinya memberikan banyak ilmu yang sangat bermanfaat dan
bermakna sejak awal perkuliahan hingga akhir perkuliahan, semoga menjadi
ladang amal baik di akhirat kelak dan semoga Allah Subhanahu Wa Ta’ala
memberikan keberkahan, kesehatan, diberikan panjang umur beserta keluarga
agar terus dapat berkarya dan dapat membentuk mahasiswa/mahasiswi yang
luar biasa.

6. Ibu Dr. Dita Amanah, MBA. selaku Dosen Pembimbing Il yang dengan segala
kerendahan hati yang mendalam senantiasa memberikan pengarahan, motivasi,
dan bimbingan selama proses menyelesaikan skripsi ini. Terima kasih karena
selalu melaungkan waktu, tenaga, dan pikiran di tengah-tengah kesibukannya
dengan kesabaran untuk berdiskusi selama proses penyelesaian skripsi ini.
Semoga Allah Subhanahu Wa Ta’ala memberikan keberkahan, kesehatan,
diberikan panjang umur beserta keluarga.

7. Segenap dosen dan staff Program Studi Pendidikan Bisnis yang telah
membimbing dan memberikan motivasi dan bantuan bagi penulis selama
menjalani awal perkuliahan hingga akhir perkuliahan.

8. Keluarga tersayang, Bapak Earwan Dharmawan, Ibu Syafiyah selaku kedua
orang tua penulis, Mugit Athaul Qudus selaku kakak pertama penulis dan
Athaul Mugaddim selaku kakak kedua penulis yang tidak hentinya memberikan
doa, nasihat, dan dukungan kepada penulis dengan penuh ketulusan hati hingga
penulis dapat menyelesaikan skripsi ini. Semoga Allah Subhanahu Wa Ta’ala

memberikan perlindungan dan keberkahan kepada kita semua.

viii



9. Rekan-rekan terdekat, Raihan, Dito, Zalil, Aziz, Mail, dan kawan-kawan
angkatan 2019 yang tidak dapat disebutkan satu-satu. Semoga kalian diberikan
kesuksesan dan kebahagian selalu.



DAFTAR ISI

ABSTRAK ..ottt bbbt iv
ABSTRACT .ottt b et e ettt reabe e ne e e s vV
KATA PENGANTAR . ..ot Vi
UCAPAN TERIMA KASIH ..o vii
DAFTAR ISL .o bbbt X
DAFTAR TABEL ..ottt xiii
DAFTAR GAMBAR ... .ottt XV
DAFTAR LAMPIRAN .....oitit ittt XVi
BAB L. 1
PENDAHULUAN ...ttt sttt 1
1.1 Latar Belakang Penelitian..........c.ccccooviveiievicicciece e, 1

1.2 RUmMUSaN Masalah.........ccccooeiieiiiiisiesee s 13

1.3 Tujuan Penelitian ........ccccceoieiieiiiic e 13

1.4 Kegunaan Penelitian ..........cccoveieiiiininiiiseee e 14

BAB 1 ..ottt 15
KAJIAN PUSTAKA, KERANGKA PEMIKIRAN DAN HIPOTESIS.......... 15
2.1  Kajian PUSLaKa ........cceceiiiieiiiie e 15

2.1.1 PendeKatan TEONT ....ccveueieerieiieseesiesiie e sie et ens 15

2.1.2 Konsep Pembelian Impulsif Daring dalam Perspektif Consumer
BENAVIOK ...t s 17
2.1.2.1 Definisi Pembelian Impulsif Daring...........cccccceevevvinenen. 18

2.1.2.2 Pengukuran Pembelian Impulsif Daring ...........cccocvevenee. 19

2.1.2.3 Model Pembelian Impulsif Daring ...........cccccecevvvevvinenen. 21

2.1.3 Konsep Nilai Belanja Hedonis dalam Perspektif Consumer Behavior
....................................................................................... 24
2.1.3.1 Definisi Nilai Belanja Hedonis..........ccooceiiiiiiiinencen, 24

2.1.3.2 Pengukuran Nilai Belanja Hedonis .............ccccccevvvevieinenen. 26

2.1.3.3 Model Nilai Belanja HedonNis .........ccccoeveniieniniiinicene, 28

2.2 Proposisi Penelitian ...........cccooveiveiiiicsiece e 29

2.3 Penelitian Terdahulu ...........ccoovvieiiiieiiee e 30

2.4 Kerangka Pemikiran ..........ccccooeiveiiiieieece e 32

2.5 HIPOTESIS ...ttt 36

BAB Tttt 37
METODOLOGI PENELITIAN ..ottt 37
3.1  Objek Penelitian...........cccoiveiiiiiiiece e 37

3.2 Metode Penelitian .........covveiieieiiece e 37

3.2.1 Jenis Penelitian dan Metode yang Digunakan..................... 37

3.2.2 Operasionalisasi Variabel............cccoceviviiiiniice 38

3.2.3 Jenis dan SUMbDEr Data .........ccccvvveeeieniene e 40

3.2.4 Populasi, Sampel dan Teknik Sampel............ccccvvvvvinnnn. 42

3.2 4. L POPUIBST ... 42
3.2.4.2 SAMPEL ... 42
3.2.4.3 Teknik Pengambilan Sampel ...........ccoooiiiiiiini e 45

3.2.5 Teknik Pengumpulan Data...........cccoveeveeiieiiievie e 46

3.2.6 Pengujian Validitas dan Reliabilitas ..........c.c.cccccoeevvivennne. 46

3.2.6.1 Hasil Pengujian Validitas...........cccocveviiiiieiieciic e 47



3.2.6.2 Hasil Pengujian Reliabilitas ..........cccccvvveviiiiiiericc e, 50

3.2.7 Rancangan Analisis Data ............cccceveienineniiinesieeee 51

3.2.7.1 Rancangan Analisis Data Deskriptif...........cccocevviieiieiiicicieennn, 52
3.2.7.2 Rancangan Analisis Data Verifikatif .............ccooiniiiiniiicnn 55
3.2.7.2.1 Uji AsumSi KIaSIK.........ccoveiiiiiiiiicce e, 56
3.2.7.2.2 Analisis Regresi Linier Sederhana.........c.cccooeveiieiieneeieseennnn, 59
3.2.7.3 Pengujian HIPOESIS........cvciieieieerieeiesiresie e seese e 61

BAB IV . et 63
HASIL PENELITIAN DAN PEMBAHASAN ......ccoooviiinee e 63
4.1 Profil Perusahaan, Karakteristik dan Pengalaman Pengikut Instagram
ShopeeFo0d INAONESIA ........ecveiieiece e 63

4.1.1 Profil dan Sejarah Perusahaan ShopeeFood .............ccccooiviiiiiinnn, 63

4.1.2 Keterkaitan Pembelian Impulsif Daring pada Pengguna ShopeeFood
Berdasarkan Karakteristik dan Pengalaman............ccccocooiiiiininiiiennnn. 64
4.1.2.1 Keterkaitan Tingkat Pembelian Impulsif Daring pada Pengguna
ShopeeFood Berdasarkan Usia dan Jenis Kelamin .............ccccco...... 66

4.1.2.2 Keterkaitan Tingkat Pembelian Impulsif Daring pada Pengguna
ShopeeFood Berdasarkan Asal Tinggal dan Status Pernikahan....... 67

4.1.2.3 Keterkaitan Tingkat Pembelian Impulsif Daring pada Pengguna
ShopeeFood Berdasarkan Pendidikan Terakhir dan Pekerjaan......... 71

4.1.2.4 Keterkaitan Tingkat Pembelian Impulsif Daring pada Pengguna
ShopeeFood Berdasarkan Pekerjaan dan Rata-rata Uang Saku atau

Pendapatan Per Bulan ............cccccveviiiiieeie e 74
4.1.2.5 Pengalaman Pengguna ShopeeFood Berdasarkan Lama Penggunaan
Aplikasi SNOPEEF00d............cceeiiiiiiciecc e 76
4.1.2.6 Pengalaman Pengguna ShopeeFood Berdasarkan Seberapa Kali
Menggunakan Aplikasi ShopeeFood............cccocvevevieeieiceiic e 76
4.1.2.7 Pengalaman  Pengguna  ShopeeFood Berdasarkan  Alasan
Menggunakan Aplikasi ShopeeFood............cccccveveiieie i, 77
4.1.2.8 Pengalaman Pengguna ShopeeFood Berdasarkan Produk yang
Selalu DIDEl ... 78
4.2 Hasil Pengujian Deskriptif...........cocoiiiiiiiiiiiiie e 79
4.2.1 Tanggapan Pengguna ShopeeFood terhadap Variabel Nilai Belanja
[ =T (o0 LSS 79
4.2.1.1 Tanggapan  Pengguna  ShopeeFood terhadap  Dimensi
IMUTTISENSOTY ..ot 81
4.2.1.2 Tanggapan Pengguna ShopeeFood terhadap Dimensi Social......... 83

4.2.1.3 Tanggapan Pengguna ShopeeFood terhadap Dimensi Emotional .86
4.2.2 Tanggapan Pengguna ShopeeFood terhadap Variabel Pembelian

IMPUISIT DANING ..ot 88
4.2.2.1 Tanggapan Pengguna ShopeeFood terhadap Dimensi Urge to
PUFCNASE ...ttt nnes 90
4.2.2.2 Tanggapan Pengguna ShopeeFood terhadap Dimensi Shopping
ENJOYMENT ..ot 93
4.2.2.3 Tanggapan Pengguna ShopeeFood terhadap Dimensi Money
AVAILAIDIE ... 95
4.2.2.4 Tanggapan Pengguna ShopeeFood terhadap Dimensi Impulse
BUYING TENUENCY .....oiiiieiiieiie et 97

Xi



4.3 Hasil Analisis Data Verifikatif ...........ooooooeeeeeeeeeeeeeeeee e, 100

4.3.1 Uji Asumsi Klasik terhadap Model Regresi Linier Sederhana....... 100
4.3.1.1 UjJi NOMMALITaS ......cccvveieiieiieiie e 100
4.3.1.2 DIagram PENCAI .........cccoveieiiiiieiiie e 102
4.3.1.3 Uji TitiK Terpencil..........ccccovevviieiieie e 103
4.3.1.4 UJI LINIEITEAS. ....eeviieeeiieiieeee e 105
4.3.1.5 Koefisien Determinasi........cccoceievereninenieeniee e, 106
4.3.1.6 Uji Koefisien Regresi Linier Sederhana.............ccccocvvvniineiennn, 107
4.3.1.7 Pengujian Nilai Belanja Hedonis (X) terhadap Pembelian Impulsif
DAITNG ..o 108

