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PENGARUH HEDONIC SHOPPING MOTIVATION 

TERHADAP IMPULSE BUYING MELALUI POSITIVE 

EMOTION KONSUMEN CITY OF TOMORROW DI 

SURABAYA 
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Bapak / Ibu / Sdr / Sdri 
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penyusunan skripsi sebagai syarat penyelesaian studi S1 di 

Universitas PGRI Adi Buana Surabaya. 

 

Saya bermaksud mengumpulkan data melalui penyebaran 

kuesioner terkait topik penelitian yang berjudul “Pengaruh 

Hedonic Shopping Motivation Terhadap Impulse Buying 

Melalui Positive Emotion Konsumen City Of Tomorrow di 

Surabaya”. Sehubungan dengan hal tersebut, saya mohon 

kesediaannya dan partispasi Bapak/Ibu/Saudara/Saudari 

agar berkenan menjawab kuesioner ini dengan lengkap, jujur, 

dan tanpa pengaruh dari pihak manapun.  

 

Kuesioner ini semata-mata digunakan untuk kepentingan 

ilmiah. Pendapat Bapak/Ibu/Saudara/Saudari dalam 



 
 

 
 

menjawab kuesioner ini memberikan kontribusi berharga bagi 

saya. Atas kerjasama dan partisipasinya, saya ucapkan terima 

kasih. 

  

             Hormat saya, 

  

     

  

Amaliya Rahmawati 

       NIM 151500206  



 
 

 
 

Lampiran 3 

 

PENGARUH HEDONIC SHOPPING MOTIVATION 

TERHADAP IMPULSE BUYING MELALUI POSITIVE 

EMOTION KONSUMEN CITY OF TOMORROW DI 

SURABAYA 

 

 

Berilah tanda silang ( X ) pada kolom jawaban yang menurut 

anda paling sesuai. 

1. Jenis Kelamin : 

a. Pria 

b. Wanita 

2. Status : 

a. Menikah  

b. Belum Menikah 

3. Usia : 

a. 17 – 25 tahun   d.    46 – 55 tahun 

b. 26 – 35 tahun   e.    56 – 65 tahun 

c. 36 – 45 tahun 

4. Pekerjaan : 

a. Pelajar atau mahasiswa  d. Ibu rumah tangga 

b. Wiraswasta   e. Lainnya  

c. Pegawai negeri 

5. Jumlah penghasilan dalam per bulan : 

a. Kurang dari Rp. 1.000.000 

b. Rp. 1000.000 – Rp. 3000.000  

c. Rp. 3000.000 – Rp. 5000.000 

d. Lebih dari Rp. 5000.000 

 

 



 
 

 
 

 

Lampiran 3 

 

Petunjuk 

 

Beri tanda (  ) pada salah satu kotak yang sesuai dengan pilihan 

anda, sebagai berikut : 

SS  : Sangat Setuju (Skor 5) TS    : Tidak Setuju (Skor 2) 

S    : Setuju (Skor 4) STS  : Sangat Tidak Setuju (Skor 1) 

KS : Kurang Setuju (Skor 3) 

      

Variabel X1 ,Y1 , Y2 

No Pertanyaan 
SS  

( 5 ) 

S  

( 4 ) 

KS 

( 3 ) 

TS  

( 2 ) 

STS  

( 1 ) 

Hedonic Shopping Motivation 

Advanture Shopping 

1 
Berbelanja memberikan 

saya kesenangan.   
 

  

2 

Berbelanja merupakan 

suatu pengalaman yang  

membangkitkan gairah. 
  

 
  

Social Shopping 

3 

Saya menghabiskan 

waktu bersama teman di 

City Of Tomorrow. 
  

 
  

4 

Saya merasa senang 

berbelanja dengan 

keluarga. 
  

 
  



 
 

 
 

Gratification Shopping 

5 

Berbelanja untuk 

melupakan problem yang 

sedang dihadapi. 
  

 
  

6 

Berbelanja merupakan 

salah satu langkah untuk 

menghilangkan stress. 
  

 
  

Idea Shopping 

7 
Saya berbelanja tidak 

mengikuti trend.   
 

  

8 

Saya berbelanja untuk 

mengikuti trend model-

model yang terbaru. 
  

 
  

Role Shopping 

9 
Saya berbelanja untuk 

diri sendiri.   
 

  

10 

Saya berbelanja untuk 

menyenangkan orang 

lain. 
  

 
  

Value Shopping 

11 

Saya berbelanja untuk 

mencari produk yang 

mahal dan kualitas yang 

bagus. 

  
 

  

12 

Saya berbelanja untuk 

mencari produk harga 

yang murah dan mencari 

diskon. 

  
 

  



 
 

 
 

Positive Emotion 

Pleasure 

1 

Saya berbelanja dengan 

santai di City Of 

Tomorrow. 
  

 
  

2 

Saya merasakan 

kepuasan tersendiri 

berbelanja di lingkungan 

City Of Tomorrow. 

  
 

  

Arousal 

3 

Saya  merasakan antusias 

berbelanja di lingkungan 

di City Of Tomorrow. 
  

 
  

4 

Lingkungan di City Of 

Tomorrow membuat 

saya bersemangat 

berbelanja. 

  
 

  

Dominance 

5 

Saya seperti 

dikendalikan oleh 

lingkungan berbelanja. 
  

 
  

6 

Saya merasa terinspirasi 

dengan lingkungan City 

Of Tomorrow. 
  

 
  

Impulse Buying 

Spontan 

1 Jika tidak ada diskon 
  

 
  



 
 

 
 

atau hal yang menarik, 

saya tidak akan 

berbelanja.  

2 

Jika ada penawaran yang 

menarik, saya cenderung 

akan berbelanja banyak. 
  

 
  

Kehilangan Kendali 

3 

Saat berbelanja saya 

sangat semangat sampai 

menghabiskan uang di 

dompet. 

  
 

  

4 

Saat berbelanja saya 

sangat antusias sampai 

kehilangan kendali. 
  

 
  

Konsekuensi Jangka Panjang 

5 

Saya cenderung 

berbelanja untuk 

memuaskan kebutuhan. 
  

 
  

6 

Saya sulit 

mengendalikan emosi 

saat berbelanja tanpa 

berpikir panjang. 

  
 

  

Akan Mengurangi Evaluasi 

7 

Saya berbelanja dengan 

merencanakan apa yang 

dibeli saat adanya 

diskon. 

     

8 Terkadang saya      



 
 

 
 

berbelanja tanpa 

direncanakan saat 

melihat adanya diskon. 

Konsekuensi yang akan datang 

9 

Saya cenderung 

berbelanja produk sesuai 

dengan kebutuhan. 

     

10 

Saya terkadang 

berbelanja meskipun 

tidak begitu 

membutuhkannya. 

