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PENGARUH HEDONIC SHOPPING VALUE DAN INFLUENCER 

TERHADAP IMPULS BUYING PADA TIKTOK LIVE SHOPPING 

(CASE STUDY: GEN Z DI JAKARTA) 

 

Sekar Hapsari 

         ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh hedonic shopping 

value dan influencer terhadap impuls buying dalam konteks tiktok live 

shopping di kalangan gen Z di Jakarta. Data primer dikumpulkan melalui 

penyebaran kuesioner online dengan 105 responden dari kalangan gen Z di 

Jakarta. Kuesioner ini dirancang untuk mengukur hedonic shopping value 

pengaruh influencer serta tingkat kecenderungan impuls buying pada 

tiktok live shopping. Hasil penelitian menunjukkan bahwa hedonic 

shopping value pengaruh positif dan signifikan terhadap impuls buying. 

Sebaliknya, Influencer tidak menunjukkan pengaruh yang signifikan 

terhadap impuls buying. Namun, secara simultan variabel hedonic 

shopping value dan influencer menunjukkan pengaruh positif dan 

signifikan terhadap impuls buying. 

 

Kata Kunci : Hedonic Shopping Value, Influencer, Impuls Buying, Tiktok 

Live Shopping, Gen Z.  
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THE EFFECT OF HEDONIC SHOPPING VALUE AND 

INFLUENCER ON IMPULS BUYING ON TIKTOK LIVE SHOPPING 

(CASE STUDY: GEN Z IN JAKARTA) 

 

Sekar Hapsari 

 

ABSTRACT 

 

This study aims to analyze the influence of hedonic shopping value and 

influencers on impulse buying in the context of tiktok live shopping among 

Gen Z in Jakarta. Primary data were collected through the distribution of 

online questionnaires with 105 respondents from Gen Z in Jakarta. This 

questionnaire was designed to measure the hedonic shopping value of the 

influence of influencers and the level of impulse buying tendencies in tiktok 

live shopping. The results showed that hedonic shopping value had a 

positive and significant influence on impuls buying. Conversenly, 

influencer did not show a significant influence on impuls buying. However, 

simultaneously the hedonic shopping value and influencer variables 

showed a positive and significant influence on impuls buying.  

 

Keywords: Hedonic Shopping Value, Influencer, Impuls Buying, Tiktok 

Live Shopping, Gen Z.  
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