4.4 Pengujian HIPOtESIS ....ecveiieiireie e e 109

4.5 Pembahasan Hasil Penelitian...........cccoovvviieniiieiienee e 109

4.5.1 Pembahasan Nilai Belanja Hedonis............cccccevevieiiiiciiccn e, 109

4.5.2 Pembahasan Pembelian Impulsif Daring..........cccocoevvninnniniennnn, 111

4.6 Implikasi Hasil Penelitian............c.ccccocviieiieiicic e 112

4.6.1 Temuan Penelitian Bersifat TEOMtiS .......ccoocvevveieiieiiie e 112
4.6.1.1 Gambaran Nilai Belanja HEdONIS...........ccccvveveiieiece e 112
4.6.1.2 Gambaran Pembelian Impulsif Daring..........ccccoceoeniniinvneenienn, 113
4.6.1.3 Pengaruh Nilai Belanja Hedonis terhadap Pembelian Impulsif
DAITNG . 115

4.6.2 Temuan Penelitian Bersifat EMPIriS.......c.ccccoovveveiieii e s 116

4.6.3 Implikasi Hasil Penelitian Nilai Belanja Hedonis terhadap Pembelian
Impulsif Daring pada Program Studi Pendidikan Bisnis UPI................... 116

BAB V et 119
KESIMPULAN DAN REKOMENDASI ......c.cocoiiiiiiiisieee e 119
5.1 KeSIMPUIAN ..ottt 119

5.2 REKOMENUASI.....ciuiiviiiiiiiiiieieie e 119
DAFTAR PUSTAKA ..ottt 124
LAMPIRAN . ...ttt ettt bbb neene e e e 141

Xii



No.
Tabel
1.1

1.2

1.3
1.4

2.1
2.2

2.3
2.4
2.5
3.1
3.2
3.3
3.4
3.5
3.6
3.7
3.8
3.9
3.10
3.11

3.12
4.1

4.2

4.3
4.4
4.5

4.6

4.7

DAFTAR TABEL
Judul Tabel

Data Penjualan Platform Online Food Delivery di Indonesia pada tahun
2021-2023 .o
Tingkat Kepuasan Pengguna Online Food Delivery di Indonesia pada
tahun 2020-2023 ...
Pangsa Pasar Online Food Delivery di Indonesia pada tahun 2021-2023.
Online Food Delivery Platform yang sering digunakan Pengguna di
Indonesia pada tahun 2020-2023 ............ccooiiiiiiiiie el
Definisi Pembelian Impulsif Daring menurut para Ahli.....................
Penelitian Terdahulu Mengenai Pengukuran Pembelian Impulsif
DAIING 1ot
Definisi Nilai Belanja Hedonis menurutpara Ahli ...........................
Penelitian Terdahulu Mengenai Pengukuran Nilai Belanja Hedonis .......
Penelitian Terdahulu ..........ccccoooiiiiiieiice s
Operasionalisasi Variabel ...,

Jenis dan Sumber Data ............cooiiiiiiii
JUMIAN POPUIAST ...
Rumus Tabel Krejcie dan Morgan ...........ccocoevirininienenene s
Hasil Pengujian Validitas VVariabel X (Nilai Belanja Hedonis) ...............
Hasil Pengujian Validitas Variabel Y (Pembelian Impulsif Daring) .......
Hasil Pengujian Reliabilitas Variabel X dan'Y ..........cccoooviiviiiciciennn,
Skor Alternatif ..o
Tabulasi Silang (Cross Tabulation) ..............cooooiiiiiiii .
Analisis Deskriptif ...... ..o
Kriteria Penafsiran Hasil Perhitungan Responden ..........................
Pedoman Untuk Memberikan Interpretasi Pengaruh (Guilford) ..........
Klasifikasi Tingkat Pembelian Impulsif Daring pada Pengguna
ShopeeFood ..o
Cross Tabulation Keterkaitan Tingkat Pembelian Impulsif Daring pada
Pengguna ShopeeFood Berdasarkan Usia dan Jenis Kelamin .............
Cross Tabulation Keterkaitan Tingkat Pembelian Impulsif pada
Pengguna ShopeeFood Berdasarkan Asal Tinggal dan Status
PerniKanan .........coooiiiiieiee e
Cross Tabulation Keterkaitan Tingkat Pembelian Impulsif pada
Pengguna ShopeeFood Berdasarkan Pendidikan Terakhir dan
PEKEIJAAN ....cvvieeieitie ittt ettt
Cross Tabulation Keterkaitan Tingkat Pembelian Impulsif pada
Pengguna ShopeeFood Berdasarkan Pekerjaan dan Rata-rata Uang
Saku atau Pendapatan Per Bulan ..............ccooviiiiiinenciccceeeees
Pengalaman Pengguna ShopeeFood Berdasarkan Seberapa Lama
Penggunaa Aplikasi ShopeeFood .............coooiiiiiiiiii
Pengalaman Pengguna ShopeeFood Berdasarkan  Frekuensi
Menggunakan Aplikasi ShopeeFood .................ccooiiiiiiiinn..

Xiii

Hal

18

19
25
26
30
38
41
42
43
48
49
51
52
53
54
54
60

65

66

68

71

74

76



4.8
4.9
4.10
411
4.12
4.13
4.14
4.15
4.16

4.17
4.18

4.19
4.20

4.21
4.22

4.23

4.24

4.25

Pengalaman Pengguna ShopeeFood Berdasarkan Alasan Menggunakan
Aplikasi ShopeeFood .........ooviriii
Pengalaman Pengguna ShopeeFood Berdasarkan Produk yang Selalu
DD oot
Tanggpan Pengguna ShopeeFood terhadap Variabel Nilai Belanja
HEAONIS ..o
Tanggpan Pengguna ShopeeFood terhadap Dimensi Multisensory ......
Tanggpan Pengguna ShopeeFood terhadap Dimensi Social ...............
Tanggpan Pengguna ShopeeFood terhadap Dimensi Emotional ..........
Tanggpan Pengguna ShopeeFood terhadap Variabel Pembelian
IMPUISIFDArING ...
Tanggpan Pengguna ShopeeFood terhadap Dimensi Urge to Purchase
Tanggpan Pengguna ShopeeFood terhadap Dimensi Shopping
ENJOYmMeNt L.

Tanggpan Pengguna ShopeeFood terhadap Dimensi Money Available ..
Tanggapan Pengguna ShopeeFood terhadap Dimensi Impulse Buying
TONUBNCY .ottt
Hasil Uji Normalitas Data Kolmogorov-Smirnov ...........................
Uji Titik Terpencil Nilai Belanja Hedonis terhadap Pembelian Impulsif
D U4 o SRR
UJi LINIEITEAS ANOVA ...t
Koefisien Determinasi Nilai Belanja Hedonis terhadap Pembelian
IMPUISIT DAIING ..o
Uji Koefisien Regresi Linier Sederhana Nilai Belanja Hedonis terhadap
Pembelian ImpulSIf DAring .........cccoevereniiiienseeeee e
Pengujian Nilai Belanja Hedonis terhadap Pembelian Impulsif Daring

Xiv

77
78
79
81
84
86
88
91

93
95

98
101

104
105

105

106

108



No.
Gambar
1.1

1.2

2.1
2.2
2.3
2.4
2.5
2.6
2.7
2.8

2.9
3.1

3.2
4.1
4.2
4.3
4.4
4.5
4.6
4.7
4.8
4.9
4.10

411

412

DAFTAR GAMBAR

Judul Gambar

Tren Pengguna Online Food Delivery Platform pada Tahun 2019-
2023 di INAONESIA . . .eeeeeeieeeeeeeeeeeeeeeeeeeeeeeeeas
Ketertarikan Konsumen Dalam Menggunakan dan
Merekomendasikan Layanan Online Food Delivery
Model Consumer Behavior ..o,
Model Pembelian Impulsif Daring .................cooooiiiiiiiiiin,
Model Pembelian Impulsif Daring ..............ccccooeiiiiiiiiiiiiiin,
Model Pembelian Impulsif Daring .................cooooiiiiiiiiin,
Model Nilai Belanja Hedonis .............coooeiiiiiiiiiiieeee,
Model Nilai Belanja Hedonis ............cccoooiiiiiiiiiiiiieea,
Model Nilai Belanja Hedonis ............ccoooiviiiiiiiiiieeeea,
Kerangka Pemikiran Pengaruh Nilai Belanja Hedonis terhadap
Pembelian Impulsif Daring............ccooeiiiiiiiiii e,
Paradigma Penelitian Pengaruh Nilai Belanja Hedonis terhadap
Pembelian ImpulSif Daring ........ccooveieieneneiereeee e
Garis Kontinum Penelitian Nilai Belanja Hedonis terhadap
Pembelian Impulsif Daring ............ocooiiiiiiiiiiee,
Diagram PENCAr ...t
Garis Kontinum Variabel Nilai Belanja Hedonis ..o
Garis Kontinum Dimensi MUItISENSOrY .........cccevvvveiveie e
Garis Kontinum Dimensi SoCial ..........cccoovveiieieiieiieseee e
Garis Kontinum Dimensi Emotional .............ccocovviiviiinineieicicns
Garis Kontinum Variabel Pembelian Impulsif Daring ............cc.ccoeeee.
Garis Kontinum Dimensi Urgeto Purchase ..................coooeeen...
Garis Kontinum Dimensi Shopping Enjoyment .............ccocvviiiiennn,
Garis Kontinum Dimensi Money Available .............cccoccooniiininnnn,
Garis Kontinum Dimensi Impulse Buying Tendency .........c.ccccoevvvnnene
Grafik P-P Plot Nilai Belanja Hedonis terhadap Pembelian Impulsif
DIATTNG .ttt
Diagram Pencar Nilai Belanja Hedonis terhadap Pembelian Impulsif
DIATTNG .t
Output Uji Titik Terpencil Nilai Belanja Hedonis terhadap Pembelian
IMPUISIT DANNG ..o