     

 

- Terima Kasih atas Kesediaan dan Partisipasinya - 

 

 



 
 

Lampiran 4 

No Resp 
Hedonic Shopping Motivation X1 

Total 
X1.1_1 X1.1_2 X1.2_1 X1.2_2 X1.3_1 X1.3_2 X1.4_1 X1.4_2 X1.5_1 X1.5_2 X1.6_1 X1.6_2 

Resp_1 4 4 4 5 4 4 4 4 4 5 4 4 50 

Resp_2 4 4 4 4 4 4 4 3 4 3 3 4 45 

Resp_3 5 5 5 5 5 5 5 5 5 5 5 5 60 

Resp_4 3 4 3 4 3 4 3 3 4 3 3 3 40 

Resp_5 4 5 5 5 4 5 5 4 5 5 4 5 56 

Resp_6 3 4 3 4 3 4 3 3 4 3 3 3 40 

Resp_7 5 5 4 5 5 5 4 5 5 5 5 5 58 

Resp_8 5 5 5 5 5 5 5 5 5 5 5 5 60 

Resp_9 3 3 3 4 3 3 3 2 3 3 3 3 36 

Resp_10 3 4 4 4 4 4 4 3 4 4 4 4 46 

Resp_11 5 5 5 5 5 5 5 5 5 5 5 5 60 

Resp_12 3 4 4 5 3 4 3 5 5 5 3 4 48 

Resp_13 4 5 5 4 4 5 4 3 3 4 4 5 50 

Resp_14 5 5 5 5 5 5 5 5 3 5 5 5 58 

Resp_15 4 4 4 3 4 4 4 3 3 3 4 4 44 

Resp_16 5 5 5 3 5 5 5 3 3 3 5 5 52 

Resp_17 4 5 5 5 4 5 4 5 5 5 5 5 57 

Resp_18 3 2 2 3 3 2 3 3 2 3 3 2 31 

Resp_19 4 4 4 4 4 4 4 3 3 4 4 4 46 

Resp_20 3 2 2 3 3 2 3 3 3 3 3 2 32 

Resp_21 4 5 4 5 5 5 4 5 5 5 5 5 57 

Resp_22 4 5 5 5 5 4 5 5 5 4 4 5 56 

Resp_23 5 4 4 4 3 3 4 4 3 5 5 3 47 

Resp_24 5 5 5 5 4 5 5 5 4 5 5 5 58 

Resp_25 4 5 4 5 3 5 4 5 3 5 5 3 51 



 
 

Resp_26 5 4 4 4 4 4 4 4 4 4 4 5 50 

Resp_27 5 5 5 5 5 5 5 5 5 5 5 5 60 

Resp_28 5 3 3 3 5 3 3 3 5 3 3 3 42 

Resp_29 3 4 5 4 4 4 5 4 4 4 4 4 49 

Resp_30 4 3 3 3 3 3 3 3 3 3 3 3 37 

Resp_31 5 5 5 5 5 5 5 5 4 4 5 5 58 

Resp_32 3 5 5 5 3 5 3 5 4 4 5 5 52 

Resp_33 4 4 4 4 5 4 5 4 5 4 3 4 50 

Resp_34 5 5 5 5 5 5 5 5 5 5 5 5 60 

Resp_35 3 5 5 5 5 5 5 5 4 4 5 5 56 

Resp_36 5 3 4 3 3 3 3 3 4 4 3 3 41 

Resp_37 5 5 5 5 5 5 5 5 5 3 5 5 58 

Resp_38 4 5 5 5 4 5 4 5 3 3 5 5 53 

Resp_39 3 3 3 3 3 3 3 3 5 5 3 3 40 

Resp_40 4 4 4 4 5 4 5 4 4 3 5 4 50 

Resp_41 4 5 5 4 4 4 4 4 5 5 3 4 51 

Resp_42 4 5 5 4 3 5 3 3 5 5 4 4 50 

Resp_43 3 3 3 5 5 3 5 5 3 3 4 5 47 

Resp_44 4 4 5 3 3 5 3 3 4 5 4 3 46 

Resp_45 5 4 4 4 5 5 4 4 5 4 5 4 53 

Resp_46 4 3 3 5 3 3 3 4 4 4 4 5 45 

Resp_47 4 5 5 5 5 5 4 5 5 5 4 5 57 

Resp_48 3 4 4 3 5 5 3 3 5 4 4 3 46 

Resp_49 4 4 4 5 3 3 4 5 3 3 5 5 48 

Resp_50 3 5 5 4 4 5 3 3 4 4 4 4 48 

Resp_51 4 4 4 4 2 4 4 4 4 4 4 4 46 

Resp_52 4 3 3 3 3 3 3 3 3 2 3 2 35 

Resp_53 5 5 5 4 3 5 5 5 5 3 5 3 53 

Resp_54 3 5 5 5 3 3 5 4 5 5 3 5 51 

Resp_55 5 5 5 4 4 4 5 3 5 5 4 3 52 



 

Resp_56 3 3 3 5 3 3 2 4 2 2 3 2 35 

Resp_57 4 4 4 4 4 4 4 5 4 4 4 4 49 

Resp_58 5 3 3 3 3 3 3 3 3 3 3 3 38 

Resp_59 3 4 4 4 4 4 5 4 5 5 4 5 51 

Resp_60 4 3 3 3 4 3 3 3 2 3 3 3 37 

Resp_61 4 4 5 4 3 4 3 4 3 3 4 4 45 

Resp_62 5 4 5 4 5 3 4 3 4 4 4 4 49 

Resp_63 3 3 3 5 5 4 3 4 5 5 3 5 48 

Resp_64 5 5 5 5 4 5 5 5 4 5 5 5 58 

Resp_65 3 3 5 3 4 3 3 5 4 3 4 3 43 

Resp_66 5 5 3 5 5 5 5 5 5 5 5 5 58 

Resp_67 3 5 5 5 4 4 4 5 5 4 4 4 52 

Resp_68 4 3 5 4 5 3 3 4 3 3 3 3 43 

Resp_69 3 4 3 5 5 4 3 5 4 4 4 4 48 

Resp_70 4 3 5 4 2 3 4 5 4 3 3 3 43 

Resp_71 4 4 3 4 4 4 5 4 4 4 4 4 48 

Resp_72 3 4 4 4 3 5 5 4 5 4 3 5 49 

Resp_73 5 3 3 3 4 5 3 3 3 3 4 3 42 

Resp_74 5 5 3 5 5 3 5 5 4 5 5 4 54 

Resp_75 3 4 4 4 3 5 5 3 3 3 4 3 44 

Resp_76 5 5 5 5 5 3 3 5 4 5 5 4 54 

Resp_77 4 4 5 5 4 5 5 5 5 4 3 5 54 

Resp_78 3 3 4 3 3 5 5 5 3 3 3 4 44 

Resp_79 4 4 3 3 3 3 3 4 4 3 4 3 41 

Resp_80 3 3 5 4 4 4 5 5 3 3 3 3 45 

Resp_81 3 4 4 4 3 4 4 4 3 4 4 4 45 

Resp_82 4 3 4 4 4 3 5 3 4 3 3 5 45 

Resp_83 5 3 4 3 4 5 3 5 5 5 3 5 50 

Resp_84 5 5 5 3 5 5 5 5 4 4 5 5 56 

Resp_85 4 5 5 3 5 4 5 3 5 3 5 4 51 



 
 

