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MOTTO 

 

“Long story short, I survived”  

- Taylor Swift 

 

“Maka kelak kamu akan ingat kepada apa yang kukatakan kepadamu. 

Dan aku menyerahkan urusanku kepada Allah. Sungguh, Allah Maha 

Melihat akan hamba-hamba-Nya” 

- QS. Al-Mu‟min: 44 
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PENGARUH HEDONIC SHOPPING MOTIVATION DAN PRICE 

DISCOUNT TERHADAP IMPULSE BUYING (STUDI PADA KARYAWAN 

SWASTA KONSUMEN STARBUCKS COFFEE PARAGON MALL 

SEMARANG) 

ABSTRAK 
 

Tingginya konsumsi kopi sejalan dengan pertumbuhan kedai kopi di Indonesia. 

Starbucks merupakan merek kedai kopi dari Amerika Serikat yang kedainya 

tersebar di kota besar Indonesia termasuk Semarang. Berdasarkan Top Brand 

Index, posisi Starbucks Coffee berada di urutan pertama namun persentase masih 

fluktuasi. Parameter Top Brand Index salah satunya market share yang berkaitan 

dengan pembelian konsumen. Jenis pembelian yang berdampak baik untuk 

perusahaan adalah impulse buying. Dilihat dari pra penelitian terjadi permasalahan 

faktor impulse buying hedonic shopping motivation yakni ramainya Starbucks 

Coffee Paragon Mall Semarang sehingga beberapa konsumen merasa kurang 

senang, mengenai price discount varian menu yang mendapatkan diskon terbatas. 

Penelitian ini bertujuan untuk membuktikan pengaruh hedonic shopping 

motivation dan price discount terhadap impulse buying. Tipe penelitiannya adalah 

explanatory research, sampel yang diambil menggunakan non probability 

sampling dengan pendekatan purposive sampling dan accidental sampling. Data 

dikumpulkan dari pengisian kuesioner kepada 97 responden, setelah valid dan 

reliabel kemudian dianalisis menggunakan koefisien korelasi, koefisien 

determinasi, uji t dan F, serta regresi linear dengan software SPSS for windows 

versi 26. 

Hasil penelitian bahwa hedonic shopping motivation dan price discount 

berpengaruh positif dan signifikan terhadap impulse buying baik parsial maupun 

simultan di Starbucks Coffee Paragon Mall Semarang. Variabel dominan yang 

berpengaruh dilihat dari regresi linear berganda adalah hedonic shopping 

motivation. Terdapat item yang dibawah rata-rata dari hedonic shopping 

motivation yakni adventure shopping dan idea shopping sehingga disarankan 

Starbucks menyediakan menu yang lebih menarik dan lebih trendy, selain itu dari 

variabel price discount yang masih di bawah rata-rata yaitu frekuensi diskon 

sehingga disarankan pemberian diskon lebih sering dengan menu yang 

mendapatkan potongan harga lebih beragam. 

 

Kata kunci : Hedonic Shopping Motivation, Impulse Buying, Price Discount  
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THE INFLUENCE OF HEDONIC SHOPPING MOTIVATION AND PRICE 

DISCOUNT ON IMPULSE BUYING (STUDIES ON PRIVATE EMPLOYEES 

OF STARBUCKS COFFEE PARAGON MALL SEMARANG CONSUMERS) 

ABSTRACT 

 
The high consumption of coffee is in line with the growth of coffee shops in 

Indonesia. Starbucks is a coffee shop brand from the United States whose stores 

are spread across major cities in Indonesia, including Semarang. Based on the 

Top Brand Index, Starbucks Coffee is in first place but the percentage is still 

fluctuating. One of the Top Brand Index parameters is the market share related to 

consumer purchases. The type of purchase that has a good impact on the company 

is impulse buying. Based from the pre-research, there is a problem with the 

hedonic shopping motivation as impulse buying factor, namely the busyness of 

Starbucks Coffee Paragon Mall Semarang so that some consumers feel unhappy, 

regarding the price discount for menu variants that get limited discounts. This 

study aims to prove the effect of hedonic shopping motivation and price discounts 

on impulse buying. The type of research is explanatory research, samples taken 

using non-probability sampling with purposive sampling and accidental sampling 

approaches. Data was collected from filling out questionnaires to 97 respondents, 

after valid and reliable then analyzed using correlation coefficients, coefficients 

of determination, t and F tests, and linear regression with SPSS software for 

windows version 26. The results of the study show that hedonic shopping 

motivation and price discounts have a positive and significant effect on impulse 

buying, both partially and simultaneously at Starbucks Coffee Paragon Mall 

Semarang. The dominant variable that has an effect on from multiple linear 

regression is hedonic shopping motivation. There are items that are below the 

average for hedonic shopping motivation, namely adventure shopping and idea 

shopping, so it is suggested that Starbucks provide more attractive and more 

trendy menus, apart from that the price discount variable is still below the 

average, namely the frequency of discounts, so it is suggested to give more 

discounts. often with a more diverse discounted menu. 

 

Keywords : Hedonic Shopping Motivation, Impulse Buying, Price Discount,  
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