XV

Hal

16
22
22
23
28
28
29

35

36

55
57
80
83
85
88
90
92
95
97
99

101

102

103



No.
Lampiran

el ol
SRR EBwo~vouorwNne

DAFTAR LAMPIRAN

Judul Lampiran Hal
SK Pembimbing SKripsi ........coovviiiiiiiii e 142
Rekapitulasi BiImbingan SKIpSI ... 147
Angket Kuesioner Penelitian ... 151
RoTabel . 158
Koding Karakteristik Responden ................ccooiiiiiiiiiiiinia, 159
Koding Pengalaman Responden ................coovviiiiiiiiiiiiiniee, 170
Koding Uji Validitas Variabel Xdan'¥ .............coocoiiiiiiiiiiiin, 179
Hasil Uji Validitas Nilai Belanja Hedonis ..o 183
Hasil Uji Validitas Pembelian Impulsif Daring ............cccoovevviiveieennnne 185
Hasil Uji Reliabilitas Nilai Belanja Hedonis ...........ccccooeveieninciennne 187
Hasil Uji Reliabilitas Pembelian Impulsif Daring ............cccccceeveinenne 188
Hasil Pengolahan Data Verifikatif ..., 189
Koding Variabel Nilai Belanja Hedonis (X) .............ccocooiiiiiinn. 192
Koding Variabel Pembelian Impulsif Daring (Y) .c......ooooviiviinnnn. 201
CUrriculum VItae ... e 210

XVi



DAFTAR PUSTAKA

Akram, U., Hui, P., Khan, M. K., Yan, C., & Akram, Z. (2018). Factors affecting
online impulse buying: Evidence from Chinese social commerce environment.
Sustainability (Switzerland), 10(2). https://doi.org/10.3390/su10020352

Amel, G., El Kebir Maachou, D., & Farid, B. (2013). The Influence of Product
Characteristics and Situational Factors on Impulse Buying Behavior of
Algerian Shoppers: An Empirical Study. International Journal of Marketing
Principles and Practices, 3(2), 27-36. http://www.theiimp.org/author-
guidelines/

Ananda, R., & Fadhli, M. (2018). Skatistik Pendidikan (Teori dan Praktik dalam
Pendidikan) (S. Saleh (ed.)). CV. Widya Puspita.

Anwar, A. (2009). Statistika untuk Penelitian Pendidikan dan Aplikasinya dengan
SPSS dan Excel. In IAIT Press.

Aragoncillo, L., & Orus, C. (2018). Impulse buying behaviour: An online-offline
comparative and the impact of social media. Spanish Journal of Marketing -
ESIC, 22(1), 42-62. https://doi.org/10.1108/SIME-03-2018-007

Arifin, Z. (2014). Penelitian Pendidikan: Metode dan Paradigma Baru. PT Remaja
Rosdakarya.

Arnold, M. J., & Reynolds, K. E. (2012). Approach and Avoidance Motivation:
Investigating Hedonic Consumption in a Retail Setting. Journal of Retailing,
88(3), 399-411. https://doi.org/10.1016/j.jretai.2011.12.004

Arrafi, I. M., & Ghabban, F. M. (2021). Impulse Buying Model for Business-to-
Consumer E-Commerce in Saudi Arabia. IBusiness, 13(02), 81-102.
https://doi.org/10.4236/ib.2021.132006

Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or Fun: Measuring
Hedonic and Utilitarian Shopping Value. Journal of Consumer Research,
20(4), 644-657.

Bakirtas, H., Bakirtas, I., & Cetin, M. A. (2015). Effects of Utilitarian and Hedonic
Shopping Value and Consumer Satisfaction on Consumer Behavioral
Intentions. Ege Akademik Bakis (Ege Academic Review), 15(1), 91-98.
https://doi.org/10.21121/eab.2015121911

Cavusoglu, S., Demirag, B., & Durmaz, Y. (2020). Investigation of the effect of
hedonic shopping value on discounted product purchasing. Review of
International Business and Strategy, 31(3), 317-338.
https://doi.org/10.1108/RIBS-04-2020-0034

Chaffey, D. F. E.-C. (2016). Digital Marketing Strategy, Implementation and
Practice Sixth Edition. In Pearson (Sixth).

Chan, T. K. H., Cheung, C. M. K., & Lee, Z. W. Y. (2016). The state of online
impulse-buying research: A literature analysis. Information and Management,
54(2), 204-217. https://doi.org/10.1016/j.im.2016.06.001

Chauhan, S., Banerjee, R., & Mittal, M. (2020). an Analytical Study on Impulse
Buying for Online Shopping During Covid-19. Journal of Content,
Community and Communication, 12, 198-209.
https://doi.org/10.31620/JCCC.12.20/18

Chen, T. (2008). Impulse purchase varied by products and marketing channels.
Journal of International Management Studies, 154-161.

Christine, K., & Berlianto, M. P. (2022). Antecedent Factors Affecting Repurchase
Intention On Shopee Food. Jurnal Manajemen Dan Bisnis, 11(1), 1-12.

124



125

https://doi.org/https://doi.org/10.34006/jmbi.v11i1.464

Cohen, L., Manion, L., & Morrison, K. (2007). Research Methods in Education. In
Routledge (Sixth). https://doi.org/10.4324/9781315158501-17

Cooper, D. R., & Schindler, P. S. (2014). Business Research Method : 12th Edition.

Darmawan, D. (2023). Studi Empiris Perilaku Konsumen Aliexpress: Peran Online
Consumer Review, Online Customer Rating, Dan Persepsi Harga Terhadap
Keputusan Pembelian Impulsif. Jurnal Baruna Horizon, 6(1), 1-13.
https://doi.org/10.52310/jbhorizon.v6i1.91

Diah, A. M., Pristanti, H., Aspianti, R., & Syachrul, -. (2019). The Influence of
Hedonic Shopping Value and Store Atmosphere and Promotion of Impulse
Buying through Positive Emotion on the consumer of Sogo Department Store
in Samarinda. 75(ICMEMm 2018), 103-108.
https://doi.org/10.2991/icmemm-18.2019.3

Dodoo, N. A., & Wu, L. (2019). Exploring the anteceding impact of personalised
social media advertising on online impulse buying tendency. International
Journal of Internet Marketing and Advertising, 13(1), 73-95.
https://doi.org/10.1504/1JIMA.2019.097905

Erlangga, E. B., Persada, S. F., Apriyansyah, B., & Lin, S. C. (2022). The Effect of
Consumer Intrinsic Factors on Impulsive Buying Behavior in Online
Marketplace: Case Study of Shopee Consumers. Proceedings of the 3rd
International Conference on Business and Management of Technology
(ICONBMT 2021), 202(Iconbmt), 181-1809.
https://doi.org/10.2991/aebmr.k.211226.024

Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2001). Atmospheric qualities of
online retailing. Journal of Business Research, 54(2), 177-184.
https://doi.org/10.1016/s0148-2963(99)00087-9

Fadillah, F., & Kusumawati, N. (2021). Factors Affecting Makeup Products Online
Impulsive Buying Behavior on TikTok. Proceeding Book of The 6th ICMEM",
August, 11-13. https://www.researchgate.net/publication/358090165

Faizah, F. N., & Zulfaturrohmaniyah, Z. (2023). GoFood Vs ShopeeFood:
Manakah yang Menjadi Pilihan Generasi Z? Al-Tijary, March, 157-168.
https://doi.org/10.21093/at.v7i2.4801

Farhadi, M., Ismail, R., & Fooladi, M. (2012). Information and Communication
Technology Use and Economic Growth. PLoS ONE, 7(11).
https://doi.org/10.1371/journal.pone.0048903

Fasyni, A., Budiarti, A. P.,, & Lasmini, R. S. (2021). Faktor-Faktor Yang
Mempengaruhi Online Impuls Buying. Jurnal Ekonomi Bisnis Dan
Kewirausahaan, 10(2), 175. https://doi.org/10.26418/jebik.v10i2.47796

Fataron, Z. A. (2020). Online Impulse Buying Behaviour: Case Study On Users Of
Tokopedia. Journal of Digital Marketing and Halal Industry, 1(1), 47.
https://doi.org/10.21580/jdmhi.2019.1.1.4762

Francis, E., & Bhatia, E. (2021). THE INFLUENCE OF IMPULSE BUYING
BEHAVIOR IN CONSUMER PURCHASE DECISIONS. Journal of
Emerging Tehcnologies and Innovative Research (JETIR), 8(10), 347-385.
www.jetir.org

Gandhi, S. (2020). Analysis of Impulsive Buying Behavior in Fashion Industry.
International Journal of Engineering and Management Research, 10(1), 42—
51.



126

Ghoazali, 1. (2014). Model Persamaan Struktural. Konsep dan Aplikasi dengan
Program AMOS 24. Update Bayesian SEM. Badan Penerbit Universitas
Diponegoro.

Grandi, B., & Grazia Cardinali, M. (2021). Shopping Behavior in ‘Health-Food
Stores’: Does It Have a Hedonic Aspect? International Journal of Business
and Management, 16(5), 71. https://doi.org/10.5539/ijbm.v16n5p71

Hamid, R. S., & Patra, I. K. (2019). Pengantar Statistika untuk Bisnis dan Ekonomi
(Khaeruman & Tabroni (eds.)). CV. AA. Rizky.

Harlan, J. (2017). Perhitungan Ukuran Sampel: Power dan Ukuran Efek.
Gunadarma.

Hawkins, D. I., & Mothersbaugh, D. L. (2010). Consumer Behaviour: Building
Marketing Strategies. In B. Gordon, P. Duchan, D. Hughes, K. Pekelder, K.
Mergen, C. A. Vaughan, H. D. Burbridge, L. J. Entringer, L. Kramer, M.
Hruby, & G. Bates (Eds.), McGraw-Hill (Eleventh). Paul Ducham.
www.mhhe.com

Hidayah, N., & Marlena, N. (2021). The Effect of Hedonic Shopping Value and
Atmosphere Store on Impulse Buying with Positive Emotion as Intervening
Variables on Ketos Consumers ( Kediri Town Square ). Journal of
Management, 11(1), 219-227.