Resp_86 3 3 5 4 4 3 3 5 4 4 3 3 44 

Resp_87 5 5 3 4 5 5 5 3 5 5 5 5 55 

Resp_88 4 5 3 3 5 4 5 4 4 4 5 4 50 

Resp_89 4 3 4 4 3 4 3 3 4 3 3 4 42 

Resp_90 5 5 3 4 5 5 5 4 3 4 5 5 53 

Resp_91 3 3 3 3 3 3 3 4 3 3 3 3 37 

Resp_92 4 4 4 4 4 4 4 3 5 4 4 4 48 

Resp_93 3 4 5 3 3 3 5 3 4 3 3 5 44 

Resp_94 5 5 5 5 5 5 5 5 5 5 5 5 60 

Resp_95 3 3 3 3 2 2 3 3 2 2 2 3 31 

Resp_96 5 5 5 5 5 5 5 5 5 5 5 5 60 

Resp_97 5 5 5 5 5 5 5 5 5 5 5 5 60 

Resp_98 3 3 3 2 3 3 3 3 3 3 3 3 35 

Resp_99 4 4 3 4 3 3 4 4 4 3 3 4 43 

Resp_100 3 3 3 3 3 3 3 3 3 3 3 3 36 

Resp_101 4 5 4 5 4 4 5 4 5 4 4 5 53 

Resp_102 3 3 3 3 3 3 4 3 3 3 3 4 38 

Resp_103 5 5 5 5 5 5 5 5 5 5 5 5 60 

Resp_104 4 4 4 4 3 5 5 2 2 4 2 5 44 

Resp_105 2 3 3 3 4 5 5 2 3 3 2 2 37 

Resp_106 4 4 4 4 3 5 5 4 4 4 2 4 47 

Resp_107 5 5 5 5 4 5 5 5 5 5 4 5 58 

Resp_108 3 4 3 3 3 2 2 2 3 2 2 2 31 

Resp_109 5 3 5 5 4 4 5 5 5 5 4 5 55 

Resp_110 3 4 3 3 3 3 3 2 3 2 2 2 33 

Resp_111 2 3 2 2 3 5 5 2 2 2 2 2 32 

Resp_112 4 4 4 4 5 5 5 4 4 4 5 5 53 

 



 

No Resp 
Positive Emotion Y1 

Total 
Y1.1_1 Y1.1_2 Y1.2_1 Y1.2_2 Y1.3_1 Y1.3_2 

Resp_1 4 4 5 5 5 5 28 

Resp_2 3 3 5 5 3 3 22 

Resp_3 5 5 4 3 5 5 27 

Resp_4 3 3 5 5 3 3 22 

Resp_5 4 4 5 4 5 4 26 

Resp_6 3 4 4 3 3 3 20 

Resp_7 4 5 5 5 5 5 29 

Resp_8 3 3 5 4 3 4 22 

Resp_9 4 5 3 3 4 5 24 

Resp_10 3 3 4 4 3 4 21 

Resp_11 5 5 5 5 5 5 30 

Resp_12 5 5 5 5 5 5 30 

Resp_13 4 3 3 3 3 2 18 

Resp_14 5 3 4 4 3 4 23 

Resp_15 3 3 3 3 3 3 18 

Resp_16 5 2 4 4 2 4 21 

Resp_17 5 5 5 5 5 5 30 

Resp_18 3 3 3 3 3 2 17 

Resp_19 4 3 3 4 3 3 20 

Resp_20 3 3 3 3 3 2 17 

Resp_21 5 5 5 5 5 5 30 

Resp_22 5 5 3 3 5 5 26 

Resp_23 3 3 5 5 5 3 24 

Resp_24 5 5 3 3 5 5 26 

Resp_25 5 3 5 4 5 3 25 

Resp_26 4 5 3 3 4 5 24 

Resp_27 5 5 5 5 5 5 30 

Resp_28 3 3 3 4 3 3 19 



 
 

Resp_29 4 4 4 5 4 4 25 

Resp_30 3 3 3 3 3 3 18 

Resp_31 4 5 5 5 5 5 29 

Resp_32 5 5 5 5 5 5 30 

Resp_33 5 4 4 4 4 4 25 

Resp_34 5 5 5 5 5 5 30 

Resp_35 4 5 5 5 5 5 29 

Resp_36 5 3 3 3 3 4 21 

Resp_37 4 5 5 5 5 5 29 

Resp_38 3 5 5 3 5 5 26 

Resp_39 5 3 3 3 3 3 20 

Resp_40 5 5 4 3 4 4 25 

Resp_41 4 3 4 5 5 5 26 

Resp_42 5 4 4 3 3 5 24 

Resp_43 5 4 5 5 5 4 28 

Resp_44 2 4 3 3 3 4 19 

Resp_45 4 5 4 5 5 4 27 

Resp_46 2 4 5 3 3 3 20 

Resp_47 4 4 5 5 5 5 28 

Resp_48 3 4 5 5 5 4 26 

Resp_49 5 5 5 3 3 4 25 

Resp_50 5 4 4 4 4 5 26 

Resp_51 5 4 5 3 4 4 25 

Resp_52 4 3 5 3 3 3 21 

Resp_53 4 4 4 4 4 5 25 

Resp_54 4 4 4 4 4 3 23 

Resp_55 4 4 3 4 4 4 23 

Resp_56 2 2 4 2 2 4 16 

Resp_57 5 5 5 5 5 5 30 

Resp_58 3 3 3 3 3 3 18 



 

