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ABSTRAK

Pengaruh Hedonic Shopping Value Dan Live Streaming Shopping
Terhadap Impulse Buying Pada Pelanggan Tiktok Shop @Tips Hijab Cantik.
Leny Febriyanti : 3119013, Program Studi Administrasi Bisnis Fakultas Bisnis
dan Bahasa Universitas Pesantren Tinggi Darul ‘Ulum.

Dengan kemudahan belanja online di Indonesia yang terus berkembang,
mendorong perusahaan untuk memahami perilaku konsumen, yaitu impulse
buying. Hedonic shopping value memainkan peran penting dalam pembelian
impulsif. Akibatnya, konsumen sering mengalami pembelian impulsif yang
didorong oleh keinginan hedonis. Tiktok shop semakin marak digandrungi oleh
konsumen online di Indonesia. Dengan fitur social commerce Tiktok, creator
dapat mempromosikan serta menjual dengan menggunakan strategi untuk
mendorong pembelian impulsif produk melalui fitur aplikasi ini seperti Live
Streaming Shopping.

Penelitian ini bertujuan unuk mengetahui dan menganalisis seberapa besar
pengaruh hedonic shopping value dan live streaming shopping terhadap impulse
buying pada pelanggan Tiktok shop @ Tips Hijab Cantik. Metode yang digunakan
dalam penelitian adalah kuantitatif. Populasi yang digunakan dalam penelitian ini
adalah pelanggan Tiktok shop @Tips Hijab Cantik yang juga digunakan sebagai
sampel sebanyak 100 responden.

Penelitian ini melakukan pengujian hipotesis dengan menggunakan
metode analisis Regresi Linier Berganda. Hasil penelitian pada variabel hedonic
shopping value (3,785 < 0,198) Tolak Hol, variabel live streaming shopping
(4,571 <0,198) Tolak Ho2.

Kata Kunci: Perilaku Konsumen, Impulse Buying, Hedonic Shopping Value,
Live Streaming Shopping.



ABSTRACT

The Influence of Hedonic Shopping Value of Hedonic Shopping
Valueand Live Streaming Shopping on Impulse Buying in Tiktok Shop @Tips
Hijab Cantik Customers. Leny Febriyanti : 3119013, Business Administration
Study Program, Faculty of Business and Languages, Darul ‘Ulum Islamic
Boarding School University.

With the ease of online shopping in Indonesia that continues to grow, it
encourages companies to understand consumer behavior, namely impulse buying.
Hedonic shopping value plays an important role in impulse buying. As a result,
consumers often experience impulse purchases driven by hedonic desires. Tiktok
shop is increasingly loved by online consumers in Indonesia. With Tiktok's social
commerce feature, creators can promote and sell by using strategies to encourage
impulse purchases of products through this application feature such as Live
Streaming Shopping.

This study aims to find out and analyze how much influence hedonic
shopping value and live streaming shopping have on impulse buying in Tiktok
shop customers @ Tips for Beautiful Hijab. The method used in research is
guantitative. The population used in this study was customers of Tiktok shop
@Tips Hijab Cantik which was also used as a sample of 100 respondents.

This study conducted hypothesis testing using the Multiple Linear
Regression analysis method. The results of the study on the hedonic shopping
value variable (3.785 < 0.198) Reject Hol, the live streaming shopping variable
(4.571 < 0.198) Reject Ho2.

Keywords: Consumer Behavior, Impulse Buying, Hedonic Shopping Value,
Live Streaming Shopping.
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