Hiranrithikorn, P., & Banjongprasert, J. (2022). The effect of the website attributes
on online impulse buying: An empirical investigation of utilitarian and
hedonic motivations. International Journal of Data and Network Science,
6(4), 1419-1426. https://doi.org/10.5267/j.ijdns.2022.5.009

Hirschman, E. C., & Holbrook, M. B. (1982). Hedonic Consumption: Emerging
Concepts, Methods and Propositions. Journal of Marketing, 46(3), 92.
https://doi.org/10.2307/1251707

Japarianto, E., & Monika, Y. (2020). Pengaruh Hedonic Shopping Value terhadap
Impulse Buying dengan Shopping Lifestyle sebagai Moderator pada Online
Shop Chocochips. Jurnal Manajemen Pemasaran, 1-10.
http://publication.petra.ac.id/index.php/manajemen-
pemasaran/article/view/10146%0Ahttps://publication.petra.ac.id/index.php/
manajemen-pemasaran/article/download/10146/9080

Jawaharlal, G., Gunasundari, J., Kulkarni, S., & Supervisor, D. (2023). Consumer
Impulsive Buying Behaviour Towards Online Food Delivery Apps: Based on
Stimulus Organism Response (Sor) Model. The Seybold Report, 18(3), 507—
520. https://doi.org/10.17605/0OSF.IO/PAFWJ

Kempa, S., Vebrian, K., & Bendjeroua, H. (2020). Sales Promotion, Hedonic
Shopping Value, and Impulse Buying on Online Consumer Websites. SHS
Web of Conferences, 76, 01052. https://doi.org/10.1051/shsconf/20207601052

Kingsnorth, S. (2016). Digital Marketing Strategy. An Integrated Approach to
Online Marketing.

Kotler, P., Kartajaya, H., & Setiawan, I. (2017). Marketing 4.0: Moving From
Traditional To Digital. https://doi.org/10.1142/9789813275478 0004

Kuruuzum, A., & Deniz, K. C. (2010). the Impact of Service Quality on Behavioral
Intention in. International Journal of Business and Management Studies, 2(1),
9-15.

Lazim, N. A. M., Sulaiman, Z., Zakuan, N., Mas’od, A., Chin, T. A., & Awang, S.
R. (2020). Measuring Post-purchase Regret and Impulse Buying in Online



127

Shopping Experience from Cognitive Dissonance Theory Perspective. 2020
6th IEEE International Conference on Information Management, ICIM 2020,
7-13. https://doi.org/10.1109/1C1M49319.2020.244662

Li, J., Hudson, S., & So, K. K. F. (2021). Hedonic consumption pathway vs.
acquisition-transaction utility pathway: An empirical comparison of Airbnb
and hotels. International Journal of Hospitality Management, 94(May 2020),
102844. https://doi.org/10.1016/j.ijhm.2020.102844

Liu, Y., Li, H., & Hu, F. (2013). Website attributes in urging online impulse
purchase: An empirical investigation on consumer perceptions. Decision
Support Systems, 55(3), 829-837. https://doi.org/10.1016/j.dss.2013.04.001

MacCallum, R. C., Widaman, K. F., Zhang, S., & Hong, S. (1999). Sample size in
factor analysis. Psychological Methods, 4(1), 84-99.
https://doi.org/10.1037/1082-989X.4.1.84

Malhotra, N. K. (2015). Essentials of Marketing Research (Global Edi). Pearson
Education Limited.

Malhotra, N. K., & Birks, D. S. (2013). Marketing Research: An Applied
Approach.

McDaniel, & Gates. (2015). Marketing Research (10th ed.).

Nguyen, T. T., & Nguyen, T. T. (2022). Influences Of Factors On Online Impulse
Buying Behavior Of Generation Z: Case At Shopee Ltd., In Vietnam. Journal
of Positive School Psychology, 6(8), 10168-10179. http://journalppw.com

Nining, A. N., Hurnis, D., & Triani, M. (2022). Review Digital Marketing And
Hedonic Shopping Value Affect Impulsive Buying. Asean International
Journal of Business, 1(2), 82-87. https://doi.org/10.54099/aijb.v1i2.163

Nurlinda, R. A., & Christina, D. (2020). Peran Posituve Emotion Sebagai Mediator
Hedonic Shopping dan Shopping Lifestyle Terhadap Impulse Buying di
Lazada. Jurnal Riset Manajemen Dan Bisnis (JRMB) Fakultas Ekonomi
UNIAT, 5(1), 231-244. http://jrmb.ejournal-
feuniat.net/index.php/JRMB/article/view/380

Nuryadi, Astuti, T. D., Utami, E. S., & Budiantara, M. (2017). Dasar-Dasar
Statistik Penelitian. Sibuku Media.

Ompusunggu, M. P., & Djawahir, A. H. (2014). Gaya Hidup dan Fenomena
Perilaku Konsumenpada Warung Kopi di Malang. Jurnal Aplikasi
Manajemen, 12(2), 188.

Pasaribu, L. O., Dewi, C. K., Studi, P., Bisnis, A., Komunikasi, F., & Telkom, U.
(2015). Pengaruh Hedonic Shopping Motivation Terhadap Impulse Buying
Pada Toko Online: Studi Pada Toko Online Zalora. Pengaruh Hedonic
Shopping Motivation Terhadap Impulse Buying Pada Toko Online: Studi
Pada Toko Online Zalora, 19(2), 159-170.
https://doi.org/10.26593/be.v19i2.1486.159-170

Pebrianti, W. (2016). Web attractiveness, hedonic shopping value and online
buying decision. International Journal of Economics and Management,
10(Speciallssuel), 123-134.

Prihatiningsih, E., & Estiasih, S. P. (2020). Hedonic Shopping Value and Utilitarian
Shopping Value on Impulsive Purchases at Tunjungan Plaza Surabaya.
International Journal of ..., 4(23), 43-47.

Priyono. (2016). Metode Penelitian Kuantitatif (T. Chandra (ed.); Edisi Revi).
Zifatama Publishing.



128

Rachmawati, V. (2009). Hubungan Antara Hedonic Shopping Value , Pada
Konsumen Ritel. Majalah Ekonomi, 2, 192—-2009.

Rahman, A., Naldi, W., Arifin, A., & Mujahid R, F. (2021). Analisis UU Sistem
Pendidikan Nasional Nomor 20 Tahun 2003 dan Implikasinya terhadap
Pelaksanaan Pendidikan di Indonesia. Journal of Education and Instruction
(JOEAI), 4(1), 98-107. https://doi.org/10.31539/joeai.v4i1.2010

Razati, G., Putri Maharani Sandra, A., & Hurriyati, R. (2023). Pengaruh Sales
Promotions terhadap Online Impulse Buying Survei pada Konsumen Gofood
di Instagram Gofood Indonesia. Journal of Business Management Education
(JBME), 8(May), 111-126. https://doi.org/https://doi.org/10.17509/jbme.v8il

Redine, A., Deshpande, S., Jebarajakirthy, C., & Surachartkumtonkun, J. (2022).
Impulse buying: A systematic literature review and future research directions.
International  Journal of  Consumer  Studies, 47(1), 3-41.
https://doi.org/10.1111/ijcs.12862

Rezaei, S., Ali, F., Amin, M., & Jayashree, S. (2016). Online impulse buying of
tourism products. Journal of Hospitality and Tourism Technology, 7(1), 60—
83. https://doi.org/10.1108/jhtt-03-2015-0018

Riyan, S. (2021). The Influence of Price Cuts, Shop Scene and Hedonic Shopping
Value on Impulse Buying Behavior on Visitors of Transmart Yasmin Bogor.
International Journal of Economics and Management Studies, 8(7), 21-29.
https://doi.org/10.14445/23939125/ijems-v8i7p103

Rony, M., & Pambudi, B. S. (2021). Pengaruh Hedonic Shopping Motives, Fashion
Involvemen terhadap Impulse Buying E-Commerce Shopee (Studi Pada
Mahasiswa Fakultas Ekonomi dan Bisnis Universitas Trunojoyo Madura).
Jurnal Kajian llmu  Manajemen  (JKIM),  1(4), 393-401.
https://doi.org/10.21107/jkim.v1i4.13497

Sangaji, A. A. (2020). Influence of Store Atmosphere and Hedonic Shopping Value
on Consumer’s Impulsive Buying Behaviour (A Study on the Consumers of
UNIQLO Indonesia). Jurnal limiah Mahasiswa FEB, 8(2).

Scacchi, A., Catozzi, D., Boietti, E., Bert, F., & Siliquini, R. (2021). COVID-19
Lockdown and Self-Perceived Changes of Food Choice, Waste, Impulse
Buying and Their Determinants in Italy: QuarantEat, a Cross-Sectional Study.
Foods, 1(1), 2—-14. https://doi.org/10.3390/foods

Sekaran, U., & Bougie, R. (2016). Research Methods for Business.

Shaleha, W. M., Hamid, N., & Hakim, A. A. A. A. (2020). Pengaruh Hedonic
Shopping Value, Utilitarian Value, Dan Store Atmosphere Terhadap Impulse
Buying Pada Minnisou Lippo Plaza Kendari. JBMP (Jurnal Bisnis,
Manajemen Dan Perbankan), 6(2), 91-99.
https://doi.org/10.21070/jomp.v6i2.678

Shen, K. N., & Khalifa, M. (2012). System design effects on online impulse buying.
Internet Research, 22(4), 396-425.
https://doi.org/10.1108/10662241211250962

Sihombing, W., & Panjaitan, T. W. S. (2022). Analisis Iklan, Promosi Penjualan
Dan Kualitas Produk Pada Impluse Buying Di Sosial Media Facebook (Studi
Kasus Komunitas Discord Alwayseasy). Journal of Innovation Research and
Knowledge, 2(7), 2743-2750.

Singh, D. (2020). Hypothesis: Meaning, Types and Formulation. Journal of Legal
Studies and Research, 6(6), 146-163.



129

Siyoto, S. (2015). Dasar Metodologi Penelitian. Literasi Media Publishing.

Sjahroeddin, F. (2018). The Role of E-S-Qual and Food Quality on Customer
Satisfaction in Online Food Delivery Service. Industrial Research Workshop
and National Seminar, 9, 551-558.

Smith, C., & Kabamba, C. C. (2022). The Role of Consumers’ Emotions in Online
Impulse Buying of Fashion Apparel. International Journal of Business and
Social Science Research, 3(9), 1-8. https://doi.org/10.47742/ijbssr.v3n9pl

Soelton, M., Ramli, Y., Wahyono, T., Saratian, E. T. P., Oktaviar, C., & Mujadid,
M. (2021). The Impact of Impulse Buying on Retail Markets in Indonesia.
Journal of Asian Finance, Economics and Business, 8(3), 575-584.
https://doi.org/10.13106/jafeb.2021.vol8.n03.0575

Solenski, V. (2017). Influence of Price Discount and Sales Promotion on Impluse
Buying azwa Parfume Pekanbaru. Jurnal FISIP, 4(2), 1-10.

Solomon, M. R. (2018). Consumer Behavior: Buying, Having, and Being. In
Pearson (Twelfth). http://www.pearsonmylabandmastering.com

Sugiyono. (2013). Metode Penelitian Kualitatif Kuantitatif dan R&D. In
Angewandte Chemie International Edition, 6(11), 951-952. (Vol. 3, Issue 2).