Resp_59 4 4 4 4 4 5 25 

Resp_60 4 4 5 4 4 3 24 

Resp_61 2 2 3 2 4 3 16 

Resp_62 3 3 4 3 3 4 20 

Resp_63 3 4 4 4 5 5 25 

Resp_64 5 4 4 5 5 4 27 

Resp_65 5 5 4 4 3 4 25 

Resp_66 3 3 3 3 5 5 22 

Resp_67 5 3 3 5 3 4 23 

Resp_68 5 4 4 3 4 5 25 

Resp_69 3 4 4 3 3 5 22 

Resp_70 5 5 5 3 3 5 26 

Resp_71 3 3 3 5 4 5 23 

Resp_72 4 4 4 3 3 5 23 

Resp_73 3 3 3 3 4 4 20 

Resp_74 5 5 5 5 4 4 28 

Resp_75 3 3 3 5 5 5 24 

Resp_76 5 5 5 3 3 3 24 

Resp_77 5 5 5 5 3 3 26 

Resp_78 5 5 3 5 4 4 26 

Resp_79 3 3 3 3 4 4 20 

Resp_80 2 3 3 5 5 5 23 

Resp_81 2 5 4 3 3 3 20 

Resp_82 3 5 4 4 4 4 24 

Resp_83 5 3 4 3 4 4 23 

Resp_84 5 5 4 5 4 4 27 

Resp_85 5 5 5 5 5 5 30 

Resp_86 5 3 3 3 3 3 20 

Resp_87 5 5 3 5 3 3 24 

Resp_88 4 5 4 5 4 4 26 



 
 

Resp_89 4 3 4 3 4 4 22 

Resp_90 5 5 5 5 5 5 30 

Resp_91 3 3 3 3 3 3 18 

Resp_92 4 4 4 4 4 4 24 

Resp_93 3 4 5 4 4 5 25 

Resp_94 5 5 5 5 5 5 30 

Resp_95 3 3 3 3 3 3 18 

Resp_96 5 5 5 5 5 5 30 

Resp_97 5 5 5 5 5 5 30 

Resp_98 3 3 3 4 3 3 19 

Resp_99 4 4 4 3 4 4 23 

Resp_100 3 3 3 4 3 3 19 

Resp_101 4 5 5 4 5 5 28 

Resp_102 3 3 4 3 3 4 20 

Resp_103 5 5 5 5 5 5 30 

Resp_104 2 2 4 4 3 3 18 

Resp_105 5 5 3 3 5 5 26 

Resp_106 4 2 4 4 4 4 22 

Resp_107 4 2 5 5 4 4 24 

Resp_108 5 5 3 3 5 5 26 

Resp_109 5 4 5 5 5 5 29 

Resp_110 2 2 3 3 3 3 16 

Resp_111 2 2 2 2 3 3 14 

Resp_112 4 2 4 4 4 4 22 

 

 

 



 

No Resp 
Impulse Buying Y2 

Total 
Y2.1_1 Y2.1_2 Y2.2_1 Y2.2_2 Y2.3_1 Y2.3_2 Y2.4_1 Y2.4_2 Y2.5_1 Y2.5_2 

1 5 5 5 5 5 5 4 5 5 5 49 

2 5 5 5 5 5 5 5 5 5 5 50 

3 3 3 3 4 4 3 3 3 3 3 32 

4 5 5 5 5 5 5 5 5 4 5 49 

5 5 4 5 5 5 4 5 5 5 4 47 

6 3 4 4 3 4 3 4 3 4 4 36 

7 5 5 5 5 5 5 5 5 5 5 50 

8 5 4 5 5 5 4 5 5 5 4 47 

9 3 3 3 3 3 3 3 3 3 3 30 

10 5 4 4 4 4 4 4 4 4 4 41 

11 5 5 5 5 5 5 5 5 5 5 50 

12 3 4 5 5 5 5 3 5 5 5 45 

13 4 5 4 3 3 3 4 4 4 3 37 

14 5 5 3 3 4 4 5 5 3 3 40 

15 3 3 4 3 3 3 3 3 4 3 32 

16 5 3 3 3 4 4 5 5 3 4 39 

17 5 5 5 5 5 5 5 5 5 5 50 

18 3 4 3 3 3 3 3 3 3 2 30 

19 4 4 4 3 3 4 4 4 3 3 36 

20 3 5 3 3 3 3 3 3 3 2 31 

21 4 4 4 4 5 5 5 5 5 5 46 

22 3 3 3 3 3 3 4 4 4 5 35 

23 5 5 5 5 5 5 3 3 5 3 44 

24 3 3 3 3 3 3 5 5 5 5 38 

25 4 4 4 4 5 4 5 4 5 3 42 

26 3 4 3 4 3 3 4 4 4 5 37 

27 4 5 5 5 5 5 5 5 5 5 49 

28 3 3 3 3 3 4 3 4 3 3 32 



 
 

29 4 5 5 5 4 5 4 3 4 4 43 

30 3 3 3 4 3 4 3 5 3 3 34 

31 4 5 5 4 5 5 5 4 5 5 47 

32 5 5 4 5 5 3 5 4 5 5 46 

33 3 4 4 5 4 5 4 4 4 4 41 

34 5 5 5 3 5 5 5 5 5 5 48 

35 3 5 3 4 5 5 5 4 5 5 44 

36 5 3 3 3 3 3 3 4 3 4 34 

37 5 5 5 5 5 5 5 3 5 5 48 

38 3 5 4 4 5 4 5 3 5 5 43 

39 4 3 4 4 3 3 3 5 3 3 35 

40 3 4 5 4 4 5 4 3 4 4 40 

41 4 3 4 4 5 4 4 5 5 5 43 

42 3 4 4 4 3 3 5 3 5 5 39 

43 4 4 5 5 5 5 5 5 3 3 44 

44 5 4 3 3 3 3 3 3 4 5 36 

45 4 5 4 4 5 4 5 5 4 4 44 

46 5 4 4 5 3 3 3 3 3 3 36 

47 4 4 5 5 5 5 5 5 5 5 48 

48 3 4 3 3 5 5 5 5 4 4 41 

49 4 5 5 5 3 3 3 3 4 4 39 

50 3 4 3 4 4 4 4 4 5 5 40 

51 4 4 5 4 2 4 3 4 4 4 38 

52 4 3 5 3 3 4 4 2 3 3 34 

53 3 5 3 4 3 5 4 5 5 5 42 

54 5 5 5 5 3 3 5 3 3 3 40 

55 4 5 5 5 3 4 4 4 4 4 42 

56 2 3 2 3 4 5 4 2 2 2 29 

57 4 4 5 4 4 5 3 4 4 4 41 

58 3 3 5 3 3 3 4 3 3 3 33 



 

