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ABSTRAK 

 
Rachmi Mawarezky 1601161 ³Pengaruh Hedonic Motivation Terhadap 

Purchase ,QWHQWLRQ´(Survei pada Konsumen Saka Bistro & Bar di Karangsari 

Bandung) di bawah bimbingan Gitasiswhara,SE.,Par.,MM dan Andreas Suwandi, 

S.Pd.,Gr.,M.Pd. 

 

Penelitian ini bertujuan untuk menganalisis pengaruh hedonic motivation yang 

terdiri dari adventure, social, gratification, dan idea terhadap purchase intention 

di Saka Bistro & Bar. Metode penelitian yang digunakan yaitu explanatory survey 

dengan pendekatan cross sectional method dengan jumlah sampel sebanyak 150 

yang terdiri dari konsumen yang telah melakukan pembelian di Saka Bistro & 

Bar. Teknik analisis data yang digunakan adalah teknik analisis jalur. Hasil 

penelitian menunjukan bahwa secara simultan hedonic motivation berpengaruh 

secara signifikan terhadap purchase intention. Secara parsial, ketiga dimensi 

yakni adventure, social, dan gratificationberpengaruh signifikan terhadap 

purchase intention, namun tidak terdapat pengaruh signifikan pada satu dimensi 

yaitu idea terhadap purchase intention. Hasil penelitian menunjukkan adanya 

pengaruh antara hedonic motivation dan purchase intention. 

 

Kata Kunci : Hedonic Motivation, Purchase Intentiondan Saka Bistro & Bar 
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ABSTRACT 

 
Rachmi Mawarezky 1601161"Hedonic Motivation towards Purchase 

Intention" (Survey to Consumers Saka Bistro & Bar in Karangsari Bandung) 

under the guidance ofGitasiswhara,SE.,Par.,MM andAndreas Suwandi, 

S.Pd.,Gr.,M.Pd. 

 

This research aims to analyze the influence of hedonic motivation consisting of 

adventure, social, gratification and ideato purchase intention on Saka Bistro & 

Bar. The research method used is the explanatory survey with a cross sectional 

method approach with a sample amount of 150 consisting of consumers Saka 

Bistro & Bar.The data analysis technique used is a path analysis technique. The 

results showed that simultaneously the hedonic motivation significantly affects the 

purchase intention.Partially, the third dimension of adventure, social and 

gratification has a significant effect on the purchase intention, but there is no 

significant influence on one dimension is the idea of purchase intention.The 

results showed an influence between hedonic motivation and purchase intention. 

 

Keywords:Hedonic Motivation, Purchase Intention, andSaka Bistro & Bar
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