Sukmadinata, N. S. (2012). Metode Penelitian Pendidikan. Rosda Karya.

Suryawardani, B., Wulandari, A., & Marcelino, D. (2021). Tourism 4.0: digital
media communication on online impulse buying and e-satisfaction. BISMA
(Bisnis Dan Manajemen), 14(1), 74-93.
https://doi.org/10.26740/bisma.v14nl.p74-93

Suryono. (2015). Analisis Regresi untuk Penelitian. In Deepublish (Issue Agustus).
Deepublish Publisher.

Thakur, C., Diwekar, A., Reddy, B. J., & Gajjala, N. (2020). A Study of the Online
Impulse Buying Behaviour during COVID-19 Pandemic. International
Journal of Research in Engineering, Science and Management, 3(9), 86-90.
https://doi.org/10.47607/ijresm.2020.294

Tiirk, Z. (2018). Hedonik ve Faydaci Tiiketim Egiliminin Plansiz Satin Alma
Davranist Uzerindeki Etkisi: Bir Arastirma. OPUS Uluslararasi Toplum
Arastirmalart Dergisi, 9(16), 853-878. https://doi.org/10.26466/0pus.474486

Verplanken, B., & Herabadi, A. (2001). Individual differences in impulse buying
tendency: Feeling and no thinking. European Journal of Personality, 15(1
SUPPL.), 71-83. https://doi.org/10.1002/per.423

Vieira, V., Santini, F. O., & Araujo, C. F. (2018). A meta-analytic review of hedonic
and utilitarian shopping values. Journal of Consumer Marketing, 35(4), 426—
437. https://doi.org/10.1108/JCM-08-2016-1914

Wahyuni, S., Suryani, W., & Amelia, W. R. (2022). The Effect of Hedonic
Shopping Value and Shopping Lifestyle on the Impulse Buying in Online
Shops (case study: Albadar 6 Gang Community). Jurnal limiah Manajemen
Dan Bisnis (JIMBI), 3(1), 12-22. https://doi.org/10.31289/jimbi.v3i1.995

Wahyuning, S. (2021). Dasar-Dasar Statistik (I. A. Dinata (ed.)). Yayasan Prima
Agus Teknik.

Wandira, R. K., Rohman, F., & Syamsuddin, M. T. (2019). How does hedonic
shopping value affect impulsive buying? An empirical study on e-commerce
in Indonesia. International Journal of Innovation, Creativity and Change,
9(8), 154-166.

Wang, P., & Chapa, S. (2022). Online impulse buying behavior and marketing



130

optimization guided by entrepreneurial psychology under COVID-19.
Frontiers in Psychology, 13(August), 1-12.
https://doi.org/10.3389/fpsyg.2022.939786

Widana, W., & Muliani, P. L. (2020). Uji Persyaratan Analisis. In T. Fiktorius
(Ed.), Klik Media. Kilk Media.

Wijana, I. M. M., & Nandya Oktora Panasea, I. G. (2023). Pengaruh Price Discount
Terhadap Online Impulse Buying Dengan Positive Emotion Sebagai Variabel
Mediasi. E-Jurnal Ekonomi Dan Bisnis Universitas Udayana, 12(04), 687.
https://doi.org/10.24843/eeb.2023.v12.i04.p09

Wu, I. L., Chiu, M. L., & Chen, K. W. (2020). Defining the determinants of online
impulse buying through a shopping process of integrating perceived risk,
expectation-confirmation model, and flow theory issues. International Journal
of Information Management, 52(May 2019), 102099.
https://doi.org/10.1016/j.ijinfomgt.2020.102099

Yeo, V. C.S., Goh, S. K., & Rezaei, S. (2017). Consumer experiences, attitude and
behavioral intention toward online food delivery (OFD) services. Journal of
Retailing and  Consumer  Services, 35(July 2016), 150-162.
https://doi.org/10.1016/j.jretconser.2016.12.013

Yigit, M. K. (2020). Consumer mindfulness and impulse buying behavior: Testing
moderator effects of hedonic shopping value and mood. Innovative Marketing,
16(4), 24-36. https://doi.org/10.21511/im.16(4).2020.03

Yu, C., & Bastin, M. (2010). Hedonic shopping value and impulse buying behavior
in transitional economies: A symbiosis in the Mainland China marketplace.
Journal of Brand Management, 18(2), 105-114.
https://doi.org/10.1057/bm.2010.32

Yulius, K. G., King, F. T., & Suhaidi, K. (2022). Faktor-Faktor Keputusan
Penggunaan Online Foodservice Delivery System Pada Generasi Milenial Di
Jakarta. Hospitour: Journal of Hospitality <& ..., 6(1), 58-75.
https://122.200.2.51/index.php/HOS/article/view/5434%0Ahttps://122.200.2.
51/index.php/HOS/article/download/5434/2319

Zayusman, F., & Septrizola, W. (2019). Pengaruh Hedonic Shopping Value dan
Shopping Lifestyle Terhadap Impulse Buying pada Pelanggan Tokopedia di
Kota Padang. Jurnal Kajian Manajemen Dan Wirausaha, 1(1), 360-368.

Akram, U., Hui, P., Khan, M. K., Yan, C., & Akram, Z. (2018). Factors affecting
online impulse buying: Evidence from Chinese social commerce environment.
Sustainability (Switzerland), 10(2). https://doi.org/10.3390/su10020352

Amel, G., El Kebir Maachou, D., & Farid, B. (2013). The Influence of Product
Characteristics and Situational Factors on Impulse Buying Behavior of
Algerian Shoppers: An Empirical Study. International Journal of Marketing
Principles and Practices, 3(2), 27-36. http://www.theiimp.org/author-
guidelines/

Ananda, R., & Fadhli, M. (2018). Skatistik Pendidikan (Teori dan Praktik dalam
Pendidikan) (S. Saleh (ed.)). CV. Widya Puspita.

Anwar, A. (2009). Statistika untuk Penelitian Pendidikan dan Aplikasinya dengan
SPSS dan Excel. In IAIT Press.

Aragoncillo, L., & Orus, C. (2018). Impulse buying behaviour: An online-offline
comparative and the impact of social media. Spanish Journal of Marketing -
ESIC, 22(1), 42-62. https://doi.org/10.1108/SIME-03-2018-007



131

Arifin, Z. (2014). Penelitian Pendidikan: Metode dan Paradigma Baru. PT Remaja
Rosdakarya.

Arnold, M. J., & Reynolds, K. E. (2012). Approach and Avoidance Motivation:
Investigating Hedonic Consumption in a Retail Setting. Journal of Retailing,
88(3), 399-411. https://doi.org/10.1016/j.jretai.2011.12.004

Arrafi, I. M., & Ghabban, F. M. (2021). Impulse Buying Model for Business-to-
Consumer E-Commerce in Saudi Arabia. IBusiness, 13(02), 81-102.
https://doi.org/10.4236/ib.2021.132006

Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or Fun: Measuring
Hedonic and Utilitarian Shopping Value. Journal of Consumer Research,
20(4), 644-657.

Bakirtas, H., Bakirtas, 1., & Cetin, M. A. (2015). Effects of Utilitarian and Hedonic
Shopping Value and Consumer Satisfaction on Consumer Behavioral
Intentions. Ege Akademik Bakis (Ege Academic Review), 15(1), 91-98.
https://doi.org/10.21121/eab.2015121911

Cavusoglu, S., Demirag, B., & Durmaz, Y. (2020). Investigation of the effect of
hedonic shopping value on discounted product purchasing. Review of
International Business and Strategy, 31(3), 317-338.
https://doi.org/10.1108/RIBS-04-2020-0034

Chaffey, D. F. E.-C. (2016). Digital Marketing Strategy, Implementation and
Practice Sixth Edition. In Pearson (Sixth).

Chan, T. K. H., Cheung, C. M. K., & Lee, Z. W. Y. (2016). The state of online
impulse-buying research: A literature analysis. Information and Management,
54(2), 204-217. https://doi.org/10.1016/j.im.2016.06.001

Chauhan, S., Banerjee, R., & Mittal, M. (2020). an Analytical Study on Impulse
Buying for Online Shopping During Covid-19. Journal of Content,
Community and Communication, 12, 198-209.
https://doi.org/10.31620/JCCC.12.20/18

Chen, T. (2008). Impulse purchase varied by products and marketing channels.
Journal of International Management Studies, 154-161.

Christine, K., & Berlianto, M. P. (2022). Antecedent Factors Affecting Repurchase
Intention On Shopee Food. Jurnal Manajemen Dan Bisnis, 11(1), 1-12.
https://doi.org/https://doi.org/10.34006/jmbi.v11i1.464

Cohen, L., Manion, L., & Morrison, K. (2007). Research Methods in Education. In
Routledge (Sixth). https://doi.org/10.4324/9781315158501-17

Cooper, D. R., & Schindler, P. S. (2014). Business Research Method : 12th Edition.

Darmawan, D. (2023). Studi Empiris Perilaku Konsumen Aliexpress: Peran Online
Consumer Review, Online Customer Rating, Dan Persepsi Harga Terhadap
Keputusan Pembelian Impulsif. Jurnal Baruna Horizon, 6(1), 1-13.
https://doi.org/10.52310/jbhorizon.v6i1.91

Diah, A. M., Pristanti, H., Aspianti, R., & Syachrul, -. (2019). The Influence of
Hedonic Shopping Value and Store Atmosphere and Promotion of Impulse
Buying through Positive Emotion on the consumer of Sogo Department Store
in Samarinda. 75(ICMEMm 2018), 103-108.
https://doi.org/10.2991/icmemm-18.2019.3

Dodoo, N. A., & Wu, L. (2019). Exploring the anteceding impact of personalised
social media advertising on online impulse buying tendency. International
Journal of Internet Marketing and Advertising, 13(1), 73-95.