59 3 4 3 4 4 5 5 4 4 4 40 

60 4 2 2 3 4 4 4 2 2 2 29 

61 4 5 3 4 3 4 3 4 4 4 38 

62 3 3 4 4 5 4 4 3 3 3 36 

63 4 3 5 5 3 4 5 5 4 5 43 

64 5 5 5 5 5 5 5 5 5 5 50 

65 3 5 4 4 3 5 3 3 3 3 36 

66 5 3 5 5 3 3 5 5 5 5 44 

67 4 5 4 3 5 5 3 3 4 5 41 

68 3 5 3 3 5 3 4 4 3 5 38 

69 4 3 4 4 3 3 3 3 4 3 34 

70 3 5 3 3 3 3 3 4 3 5 35 

71 4 5 4 4 4 5 4 3 4 5 42 

72 3 3 4 5 3 3 3 4 3 3 34 

73 5 4 3 3 3 3 3 3 5 4 36 

74 5 5 5 5 5 5 5 5 5 5 50 

75 3 3 3 3 3 3 3 3 3 3 30 

76 5 5 4 5 5 5 5 5 5 5 49 

77 4 5 4 5 5 5 5 5 4 5 47 

78 3 3 5 5 3 3 3 5 3 3 36 

79 4 4 3 3 3 3 3 3 4 4 34 

80 3 3 3 3 3 3 3 3 3 3 30 

81 4 5 4 5 4 4 3 4 4 5 42 

82 4 5 3 5 3 4 4 3 4 5 40 

83 5 3 4 4 3 5 4 5 4 5 42 

84 5 5 4 3 5 5 4 5 5 5 46 

85 5 5 5 4 5 5 5 5 5 5 49 

86 5 3 3 3 3 5 3 5 4 5 39 

87 5 5 3 3 5 5 3 5 5 5 44 

88 4 5 4 5 5 4 4 4 5 4 44 



 
 

89 4 3 4 3 3 4 4 4 3 4 36 

90 5 5 5 5 5 5 5 5 5 5 50 

91 3 3 3 4 3 3 3 3 3 3 31 

92 4 4 4 4 4 4 4 4 4 4 40 

93 3 4 5 4 3 5 4 4 3 5 40 

94 5 5 5 5 5 5 5 5 5 5 50 

95 3 3 3 3 2 3 3 3 2 3 28 

96 5 5 5 5 5 5 5 5 5 5 50 

97 5 5 5 5 5 5 5 5 5 5 50 

98 3 3 3 4 3 3 3 3 3 3 31 

99 4 4 4 3 3 4 4 4 3 4 37 

100 3 3 3 4 3 3 3 3 3 3 31 

101 4 5 5 4 4 5 5 5 4 5 46 

102 3 3 4 3 3 4 3 3 3 4 33 

103 5 5 5 5 5 5 5 5 5 5 50 

104 2 2 4 4 3 3 2 2 5 5 32 

105 5 5 3 3 5 5 5 5 3 5 44 

106 4 2 4 4 4 4 3 2 5 5 37 

107 4 2 5 5 4 4 3 2 5 5 39 

108 5 5 3 3 5 5 5 5 3 2 41 

109 5 4 5 5 5 5 5 4 4 5 47 

110 2 2 3 3 3 3 2 2 3 2 25 

111 2 2 2 2 3 3 2 2 5 5 28 

112 4 2 4 4 4 4 3 2 5 5 37 

 



 
 

Lampiran 5 

 

Tabel frekuensi jawaban responden 

1. Variabel hedonic shopping motivation 

X1.1_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 2 1.8 1.8 1.8 

3.00 35 31.3 31.3 33.0 

4.00 40 35.7 35.7 68.8 

5.00 35 31.3 31.3 100.0 

Total 112 100.0 100.0  
 

X1.1_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 2 1.8 1.8 1.8 

3.00 30 26.8 26.8 28.6 

4.00 37 33.0 33.0 61.6 

5.00 43 38.4 38.4 100.0 

Total 112 100.0 100.0  
 

X1.2_1 

 Frequency Percent 

Valid 

Percent 

Cumulativ

e Percent 

Valid 2.00 3 2.7 2.7 2.7 

3.00 31 27.7 27.7 30.4 

4.00 32 28.6 28.6 58.9 

5.00 46 41.1 41.1 100.0 

Total 112 100.0 100.0  
 

X1.2_2 

 Frequency Percent 
Valid 

Percent 
Cumulati
ve Percent 

Valid 2.00 2 1.8 1.8 1.8 

3.00 29 25.9 25.9 27.7 

4.00 40 35.7 35.7 63.4 

5.00 41 36.6 36.6 100.0 



 
 

Total 112 100.0 100.0  
 

X1.3_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 3 2.7 2.7 2.7 

3.00 39 34.8 34.8 37.5 

4.00 33 29.5 29.5 67.0 

5.00 37 33.0 33.0 100.0 

Total 112 100.0 100.0  
 

X1.3_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 4 3.6 3.6 3.6 

3.00 30 26.8 26.8 30.4 

4.00 31 27.7 27.7 58.0 

5.00 47 42.0 42.0 100.0 

Total 112 100.0 100.0  
 

X1.4_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 2 1.8 1.8 1.8 

3.00 35 31.3 31.3 33.0 

4.00 26 23.2 23.2 56.3 

5.00 49 43.8 43.8 100.0 

Total 112 100.0 100.0  
 

X1.4_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 6 5.4 5.4 5.4 

3.00 35 31.3 31.3 36.6 

4.00 28 25.0 25.0 61.6 

5.00 43 38.4 38.4 100.0 

Total 112 100.0 100.0  
 

X1.5_1 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 



 
 

Valid 2.00 6 5.4 5.4 5.4 

3.00 30 26.8 26.8 32.1 

4.00 36 32.1 32.1 64.3 

5.00 40 35.7 35.7 100.0 

Total 112 100.0 100.0  
 

X1.5_2 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 2.00 6 5.4 5.4 5.4 

3.00 37 33.0 33.0 38.4 

4.00 33 29.5 29.5 67.9 

5.00 36 32.1 32.1 100.0 

Total 112 100.0 100.0  
 

X1.6_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 7 6.3 6.3 6.3 

3.00 35 31.3 31.3 37.5 

4.00 34 30.4 30.4 67.9 

5.00 36 32.1 32.1 100.0 

Total 112 100.0 100.0  
 

X1.6_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 8 7.1 7.1 7.1 

3.00 27 24.1 24.1 31.3 

4.00 31 27.7 27.7 58.9 

5.00 46 41.1 41.1 100.0 

Total 112 100.0 100.0  

 

 

 

 

 

 



 
 

Tabel frekuensi jawaban responden 

2. Variabel positive emotion 

 
Y1.1_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 9 8.0 8.0 8.0 

3.00 29 25.9 25.9 33.9 

4.00 29 25.9 25.9 59.8 

5.00 45 40.2 40.2 100.0 

Total 112 100.0 100.0  
 

Y1.1_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 9 8.0 8.0 8.0 

3.00 35 31.3 31.3 39.3 

4.00 27 24.1 24.1 63.4 

5.00 41 36.6 36.6 100.0 

Total 112 100.0 100.0  
 

Y1.2_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 1 .9 .9 .9 

3.00 34 30.4 30.4 31.3 

4.00 35 31.3 31.3 62.5 

5.00 42 37.5 37.5 100.0 

Total 112 100.0 100.0  
 

Y1.2_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 3 2.7 2.7 2.7 

3.00 42 37.5 37.5 40.2 

4.00 26 23.2 23.2 63.4 

5.00 41 36.6 36.6 100.0 

Total 112 100.0 100.0  
 



 
 

