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Abstrak 

Penelitian ini bertujuan untuk : mengetahui tanggapan responden terkait hedonic shopping, 

sales promotion, positive emotion dan impulse buying, mengetahui pengaruh hedonic 

shopping terhadap impulse buying, mengetahui pengaruh sales promotion terhadap impulse 

buying, mengetahui pengaruh hedonic shopping terhadap positive emotion, pengaruh sales 

promotion terhadap positive emotion, mengetahui pengaruh positive emotion terhadap 

impulse buying, mengetahui peran mediasi positive emotion pada pengaruh heonic shopping 

terhadap impulse buying dan mengetahui peran mediasi positive emotion pada pengaruh sales 

promotion terhadap impulse buying. Populasi dalam penelitian ini adalah konsumen KKV 

MOG Kota Malang dengan jumlah responden sebesar 160 responden menggunakan purposive 

sampling. Metode yang digunakan menggunakan analisis jalur dengan SPSS 25. Dari 

penelitian ini didapatkan hasil : seluruh pengaruh variabel bebas terhadap terikat secara parsial 

berpengaruh positif signifikan, positive emotion dapat memediasi pengaruh hedonic shopping 

terhadap impulse buying dan positive emotion dapat memediasi pengaruh sales promotion 

terhadap impulse buying. 

Kata Kunci – hedonic shopping,  sales promotion, positive emotion, impulse buying 
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Abstract 

This research aims to: determine respondents' responses regarding hedonic shopping, sales 

promotion, positive emotion and impulse buying, determine the influence of hedonic 

shopping on impulse buying, determine the influence of sales promotion on impulse buying, 

determine the influence of hedonic shopping on positive emotion, the influence of sales 

promotion on positive emotion, knowing the influence of positive emotion on impulse 

buying, knowing the mediating role of positive emotion on the influence of heonic shopping 

on impulse buying and knowing the mediating role of positive emotion on the influence of 

sales promotion on impulse buying. The population in this study were KKV MOG Malang 

City consumers with a total of 160 respondents using purposive sampling. The method used 

uses path analysis with SPSS 25. From this research the results obtained: all the effects of 

the independent variables on the dependent partially have a significant positive effect, 

positive emotion can mediate the effect of hedonic shopping on impulse buying and positive 

emotion can mediate the effect of sales promotion on impulse buying. 

Keywords – hedonic shopping, sales promotion, positive emotion, impulse buying  
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