132

https://doi.org/10.1504/13IMA.2019.097905

Erlangga, E. B., Persada, S. F., Apriyansyah, B., & Lin, S. C. (2022). The Effect of
Consumer Intrinsic Factors on Impulsive Buying Behavior in Online
Marketplace: Case Study of Shopee Consumers. Proceedings of the 3rd
International Conference on Business and Management of Technology
(ICONBMT 2021), 202(Iconbmt), 181-1809.
https://doi.org/10.2991/aebmr.k.211226.024

Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2001). Atmospheric qualities of
online retailing. Journal of Business Research, 54(2), 177-184.
https://doi.org/10.1016/s0148-2963(99)00087-9

Fadillah, F., & Kusumawati, N. (2021). Factors Affecting Makeup Products Online
Impulsive Buying Behavior on TikTok. Proceeding Book of The 6th ICMEM",
August, 11-13. https://www.researchgate.net/publication/358090165

Faizah, F. N., & Zulfaturrohmaniyah, Z. (2023). GoFood Vs ShopeeFood:
Manakah yang Menjadi Pilihan Generasi Z? Al-Tijary, March, 157-168.
https://doi.org/10.21093/at.v7i2.4801

Farhadi, M., Ismail, R., & Fooladi, M. (2012). Information and Communication
Technology Use and Economic Growth. PLoS ONE, 7(11).
https://doi.org/10.1371/journal.pone.0048903

Fasyni, A., Budiarti, A. P., & Lasmini, R. S. (2021). Faktor-Faktor Yang
Mempengaruhi  Online Impuls Buying. Jurnal Ekonomi Bisnis Dan
Kewirausahaan, 10(2), 175. https://doi.org/10.26418/jebik.v10i2.47796

Fataron, Z. A. (2020). Online Impulse Buying Behaviour: Case Study On Users Of
Tokopedia. Journal of Digital Marketing and Halal Industry, 1(1), 47.
https://doi.org/10.21580/jdmhi.2019.1.1.4762

Francis, E., & Bhatia, E. (2021). THE INFLUENCE OF IMPULSE BUYING
BEHAVIOR IN CONSUMER PURCHASE DECISIONS. Journal of
Emerging Tehcnologies and Innovative Research (JETIR), 8(10), 347-385.
www.jetir.org

Gandhi, S. (2020). Analysis of Impulsive Buying Behavior in Fashion Industry.
International Journal of Engineering and Management Research, 10(1), 42—
51.

Ghoazali, 1. (2014). Model Persamaan Struktural. Konsep dan Aplikasi dengan
Program AMOS 24. Update Bayesian SEM. Badan Penerbit Universitas
Diponegoro.

Grandi, B., & Grazia Cardinali, M. (2021). Shopping Behavior in ‘Health-Food
Stores’: Does It Have a Hedonic Aspect? International Journal of Business
and Management, 16(5), 71. https://doi.org/10.5539/ijbm.v16n5p71

Hamid, R. S., & Patra, I. K. (2019). Pengantar Statistika untuk Bisnis dan Ekonomi
(Khaeruman & Tabroni (eds.)). CV. AA. Rizky.

Harlan, J. (2017). Perhitungan Ukuran Sampel: Power dan Ukuran Efek.
Gunadarma.

Hawkins, D. I., & Mothersbaugh, D. L. (2010). Consumer Behaviour: Building
Marketing Strategies. In B. Gordon, P. Duchan, D. Hughes, K. Pekelder, K.
Mergen, C. A. Vaughan, H. D. Burbridge, L. J. Entringer, L. Kramer, M.
Hruby, & G. Bates (Eds.), McGraw-Hill (Eleventh). Paul Ducham.
www.mhhe.com

Hidayah, N., & Marlena, N. (2021). The Effect of Hedonic Shopping Value and



133

Atmosphere Store on Impulse Buying with Positive Emotion as Intervening
Variables on Ketos Consumers ( Kediri Town Square ). Journal of
Management, 11(1), 219-227.

Hiranrithikorn, P., & Banjongprasert, J. (2022). The effect of the website attributes
on online impulse buying: An empirical investigation of utilitarian and
hedonic motivations. International Journal of Data and Network Science,
6(4), 1419-1426. https://doi.org/10.5267/j.ijdns.2022.5.009

Hirschman, E. C., & Holbrook, M. B. (1982). Hedonic Consumption: Emerging
Concepts, Methods and Propositions. Journal of Marketing, 46(3), 92.
https://doi.org/10.2307/1251707

Japarianto, E., & Monika, Y. (2020). Pengaruh Hedonic Shopping Value terhadap
Impulse Buying dengan Shopping Lifestyle sebagai Moderator pada Online
Shop Chocochips. Jurnal Manajemen Pemasaran, 1-10.
http://publication.petra.ac.id/index.php/manajemen-
pemasaran/article/view/10146%0Ahttps://publication.petra.ac.id/index.php/
manajemen-pemasaran/article/download/10146/9080

Jawaharlal, G., Gunasundari, J., Kulkarni, S., & Supervisor, D. (2023). Consumer
Impulsive Buying Behaviour Towards Online Food Delivery Apps: Based on
Stimulus Organism Response (Sor) Model. The Seybold Report, 18(3), 507—
520. https://doi.org/10.17605/0OSF.IO/PAFWJ

Kempa, S., Vebrian, K., & Bendjeroua, H. (2020). Sales Promotion, Hedonic
Shopping Value, and Impulse Buying on Online Consumer Websites. SHS
Web of Conferences, 76, 01052. https://doi.org/10.1051/shsconf/20207601052

Kingsnorth, S. (2016). Digital Marketing Strategy. An Integrated Approach to
Online Marketing.

Kotler, P., Kartajaya, H., & Setiawan, I. (2017). Marketing 4.0: Moving From
Traditional To Digital. https://doi.org/10.1142/9789813275478 0004

Kuruuzum, A., & Deniz, K. C. (2010). the Impact of Service Quality on Behavioral
Intention in. International Journal of Business and Management Studies, 2(1),
9-15.

Lazim, N. A. M., Sulaiman, Z., Zakuan, N., Mas’od, A., Chin, T. A., & Awang, S.
R. (2020). Measuring Post-purchase Regret and Impulse Buying in Online
Shopping Experience from Cognitive Dissonance Theory Perspective. 2020
6th IEEE International Conference on Information Management, ICIM 2020,
7-13. https://doi.org/10.1109/I1C1M49319.2020.244662

Li, J., Hudson, S., & So, K. K. F. (2021). Hedonic consumption pathway vs.
acquisition-transaction utility pathway: An empirical comparison of Airbnb
and hotels. International Journal of Hospitality Management, 94(May 2020),
102844. https://doi.org/10.1016/j.ijhm.2020.102844

Liu, Y., Li, H., & Hu, F. (2013). Website attributes in urging online impulse
purchase: An empirical investigation on consumer perceptions. Decision
Support Systems, 55(3), 829-837. https://doi.org/10.1016/j.dss.2013.04.001

MacCallum, R. C., Widaman, K. F., Zhang, S., & Hong, S. (1999). Sample size in
factor analysis. Psychological Methods, 4(1), 84-99.
https://doi.org/10.1037/1082-989X.4.1.84

Malhotra, N. K. (2015). Essentials of Marketing Research (Global Edi). Pearson
Education Limited.

Malhotra, N. K., & Birks, D. S. (2013). Marketing Research: An Applied



134

Approach.

McDaniel, & Gates. (2015). Marketing Research (10th ed.).

Nguyen, T. T., & Nguyen, T. T. (2022). Influences Of Factors On Online Impulse
Buying Behavior Of Generation Z: Case At Shopee Ltd., In Vietnam. Journal
of Positive School Psychology, 6(8), 10168-10179. http://journalppw.com

Nining, A. N., Hurnis, D., & Triani, M. (2022). Review Digital Marketing And
Hedonic Shopping Value Affect Impulsive Buying. Asean International
Journal of Business, 1(2), 82-87. https://doi.org/10.54099/aijb.v1i2.163

Nurlinda, R. A., & Christina, D. (2020). Peran Posituve Emotion Sebagai Mediator
Hedonic Shopping dan Shopping Lifestyle Terhadap Impulse Buying di
Lazada. Jurnal Riset Manajemen Dan Bisnis (JRMB) Fakultas Ekonomi
UNIAT, 5(1), 231-244. http://jrmb.ejournal-
feuniat.net/index.php/JRMB/article/view/380

Nuryadi, Astuti, T. D., Utami, E. S., & Budiantara, M. (2017). Dasar-Dasar
Statistik Penelitian. Sibuku Media.

Ompusunggu, M. P., & Djawahir, A. H. (2014). Gaya Hidup dan Fenomena
Perilaku Konsumenpada Warung Kopi di Malang. Jurnal Aplikasi
Manajemen, 12(2), 188.

Pasaribu, L. O., Dewi, C. K., Studi, P., Bisnis, A., Komunikasi, F., & Telkom, U.
(2015). Pengaruh Hedonic Shopping Motivation Terhadap Impulse Buying
Pada Toko Online: Studi Pada Toko Online Zalora. Pengaruh Hedonic
Shopping Motivation Terhadap Impulse Buying Pada Toko Online: Studi
Pada Toko Online Zalora, 19(2), 159-170.
https://doi.org/10.26593/be.v19i2.1486.159-170

Pebrianti, W. (2016). Web attractiveness, hedonic shopping value and online
buying decision. International Journal of Economics and Management,
10(Speciallssuel), 123-134.

Prihatiningsih, E., & Estiasih, S. P. (2020). Hedonic Shopping Value and Utilitarian
Shopping Value on Impulsive Purchases at Tunjungan Plaza Surabaya.
International Journal of ..., 4(23), 43-47.

Priyono. (2016). Metode Penelitian Kuantitatif (T. Chandra (ed.); Edisi Revi).
Zifatama Publishing.

Rachmawati, V. (2009). Hubungan Antara Hedonic Shopping Value , Pada
Konsumen Ritel. Majalah Ekonomi, 2, 192—-2009.