Y1.3_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 2 1.8 1.8 1.8 

3.00 40 35.7 35.7 37.5 

4.00 30 26.8 26.8 64.3 

5.00 40 35.7 35.7 100.0 

Total 112 100.0 100.0  
 

Y1.3_2 

 Frequency Percent 

Valid 

Percent 

Cumulativ

e Percent 

Valid 2.00 3 2.7 2.7 2.7 

3.00 28 25.0 25.0 27.7 

4.00 36 32.1 32.1 59.8 

5.00 45 40.2 40.2 100.0 

Total 112 100.0 100.0  

 
Tabel frekuensi jawaban responden 

3. Variabel impulse buying 

 
Y2.1_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 4 3.6 3.6 3.6 

3.00 36 32.1 32.1 35.7 

4.00 35 31.3 31.3 67.0 

5.00 37 33.0 33.0 100.0 

Total 112 100.0 100.0  
 
 

Y2.1_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 7 6.3 6.3 6.3 

3.00 30 26.8 26.8 33.0 

4.00 28 25.0 25.0 58.0 

5.00 47 42.0 42.0 100.0 



 
 

Total 112 100.0 100.0  
 

Y2.2_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 3 2.7 2.7 2.7 

3.00 35 31.3 31.3 33.9 

4.00 34 30.4 30.4 64.3 

5.00 40 35.7 35.7 100.0 

Total 112 100.0 100.0  
 

Y2.2_2 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 2.00 1 .9 .9 .9 

3.00 37 33.0 33.0 33.9 

4.00 35 31.3 31.3 65.2 

5.00 39 34.8 34.8 100.0 

Total 112 100.0 100.0  
 

Y2.3_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 2 1.8 1.8 1.8 

3.00 47 42.0 42.0 43.8 

4.00 20 17.9 17.9 61.6 

5.00 43 38.4 38.4 100.0 

Total 112 100.0 100.0  
 

Y2.3_2 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 3.00 36 32.1 32.1 32.1 

4.00 30 26.8 26.8 58.9 

5.00 46 41.1 41.1 100.0 

Total 112 100.0 100.0  
 

Y2.4_1 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 2.00 3 2.7 2.7 2.7 



 
 

3.00 38 33.9 33.9 36.6 

4.00 29 25.9 25.9 62.5 

5.00 42 37.5 37.5 100.0 

Total 112 100.0 100.0  
 

Y2.4_2 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 2.00 9 8.0 8.0 8.0 

3.00 32 28.6 28.6 36.6 

4.00 28 25.0 25.0 61.6 

5.00 43 38.4 38.4 100.0 

Total 112 100.0 100.0  
 

Y2.5_1 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 3 2.7 2.7 2.7 

3.00 34 30.4 30.4 33.0 

4.00 32 28.6 28.6 61.6 

5.00 43 38.4 38.4 100.0 

Total 112 100.0 100.0  
 

Y2.5_2 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 2.00 6 5.4 5.4 5.4 

3.00 27 24.1 24.1 29.5 

4.00 24 21.4 21.4 50.9 

5.00 55 49.1 49.1 100.0 

Total 112 100.0 100.0  

 
 

 
 

 



Lampiran 6 

 

Uji Validitas : Variabel Hedonic Shopping Motivation 

Correlations 

 X1.1_1 X1.1_2 X1.2_1 X1.2_2 X1.3_1 X1.3_2 X1.4_1 X1.4_2 X1.5_1 X1.5_2 X1.6_1 X1.6_2 

Hedonic 

Shopping 
Motivation 

X1.1_1 
Pearson 
Correlation 1 .459** .366** .326** .469** .334** .325** .369** .362** .459** .592** .444** .629** 

Sig. (2-
tailed) 

 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 112 112 

X1.1_2 
Pearson 
Correlation .459** 1 .597** .575** .485** .631** .517** .435** .508** .572** .701** .608** .813** 

Sig. (2-
tailed) .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 112 112 

X1.2_1 
Pearson 

Correlation .366** .597** 1 .476** .326** .479** .404** .510** .463** .458** .464** .527** .698** 

Sig. (2-

tailed) .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 112 112 

X1.2_2 
Pearson 

Correlation .326** .575** .476** 1 .396** .383** .361** .690** .459** .592** .529** .641** .738** 



Sig. (2-

tailed) .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 112 112 

X1.3_1 
Pearson 
Correlation .469** .485** .326** .396** 1 .430** .445** .400** .451** .428** .597** .514** .683** 

Sig. (2-
tailed) .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 112 112 

X1.3_2 
Pearson 
Correlation .334** .631** .479** .383** .430** 1 .537** .354** .399** .491** .507** .546** .701** 

Sig. (2-
tailed) .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 112 112 

X1.4_1 
Pearson 
Correlation .325** .517** .404** .361** .445** .537** 1 .357** .326** .356** .426** .590** .650** 

Sig. (2-
tailed) .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 112 112 

X1.4_2 
Pearson 
Correlation .369** .435** .510** .690** .400** .354** .357** 1 .439** .502** .587** .552** .716** 

Sig. (2-
tailed) .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 112 112 

X1.5_1 
Pearson 

Correlation .362** .508** .463** .459** .451** .399** .326** .439** 1 .652** .384** .514** .687** 



Sig. (2-

tailed) .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 112 112 

X1.5_2 
Pearson 
Correlation .459** .572** .458** .592** .428** .491** .356** .502** .652** 1 .523** .593** .763** 

Sig. (2-
tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 112 112 

X1.6_1 
Pearson 
Correlation .592** .701** .464** .529** .597** .507** .426** .587** .384** .523** 1 .567** .791** 

Sig. (2-
tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 112 112 

X1.6_2 
Pearson 
Correlation .444** .608** .527** .641** .514** .546** .590** .552** .514** .593** .567** 1 .820** 

Sig. (2-
tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 

N 112 112 112 112 112 112 112 112 112 112 112 112 112 

Hedonic 

Shopping 

Motivation 

Pearson 
Correlation .629** .813** .698** .738** .683** .701** .650** .716** .687** .763** .791** .820** 1 

Sig. (2-
tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  

N 112 112 112 112 112 112 112 112 112 112 112 112 112 

**. Correlation is significant at the 0.01 level (2-tailed). 

 



Uji Validitas : Variabel Positive Emotion 
Correlations 

 Y1.1_1 Y1.1_2 Y1.2_1 Y1.2_2 Y1.3_1 Y1.3_2 Positive Emotion 

Y1.1_1 Pearson Correlation 1 .542** .332** .332** .355** .387** .692** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 

