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PENGARUH GENDER, USIA, ONLINE BRAND COMMUNITY 

PADA MOTIVASI BELANJA ONLINE HEDONIC 

Ryska Andryani
1 

 

ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh gender, usia, online 

brand community pada motivasi belanja online hedonic. Kuesioner yang 

digunakan dalam penelitian ini disebarkan kepada 200 responden di Jakarta, 

terdiri dari 100 pria dan 100 wanita yang pernah melakukan belanja online 

dan dibagi menjadi empat kelompok usia, yaitu berusia 18-25 tahun, 26-33 

tahun, 34-41 tahun, 42-49 tahun, tergabung dalam smartphone online brand 

community, bekerja di provinsi DKI Jakarta dan memiliki penghasilan diatas 

UMR. Hasil penelitian ini menunjukan bahwa gender tidak berhubungan 

dengan motivasi belanja online hedonic, namun wanita memiliki motivasi 

belanja online hedonic lebih tinggi dibandingkan dengan pria. Hasil penelitian 

ini juga menunjukan bahwa usia tidak berpengaruh pada motivasi belanja 

online hedonic sementara perceived relationship benefits memediasi 

hubungan online brand community dan motivasi belanja online hedonic. 

Kata kunci: gender, usia, online brand community, perceived relationship 

benefits, motivasi belanja online hedonic 
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THE EFFECT OF GENDER, AGE, ONLINE BRAND COMMUNITY 

IN ONLINE SHOPPING HEDONIC MOTIVATION 

Ryska Andryani
1 

 

ABSTRACT 

This study aims to determine the effect of gender, age, online brand 

community in online shopping hedonic motivation. The questionnaire used in 

this study distributed to 200 respondents in Jakarta, consisted of 100 men and 

100 women who did online shopping before and were divided into four age 

groups, 18-25 years old, 26-33 years, 34-41 years, 42 -49 years old, all 

respondents were joined smartphone online brand community and working in 

Jakarta. Their income is above the minimum wage. The results of this study 

showed that gender has no relation to hedonic online shopping motivation, 

but women’s hedonic online shopping motivation is higher than men. The 

results also showed that age has no effect on hedonic online shopping 

motivation, while perceived relationship benefits mediate the relationship of 

online brand community and online shopping hedonic motivation. 

Key words: gender, age, online brand community, perceived relationship 

benefits, hedonic online shopping motivation 
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