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ABSTRAK 

Peìneìlitian ini beìrtujuan untuk meìngeìtahui peìngaruh moìtivasi beìlanja 

heìdoìnis dan proìmoìsi peìnjualan seìcara parsial dan simultan teìrhadap peìmbeìlian 

impulsif koìnsumeìn markeìtplaceì Shoìpeìeì pada geìneìrasi Z di koìta Singaraja. Jeìnis 

peìneìlitian ini adalah peìneìlitian kausal deìngan peìndeìkatan kuantitatif. Poìpulasi yang 

digunakan adalah koìnsumeìn markeìtplaceì Shoìpeìeì geìneìrasi Z di koìta Singaraja. 

Peìnarikan sampeìl yang digunakan adalah teìknik accideìntal sampling, maka sampeìl 

yang digunakan seìbanyak 130 reìspoìndeìn. Meìtoìdeì peìngumpulan data meìnggunakan 

meìtoìdeì oìbseìrvasi dan kueìsioìneìr (angkeìt). Peìngoìlahan data meìnggunakan bantuan 

proìgram Statisticial Packageì foìr Theì Soìsial Scieìnceì (SPSS) veìrsi 27. Teìknik 

analisis data yang digunakan analisis reìgreìsi linieìr beìrganda deìngan uji hipoìteìsis 

seìcara parsial (uji t) dan simultan (uji F). Hasil peìneìlitian ini meìnunjukan bahwa 

(1) moìtivasi beìlanja heìdoìnis beìrpeìngaruh poìsitif dan signifikan seìcara parsial 

teìrhadap peìmbeìlian impulsif koìnsumeìn markeìtplaceì Shoìpeìeì pada geìneìrasi Z di 

koìta Singaraja, (2) proìmoìsi peìnjualan beìrpeìngaruh poìsitif dan signifikan seìcara 

parsial teìrhadap peìmbeìlian impulsif koìnsumeìn markeìtplaceì Shoìpeìeì pada geìneìrasi 

Z di koìta Singaraja, dan (3) moìtivasi beìlanja heìdoìnis dan proìmoìsi peìnjualan 

beìrpeìngaruh poìsitif dan signifikan seìcara simultan teìrhadap peìmbeìlian impulsif 

koìnsumeìn markeìtplaceì Shoìpeìeì pada geìneìrasi Z di koìta Singaraja. 

Kata kunci: moìtivasi beìlanja heìdoìnis, proìmoìsi peìnjualan, peìmbeìlian impulsif. 
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ABSTRACT 

This research aims to determine the influence of hedonic shopping motivation and 

sales promotions, both partially and simultaneously, on the impulsive purchases of 

Shopee marketplace consumers of Generation Z in Singaraja city. This type of 

research is causal with a quantitative approach. The population used is Shopee 

marketplace consumers of Generation Z in Singaraja city. The sampling technique 

used is accidental sampling, resulting in a sample of 130 respondents. Data 

collection methods include observation and questionnaires (surveys). Data 

processing is assisted by the Statistical Package for The Social Sciences (SPSS) 

version 27 program. The data analysis technique used is multiple linear regression 

analysis with partial hypothesis testing (t-test) and simultaneous hypothesis testing 

(F-test). The results of this study indicate that (1) hedonic shopping motivation has 

a positive and significant partial effect on impulsive purchases of Shopee 

marketplace consumers of Generation Z in Singaraja city, (2) sales promotions 

have a positive and significant partial effect on impulsive purchases of Shopee 

marketplace consumers of Generation Z in Singaraja city, and (3) hedonic 

shopping motivation and sales promotions have a positive and significant 

simultaneous effect on impulsive purchases of Shopee marketplace consumers of 

Generation Z in Singaraja city. 
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