Y1.1_2 Pearson Correlation .542** 1 .422** .335** .513** .521** .776** 

Sig. (2-tailed) .000  .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 

Y1.2_1 Pearson Correlation .332** .422** 1 .511** .397** .335** .677** 

Sig. (2-tailed) .000 .000  .000 .000 .000 .000 

N 112 112 112 112 112 112 112 

Y1.2_2 Pearson Correlation .332** .335** .511** 1 .524** .333** .692** 

Sig. (2-tailed) .000 .000 .000  .000 .000 .000 

N 112 112 112 112 112 112 112 

Y1.3_1 Pearson Correlation .355** .513** .397** .524** 1 .657** .784** 

Sig. (2-tailed) .000 .000 .000 .000  .000 .000 

N 112 112 112 112 112 112 112 

Y1.3_2 Pearson Correlation .387** .521** .335** .333** .657** 1 .735** 

Sig. (2-tailed) .000 .000 .000 .000 .000  .000 

N 112 112 112 112 112 112 112 

Positive Emotion Pearson Correlation .692** .776** .677** .692** .784** .735** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000  

N 112 112 112 112 112 112 112 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 



Uji Validitas : Variabel Impulse Buying 

 
Correlations 

 Y2.1_1 Y2.1_2 Y2.2_1 Y2.2_2 Y2.3_1 Y2.3_2 Y2.4_1 Y2.4_2 Y2.5_1 Y2.5_2 Impulse Buying 

Y2.1_1 Pearson Correlation 1 .469** .455** .380** .458** .409** .486** .501** .385** .344** .692** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 

Y2.1_2 Pearson Correlation .469** 1 .346** .360** .516** .496** .520** .466** .351** .341** .695** 

Sig. (2-tailed) .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 

Y2.2_1 Pearson Correlation .455** .346** 1 .683** .379** .418** .413** .326** .444** .338** .672** 

Sig. (2-tailed) .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 

Y2.2_2 Pearson Correlation .380** .360** .683** 1 .408** .360** .385** .330** .451** .329** .655** 

Sig. (2-tailed) .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 

Y2.3_1 Pearson Correlation .458** .516** .379** .408** 1 .672** .632** .458** .539** .409** .776** 

Sig. (2-tailed) .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 

Y2.3_2 Pearson Correlation .409** .496** .418** .360** .672** 1 .523** .482** .385** .421** .729** 

Sig. (2-tailed) .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 

Y2.4_1 Pearson Correlation .486** .520** .413** .385** .632** .523** 1 .604** .377** .382** .757** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 

Y2.4_2 Pearson Correlation .501** .466** .326** .330** .458** .482** .604** 1 .335** .402** .703** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 



N 112 112 112 112 112 112 112 112 112 112 112 

Y2.5_1 Pearson Correlation .385** .351** .444** .451** .539** .385** .377** .335** 1 .724** .707** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 

N 112 112 112 112 112 112 112 112 112 112 112 

Y2.5_2 Pearson Correlation .344** .341** .338** .329** .409** .421** .382** .402** .724** 1 .669** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 

N 112 112 112 112 112 112 112 112 112 112 112 

Impulse Buying Pearson Correlation .692** .695** .672** .655** .776** .729** .757** .703** .707** .669** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  

N 112 112 112 112 112 112 112 112 112 112 112 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

 

 



Lampiran 7 

 

Uji Reliabilitas : Variabel Hedonic Shopping Motivation 

 

Case Processing Summary 

 N % 

Cases Valid 112 100.0 

Excludeda 0 .0 

Total 112 100.0 

a. Listwise deletion based on all variables in 

the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.918 12 

 

Uji Reliabilitas : Variabel Positive Emotion 

 

Case Processing Summary 

 N % 

Cases Valid 112 100.0 

Excludeda 0 .0 

Total 112 100.0 

a. Listwise deletion based on all variables in 

the procedure. 

 



 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.820 6 

 

Uji Reliabilitas : Variabel Impulse Buying 

 

Case Processing Summary 

 N % 

Cases Valid 112 100.0 

Excludeda 0 .0 

Total 112 100.0 

a. Listwise deletion based on all variables in 

the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.887 10 

 

 

 

 

 



Lampiran 8 

 

Uji Normalitas, Uji Homogenitas dan Uji Linearitas 

1. Uji Normalitas 

 
One-Sample Kolmogorov-Smirnov Test 

 

Hedonic 
Shopping 

Motivation 
Positive 
Emotion 

Impulse 
Buying 

N 112 112 112 

Normal Parametersa,b Mean 48.0357 23.9286 40.0625 

Std. 
Deviation 

7.85560 4.01285 6.46443 

Most Extreme 
Differences 

Absolute .064 .079 .073 

Positive .064 .077 .065 

Negative -.063 -.079 -.073 

Test Statistic .064 .079 .073 

Asymp. Sig. (2-tailed) .200c,d .086c .197c 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

d. This is a lower bound of the true significance. 

 
2. Uji Homogenitas 

 
Test of Homogeneity of Variances 

 Levene Statistic df1 df2 Sig. 

Positive Emotion 1.199 25 85 .265 

Impulse Buying 1.259 25 85 .216 

 

 

 

 



3. Uji Linearitas 

 

ANOVA Table 

 
Sum of 
Squares df 

Mean 
Square F Sig. 

Positive Emotion 
* Hedonic 
Shoppig 
Motivation 

Between 
Groups 

(Combined) 1072.023 26 41.232 4.899 .000 

Linearity 886.545 1 886.545 105.334 .000 

Deviation 
from 
Linearity 

185.478 25 7.419 .881 .628 

Within Groups 715.406 85 8.417   

Total 1787.429 111    

Impulse Buying * 
Hedonic Shoppig 
Motivation 

Between 
Groups 

(Combined) 2923.307 26 112.435 5.572 .000 

Linearity 2521.258 1 2521.258 124.942 .000 

Deviation 
from 
Linearity 

402.048 25 16.082 .797 .735 

Within Groups 1715.256 85 20.179   

Total 4638.563 111    

Impulse Buying * 
Positive Emotion 

Between 
Groups 

(Combined) 2970.596 15 198.040 11.398 .000 

Linearity 2686.917 1 2686.917 154.646 .000 

Deviation 
from 
Linearity 

283.679 14 20.263 1.166 .314 

Within Groups 1667.967 96 17.375   

Total 4638.563 111    
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Analisis Jalur 

1. Sub Struktural 1 

 
Variables Entered/Removeda 

Model Variables Entered Variables Removed Method 

1 Hedonic Shopping 

Motivationb 

. Enter 

a. Dependent Variable: Positive Emotion 

b. All requested variables entered. 
 