Rahman, A., Naldi, W., Arifin, A., & Mujahid R, F. (2021). Analisis UU Sistem
Pendidikan Nasional Nomor 20 Tahun 2003 dan Implikasinya terhadap
Pelaksanaan Pendidikan di Indonesia. Journal of Education and Instruction
(JOEAI), 4(1), 98-107. https://doi.org/10.31539/joeai.v4i1.2010

Razati, G., Putri Maharani Sandra, A., & Hurriyati, R. (2023). Pengaruh Sales
Promotions terhadap Online Impulse Buying Survei pada Konsumen Gofood
di Instagram Gofood Indonesia. Journal of Business Management Education
(JBME), 8(May), 111-126. https://doi.org/https://doi.org/10.17509/jbme.v8il

Redine, A., Deshpande, S., Jebarajakirthy, C., & Surachartkumtonkun, J. (2022).
Impulse buying: A systematic literature review and future research directions.
International ~ Journal  of  Consumer  Studies, 47(1), 341
https://doi.org/10.1111/ijcs.12862

Rezaei, S., Ali, F., Amin, M., & Jayashree, S. (2016). Online impulse buying of
tourism products. Journal of Hospitality and Tourism Technology, 7(1), 60—



135

83. https://doi.org/10.1108/jhtt-03-2015-0018

Riyan, S. (2021). The Influence of Price Cuts, Shop Scene and Hedonic Shopping
Value on Impulse Buying Behavior on Visitors of Transmart Yasmin Bogor.
International Journal of Economics and Management Studies, 8(7), 21-29.
https://doi.org/10.14445/23939125/ijems-v8i7p103

Rony, M., & Pambudi, B. S. (2021). Pengaruh Hedonic Shopping Motives, Fashion
Involvemen terhadap Impulse Buying E-Commerce Shopee (Studi Pada
Mahasiswa Fakultas Ekonomi dan Bisnis Universitas Trunojoyo Madura).
Jurnal Kajian  llmu  Manajemen  (JKIM), 1(4), 393-401.
https://doi.org/10.21107/jkim.v1i4.13497

Sangaji, A. A. (2020). Influence of Store Atmosphere and Hedonic Shopping Value
on Consumer’s Impulsive Buying Behaviour (A Study on the Consumers of
UNIQLO Indonesia). Jurnal limiah Mahasiswa FEB, 8(2).

Scacchi, A., Catozzi, D., Boietti, E., Bert, F., & Siliquini, R. (2021). COVID-19
Lockdown and Self-Perceived Changes of Food Choice, Waste, Impulse
Buying and Their Determinants in Italy: QuarantEat, a Cross-Sectional Study.
Foods, 1(1), 2—-14. https://doi.org/10.3390/foods

Sekaran, U., & Bougie, R. (2016). Research Methods for Business.

Shaleha, W. M., Hamid, N., & Hakim, A. A. A. A. (2020). Pengaruh Hedonic
Shopping Value, Utilitarian Value, Dan Store Atmosphere Terhadap Impulse
Buying Pada Minnisou Lippo Plaza Kendari. JBMP (Jurnal Bisnis,
Manajemen Dan Perbankan), 6(2), 91-99.
https://doi.org/10.21070/jomp.v6i2.678

Shen, K. N., & Khalifa, M. (2012). System design effects on online impulse buying.
Internet Research, 22(4), 396-425.
https://doi.org/10.1108/10662241211250962

Sihombing, W., & Panjaitan, T. W. S. (2022). Analisis Iklan, Promosi Penjualan
Dan Kualitas Produk Pada Impluse Buying Di Sosial Media Facebook (Studi
Kasus Komunitas Discord Alwayseasy). Journal of Innovation Research and
Knowledge, 2(7), 2743-2750.

Singh, D. (2020). Hypothesis: Meaning, Types and Formulation. Journal of Legal
Studies and Research, 6(6), 146-163.

Siyoto, S. (2015). Dasar Metodologi Penelitian. Literasi Media Publishing.

Sjahroeddin, F. (2018). The Role of E-S-Qual and Food Quality on Customer
Satisfaction in Online Food Delivery Service. Industrial Research Workshop
and National Seminar, 9, 551-558.

Smith, C., & Kabamba, C. C. (2022). The Role of Consumers’ Emotions in Online
Impulse Buying of Fashion Apparel. International Journal of Business and
Social Science Research, 3(9), 1-8. https://doi.org/10.47742/ijbssr.v3n9pl

Soelton, M., Ramli, Y., Wahyono, T., Saratian, E. T. P., Oktaviar, C., & Mujadid,
M. (2021). The Impact of Impulse Buying on Retail Markets in Indonesia.
Journal of Asian Finance, Economics and Business, 8(3), 575-584.
https://doi.org/10.13106/jafeb.2021.vol8.n03.0575

Solenski, V. (2017). Influence of Price Discount and Sales Promotion on Impluse
Buying azwa Parfume Pekanbaru. Jurnal FISIP, 4(2), 1-10.

Solomon, M. R. (2018). Consumer Behavior: Buying, Having, and Being. In
Pearson (Twelfth). http://www.pearsonmylabandmastering.com

Sugiyono. (2013). Metode Penelitian Kualitatif Kuantitatif dan R&D. In



136

Angewandte Chemie International Edition, 6(11), 951-952. (Vol. 3, Issue 2).
Sukmadinata, N. S. (2012). Metode Penelitian Pendidikan. Rosda Karya.
Suryawardani, B., Wulandari, A., & Marcelino, D. (2021). Tourism 4.0: digital

media communication on online impulse buying and e-satisfaction. BISMA

(Bisnis Dan Manajemen), 14(1), 74-93.

https://doi.org/10.26740/bisma.v14nl.p74-93

Suryono. (2015). Analisis Regresi untuk Penelitian. In Deepublish (Issue Agustus).
Deepublish Publisher.

Thakur, C., Diwekar, A., Reddy, B. J., & Gajjala, N. (2020). A Study of the Online
Impulse Buying Behaviour during COVID-19 Pandemic. International
Journal of Research in Engineering, Science and Management, 3(9), 86-90.
https://doi.org/10.47607/ijresm.2020.294

Tirk, Z. (2018). Hedonik ve Faydaci Tiiketim Egiliminin Plansiz Satin Alma
Davranist Uzerindeki Etkisi: Bir Arastrma. OPUS Uluslararasi Toplum
Arastirmalart Dergisi, 9(16), 853-878. https://doi.org/10.26466/0pus.474486

Verplanken, B., & Herabadi, A. (2001). Individual differences in impulse buying
tendency: Feeling and no thinking. European Journal of Personality, 15(1
SUPPL.), 71-83. https://doi.org/10.1002/per.423

Vieira, V., Santini, F. O., & Araujo, C. F. (2018). A meta-analytic review of hedonic
and utilitarian shopping values. Journal of Consumer Marketing, 35(4), 426—
437. https://doi.org/10.1108/JCM-08-2016-1914

Wahyuni, S., Suryani, W., & Amelia, W. R. (2022). The Effect of Hedonic
Shopping Value and Shopping Lifestyle on the Impulse Buying in Online
Shops (case study: Albadar 6 Gang Community). Jurnal limiah Manajemen
Dan Bisnis (JIMBI), 3(1), 12-22. https://doi.org/10.31289/jimbi.v3i1.995

Wahyuning, S. (2021). Dasar-Dasar Statistik (I. A. Dinata (ed.)). Yayasan Prima
Agus Teknik.

Wandira, R. K., Rohman, F., & Syamsuddin, M. T. (2019). How does hedonic
shopping value affect impulsive buying? An empirical study on e-commerce
in Indonesia. International Journal of Innovation, Creativity and Change,
9(8), 154-166.

Wang, P., & Chapa, S. (2022). Online impulse buying behavior and marketing
optimization guided by entrepreneurial psychology under COVID-19.
Frontiers in Psychology, 13(August), 1-12.
https://doi.org/10.3389/fpsyg.2022.939786

Widana, W., & Muliani, P. L. (2020). Uji Persyaratan Analisis. In T. Fiktorius
(Ed.), Klik Media. Kilk Media.

Wijana, I. M. M., & Nandya Oktora Panasea, I. G. (2023). Pengaruh Price Discount
Terhadap Online Impulse Buying Dengan Positive Emotion Sebagai Variabel
Mediasi. E-Jurnal Ekonomi Dan Bisnis Universitas Udayana, 12(04), 687.
https://doi.org/10.24843/eeb.2023.v12.i04.p09

Wu, I. L., Chiu, M. L., & Chen, K. W. (2020). Defining the determinants of online
impulse buying through a shopping process of integrating perceived risk,
expectation-confirmation model, and flow theory issues. International Journal
of Information Management, 52(May 2019), 102099.
https://doi.org/10.1016/j.ijinfomgt.2020.102099

Yeo, V. C.S., Goh, S. K., & Rezaei, S. (2017). Consumer experiences, attitude and
behavioral intention toward online food delivery (OFD) services. Journal of



137

Retailing and  Consumer  Services, 35(July 2016), 150-162.
https://doi.org/10.1016/j.jretconser.2016.12.013

Yigit, M. K. (2020). Consumer mindfulness and impulse buying behavior: Testing
moderator effects of hedonic shopping value and mood. Innovative Marketing,
16(4), 24-36. https://doi.org/10.21511/im.16(4).2020.03

Yu, C., & Bastin, M. (2010). Hedonic shopping value and impulse buying behavior
in transitional economies: A symbiosis in the Mainland China marketplace.
Journal of Brand Management, 18(2), 105-114.
https://doi.org/10.1057/bm.2010.32

Yulius, K. G., King, F. T., & Suhaidi, K. (2022). Faktor-Faktor Keputusan
Penggunaan Online Foodservice Delivery System Pada Generasi Milenial Di
Jakarta. Hospitour: Journal of Hospitality <& ..., 6(1), 58-75.
https://122.200.2.51/index.php/HOS/article/view/5434%0Ahttps://122.200.2.
51/index.php/HOS/article/download/5434/2319

Zayusman, F., & Septrizola, W. (2019). Pengaruh Hedonic Shopping Value dan
Shopping Lifestyle Terhadap Impulse Buying pada Pelanggan Tokopedia di
Kota Padang. Jurnal Kajian Manajemen Dan Wirausaha, 1(1), 360-368.

Money.kompas.com (2019). Riset: 58 Persen Masyarakat Pilih Pesan Makanan
Lewat Aplikasi. money.kompas.com.
https://money.kompas.com/read/2019/09/19/162900026/riset--58-persen-
masyarakat-pilih-pesan-makanan-lewat-aplikasi

Databoks.katadata.co.id. (2020). Ini Daftar Belanja Prioritas Konsumen Pasca-
Pandemi. databoks.katadata.co.id
https://databoks.katadata.co.id/datapublish/2020/11/03/ini-daftar-belanja-
prioritas-konsumen-pasca-pandemi

Databoks.katadata.co.id. (2021). Belanja di E-Commerce, Transaksi Paling
Banyak Dilakukan Anak Muda. databoks.katadata.co.id
https://databoks.katadata.co.id/datapublish/2021/06/02/belanja-di-e-
commerce-transaksi-paling-banyak-dilakukan-anak-muda

Indonesia.googleblog.com. (2022). E-commerce, transportasi, dan pesan-antar
makanan menjadi tiga layanan digital teratas yang diadopsi oleh konsumen
digital Indonesia. indonesia.googleblog.com.
https://indonesia.googleblog.com/2022/11/eConomy-SEA-2022-konsumen-
digital-di-Indonesia.html

Teknologi.id. (2023). Tren Layanan Pesan Makanan Online Urutan Pertama,
Begini Cara Pesan via Aplikasi!. teknologi.id.
https://teknologi.id/android/tren-layanan-pesan-makanan-online-urutan-
pertama-begini-cara-pesan-via-aplikasi

Kumparan.com. (2019). GrabFood Klaim Jadi Layanan Pengiriman Makanan
Terbesar di Indonesia. kumparan.com.
https://kumparan.com/kumparantech/grabfood-klaim-jadi-layanan-
pengiriman-makanan-terbesar-di-indonesia-1sA8eDTyA77/full

Data.tempo.co. (2021). Riset GrabFood: Ulasan Makanan Faktor Terbesar Orang
Indonesia Mencoba Restoran Baru. data.tempo.co.
https://data.tempo.co/data/1214/riset-grabfood-ulasan-makanan-faktor-
terbesar-orang-indonesia-mencoba-restoran-baru

Teknologi.bisnis.com. (2021). Ada Pandemi, Mitra GoFood Melonjak 50 Persen
pada 2020. teknologi.bisnis.com.



138

https://teknologi.bisnis.com/read/20210130/266/1349935/ada-pandemi-
mitra-gofood-melonjak-50-persen-pada-2020

Idntimes.com. (2019). GoFood Rajai 75 persen Pangsa Pasar Layanan Pesan
Antar Makanan. idntimes.com.
https://www.idntimes.com/business/economy/hana-adi-perdana-1/gofood-
rajai-75-persen-pangsa-pasar-layanan-pesan-antar-makanan?page=all

Beritasatu.com. (2019). Layanan Pesan-Antar Makanan Tumbuh Lebih Dari Dua
Kali Lipat. beritasatu.com.
https://www.beritasatu.com/news/578350/layanan-pesanantar-makanan-
tumbuh-lebih-dari-dua-kali-lipat

Data.tempo.co. (2021). GoFood Platform Pesan Antar Makanan Paling Banyak
Digunakan. data.tempo.co. https://data.tempo.co/data/1295/gofood-platform-
pesan-antar-makanan-paling-banyak-digunakan

Jakarta.hallo.id (2023). Kenapa Tren Pesan Makanan Online Food Delivery (OFD)
di Indonesia Terus Meningkat?. jakarta.hallo.id.
https://jakarta.hallo.id/kabar/pr-2307423310/kenapa-tren-pesan-makanan-
online-food-delivery-ofd-di-indonesia-terus-meningkat

Grab.com. (2021). Grab Next: Laporan Tren F&B Indonesia 2020-2021. grab.com.
https://www.grab.com/id/food/laporan-tren-fnb-2021/

Thelowdown.momentum.asia. (2021). Food delivery in South East Asia almost
tripled in 2020, accelerated by COVID-19. thelowdown.momentum.asia.
https://thelowdown.momentum.asia/food-delivery-in-south-east-asia-almost-
tripled-in-2020-accelerated-by-covid-19/

Thelowdown.momentum.asia. (2022). [Press Release] Southeast Asia Online Food
Delivery Spend Grows 30% to Hit New Peak in 2021: Momentum Works.
thelowdown.momentum.asia. https://thelowdown.momentum.asia/press-
release-southeast-asia-online-food-delivery-spend-grows-30-to-hit-new-
peak-in-2021-momentum-works/

Thelowdown.momentum.asia. (2023). [jumpa pers] Transaksi Layanan Pesan-
antar Makanan di Asia Tenggara Capai US$16,3 Miliar, Didorong oleh
Pesatnya Pertumbuhan Pasar berskala lebih kecil: Momentum Works.
thelowdown.momentum.asia. https://thelowdown.momentum.asia/jumpa-
pers-transaksi-layanan-pesan-antar-makanan-di-asia-tenggara-capai-us163-
miliar-didorong-oleh-pesatnya-pertumbuhan-pasar-berskala-lebih-kecil-
momentum-works/

Alvera-strategic.com. (2019). Perilaku dan Preferensi Konsumen Millennial
Indonesia terhadap Aplikasi E-Commerce 2019 Pendekatan Riset Kuantitatif.

alvera-strategic.com. https://alvara-strategic.com/wp-
content/uploads/2019/07/PRESS-CON-BAHASA-E-COMMERCE-
REPORT.pdf

Tenggara.id. (2022). Survei Persepsi & Perilaku Konsumsi Online Food Delivery
(OFD) di Indonesia. tenggara.id.
https://drive.google.com/file/d/1gY p4Jmxdmoq2KWe6xtoJzAldP36ruaM8/v
iew

Dailysocial.id. (2020). Sederet Aplikasi Belanja Online Terpopuler Selama
Pandemi. dailysocial.id. https://dailysocial.id/post/sederet-aplikasi-belanja-
online-terpopuler-selama-pandemi

Snapcart.global. (2021). GrabFood the Most Used Food Delivery Platform



139

Amongst Consumers and Merchants in Indonesia: Study. snapcart.global.
https://snapcart.global/article-grabfood-the-most-used-food-delivery-
platform-amongst-consumers-and-merchants-in-indonesia-study/

Databoks.katadata.co.id. (2022). Survei: Nilai Transaksi GoFood Lebih Besar dari
ShopeeFood dan GrabFood. databoks.katadata.co.id.
https://databoks.katadata.co.id/datapublish/2022/06/16/survei-nilai-transaksi-
gofood-lebih-besar-dari-shopeefood-dan-grabfood

Katadata.co.id. (2023). Transaksi GrabFood Grab 7 Kali Lipat ShopeeFood di
Indonesia. katadata.co.id.
https://databoks.katadata.co.id/datapublish/2022/06/16/survei-nilai-transaksi-
gofood-lebih-besar-dari-shopeefood-dan-grabfood

Katadata.co.id. (2024). Transaksi ShopeeFood dan GrabFood Naik, GoFood
Turun. katadata.co.id.
https://katadata.co.id/digital/startup/65b76fd85c590/transaksi-shopeefood-
dan-grabfood-naik-gofood-turun

Validnews.id. (2023). Di Balik Bertahannya Tren Pesan Makan Online.

validnes.id. https://validnews.id/kultura/di-balik-bertahannya-tren-pesan-
makan-online

Standard-insights.com. (2023). Consumer Choice Awards: Food & Beverage
Delivery 2023. standard-insights.com. https://standard-

insights.com/awards/indonesia/food-and-beverage-delivery-2023/

Databoks.katadata.co.id. (2024). Indonesia Rajai Pasar Online Food Delivery di
Asia Tenggara pada 2023. databoks.katadata.co.id.
https://databoks.katadata.co.id/datapublish/2024/02/07/indonesia-rajai-pasar-
online-food-delivery-di-asia-tenggara-pada-2023

Babel.antaranews.com. (2022). Riset: GoFood pimpin layanan pesan antar
makanan di Indonesia. babel.antaranews.com.
https://babel.antaranews.com/berita/285381/riset-gofood-pimpin-layanan-
pesan-antar-makanan-di-indonesia

Idxchannel.com. (2023). Strategi Gojek Lewat Food Delivery Dorong UMKM RI
Bangkit Pasca Pandemi. idxchannel.com.
https://www.idxchannel.com/market-news/strategi-gojek-lewat-food-
delivery-dorong-umkm-ri-bangkit-pasca-pandemi

Help.shopee.co.id. (2020). [Pembeli ShopeeFood] Bagaimana cara melihat
penilaian Merchant ShopeeFood?. help.shopee.co.id.
https://help.shopee.co.id/portal/article/75306-[Pembeli-ShopeeFood]-
Bagaimana-cara-melihat-penilaian-Merchant-
ShopeeFood?previousPage=secondary%?20category

Help.shopee.co.id. (2020). [Pembeli ShopeeFood] Apa aitu ShopeeFood?.
help.shopee.co.id.  https://help.shopee.co.id/portal/article/72285-[Pembeli-
%3Cem%3EShopeeFo0d%3C%2Fem%3E]-Apa-itu-
%3Cem%3EShopeeFo0d%3C%2Fem%3E?previousPage=search%?20results
%20page

Help.shopee.co.id. (2020). [Pembeli ShopeeFood] Bagaimana cara memberikan
penilaian kepada Merchant atau tip kepada Mitra Pengemudi ShopeeFood?.
help.shopee.co.id.  https://help.shopee.co.id/portal/article/72240-[Pembeli-
ShopeeFood]-Bagaimana-cara-memberikan-penilaian-kepada-Merchant-
atau-tip-kepada-Mitra-Pengemudi-


https://databoks.katadata.co.id/datapublish/2024/02/07/indonesia-rajai-pasar-online-food-delivery-di-asia-tenggara-pada-2023
https://databoks.katadata.co.id/datapublish/2024/02/07/indonesia-rajai-pasar-online-food-delivery-di-asia-tenggara-pada-2023
https://babel.antaranews.com/berita/285381/riset-gofood-pimpin-layanan-pesan-antar-makanan-di-indonesia
https://babel.antaranews.com/berita/285381/riset-gofood-pimpin-layanan-pesan-antar-makanan-di-indonesia

140

ShopeeFood?previousPage=secondary%?20category

Teknologiterbaru.id. (2023). Tampilan Shopee Food vyang Sederhana,
Memudahkan Siapa Saja Untuk Berbelanja. teknologiterbaru.id.
https://teknologiterbaru.id/11326/tampilan-shopee-food/

Cnbcindonesia.com. (2023). Lengkap! Daftar UMP 2024 di Seluruh Provinsi RI,
Ini Juaranya. cbcindonesia.com.
https://www.cnbcindonesia.com/news/20231122170420-4-491188/lengkap-
daftar-ump-2024-di-seluruh-provinsi-ri-ini-juaranya

Blog.jakpat.net. (2022). The Habit of Online Food Delivery — JAKPAT Survey
Report 2022. blok.jakpat.net. https://blog.jakpat.net/the-habit-of-online-food-
delivery-jakpat-survey-report-2022/

Darman, F. (2007). Undang-undang Nomor 20 Tahun 2003 tentang Sistem
Pendidikan Nasional & Undang-undang No.14 th 2005 tentang Guru & dosen.
VisiMedia Transmedia Pustaka.
https://books.google.co.id/books?id=xL11iDUL9yIC

Antaranews.com. (2023). Sambut Hari Pelanggan Nasional, ShopeeFood
Hadirkan  Penawaran  Super bagi Pengguna. antaranews.com.
https://www.antaranews.com/berita/3705069/sambut-hari-pelanggan-
nasional-shopeefood-hadirkan-penawaran-super-bagi-pengguna