Model Summaryb 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .704a .496 .491 2.86179 

a. Predictors: (Constant), Hedonic Shopping Motivation 

b. Dependent Variable: Positive Emotion 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 886.545 1 886.545 108.249 .000b 

Residual 900.884 110 8.190   

Total 1787.429 111    

a. Dependent Variable: Positive Emotion 
b. Predictors: (Constant), Hedonic Shopping Motivation 

 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 6.647 1.683  3.950 .000 



Hedonic 

Shopping 
Motivation 

.360 .035 .704 10.404 .000 

a. Dependent Variable: Positive Emotion 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



2. Sub Struktural 2 
 

Variables Entered/Removeda 

Model Variables Entered 
Variables 
Removed Method 

1 Hedonic Shopping 
Motivationb 

. Enter 

a. Dependent Variable: Impulse Buying 

b. All requested variables entered. 

 
 

 

Model Summaryb 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .737a .544 .539 4.38728 

a. Predictors: (Constant), Hedonic Shopping Motivation 

b. Dependent Variable: Impulse Buying 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 2521.258 1 2521.258 130.987 .000b 

Residual 2117.304 110 19.248   

Total 4638.563 111    

a. Dependent Variable: Impulse Buying 

b. Predictors: (Constant), Hedonic Shopping Motivation 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. B Std. Error Beta 

1 (Constant) 10.920 2.580  4.233 .000 



Hedonic 

Shopping 
Motivation 

.607 .053 .737 11.445 .000 

a. Dependent Variable: Impulse Buying 

 

 

 
 

 

 



3. Sub Struktural 3 

 
Variables Entered/Removeda 

Model Variables Entered 
Variables 
Removed Method 

1 Positive Emotionb . Enter 

a. Dependent Variable: Impulse Buying 

b. All requested variables entered. 

 

Model Summaryb 

Model R 
R 

Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

1 .761a .579 .575 4.21215 

a. Predictors: (Constant), Positive Emotion 

b. Dependent Variable: Impulse Buying 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 2686.917 1 2686.917 151.442 .000b 

Residual 1951.645 110 17.742   

Total 4638.563 111    

a. Dependent Variable: Impulse Buying 

b. Predictors: (Constant), Positive Emotion 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. B Std. Error Beta 

1 (Constant) 10.725 2.417  4.437 .000 

Positive 

Emotion 

1.226 .100 .761 12.306 .000 



a. Dependent Variable: Impulse Buying 
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MATRIK PENELITIAN 

Pengaruh Hedonic Shopping Motivation Terhadap Impulse Buying Melalui Positive Emotion Konsumen City 

Of Tomorrow Di Surabaya 

Masalah 
Variabel 

Penelitian 

Definisi 
Operasional 
Variabel dan 

Indikator 

Hipotesis 
Penelitian 

Populasi 
dan 

Sampel 

Metode 
Pengumpulan 

Data dan Analisis 
Daftar 

Pustaka 

1. Apakah 
hedonic 
shopping 
motivation 

berpengar
uh 
terhadap 
positive 
emotion 

konsumen 
City Of 
Tomorrow 
di 
Surabaya ? 

Varibel 
Bebas 
Hedonic 
Shopping 
Motivation 

(X1) 
 
Variabel 
Intervening 
Positive 
Emotion (Y1) 
 
Variabel 
Terikat 

Motivasi berbelanja 
hedonic ialah 

merupakan 
perilaku pembeli 
konsumen untuk 
menghilangkan 
stress dengan 

merasakan 
kenyamanan dalam 
suasana pusat 
perbelanjaan. 
Indikator : 
1. Adventure 

shopping 

1. Hedonic 
shopping 
motivation 
berpengar
uh 
signifikan 
dan positif 
terhadap 
positive 
emotion 

konsumen 
City Of 
Tomorrow 
di 

Populasi : 
Konsumen 
yang 
memutusk
an untuk 
berbelanja 
di City Of 
Tomorrow 
Surabaya. 
Sampel : 
Jumlah 
sampel 
yang 
terpilih 

Metode 
pengumpulan 
data : 
1. Kuesioner 
2. Dokumentasi 

 
Teknik analisis 
data : 
1. Uji instrument 

penelitian : 
- Uji validitas 
- Uji 

reliabilitas 
- Uji 

Ghozali, 
Imam. 2016. 
Aplikasi 
Analisis 
Multivariate 
dengan 
Program IBM 
SPSS 23. 
Edisi 8. 
Semarang : 
Badan 
Penerbit 
Universitas 
Diponegoro. 



 
 

2. Apakah 
hedonic 
shopping 
motivation 
berpengar
uh 
terhadap 
impulse 
buying 

konsumen 
City Of 
Tomorrow 
di 
Surabaya ? 

3. Apakah 
positive 
emotion 

berpengar
uh 
terhadap 
impulse 
buying 

konsumen 
City Of 
Tomorrow 

Impulse 
Buying (Y2) 

2. Social shopping 
3. Gratification 

shopping 
4. Idea shopping 
5. Role shopping 
6. Value shopping 

Emosi positif ialah 
perilaku pembeli 
konsumen dimana 
konsumen 
merasakan senang 
serta dapat 
menghilangkan 
stress. 
1. Pleasure 
2. Arousal 
3. dominance 

Pembelian impulsif 
merupakan 
perilaku pembeli 
konsumen dimana 
konsumen tersebut 
melakukan suatu 
pembelian tanpa 

Surabaya. 
2. Hedonic 

shopping 
motivation 

berpengar
uh 
signifikan 
dan positif 
terhadap 
impulse 
buying 

konsumen 
City Of 
Tomorrow 
di 
Surabaya. 

3. Positive 
emotion 

berpengar
uh 
signifikan 
dan positif 
terhadap 
impulse 

dalam 
penelitian 
ini 
sebanyak 
112 
responden. 

normalitas 
- Uji 

homogenita
s 

- Uji linearitas 
 

2. Metode 
analisis data : 
Analisis jalur 

Sugiyono. 
2015. Metode 
Penelitian 
Kuantitatif 
Kualitatif 
Dan R&D. 

Bandung : 
Alfabeta. 

Utami, 
Chistina 
Whidya. 
2010. 
Manajemen 
Ritel Strategi 
Dan 
Implementasi 
Operasional 
Bisnis Ritel 
Modern Di 
Indonesia. 

Jakarta : 
Salemba 
Empat. 

 



 
 

 
 

di 
Surabaya ? 

adanya 
perencanaan 
terlebih dahulu. 
1. Spontan 
2. Kehilangan 

kendali 
3. Konsekuensi 

jangka panjang 
4. Akan 

mengurangi 
evaluasi 

5. Konsekuensi 
yang akan 
datang 

buying 

konsumen 
City Of 
Tomorrow 
di 
Surabaya. 
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