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ABSTRAK 

 

PENGARUH SALES PROMOTION, SHOPPING LIFESTYLE, HEDONIC 

VALUE, DAN ENDORSMENT TERHADAP IMPLUSIVE BUYING 

TUMBLER LE DING DING DI TIKTOK SHOP 

 

Oleh: 

Livia Febriana 

NPM. 22340251609 

Tugas Akhir, dibawah bimbingan Ibu Dr. Muhani, SE., M.Si.M. 

Penelitian ini bertujuan untuk menganalisis pengaruh Sales Promotion (X1), 

Shopping Lifestyle (X2), Hedonic Value (X3), dan Endorsment (X4) terhadap 

Implusive Buying (Y) Tumbler Le Ding Ding di TikTok Shop. Penelitian ini 

menggunakan pendekatan kuantitatif dengan metode survei. Data dikumpulkan 

melalui kuesioner yang disebarkan kepada konsumen yang pernah membeli tumbler 

Le Ding Ding di TikTok Shop. Teknik pengambilan sampel menggunakan metode 

purposive sampling dengan jumlah responden sebanyak 100 orang. 

Hasil penelitian menunjukkan bahwa sales promotion, shopping lifestyle, 

hedonic value, dan endorsment secara parsial maupun simultan berpengaruh positif 

dan signifikan terhadap implusive buying. Temuan ini menunjukkan bahwa strategi 

promosi digital, gaya hidup berbelanja, nilai kesenangan konsumen, serta dukungan 

influencer berperan penting dalam meningkatkan kecenderungan pembelian 

implusif pada platform social commerce. 

Kata Kunci: Sales Promotion, Shopping Lifestyle, Hedonic Value, Endorsment, 

Implusive Buying 

 



 

v 
 

ABSTRACT 

 

THE INFLUENCE OF SALES PROMOTION, SHOPPING LIFESTYLE, 

HEDONIC VALUE, AND ENDORSMENT ON IMPULSIVE BUYING OF 

TUMBLERS ON TIKTOK SHOP 

 

By: 

LIVIA FEBRIANA 

NPM: 223402516109 

Final Project, under the guidance of Dr. Muhani, S.E., M.Si.M. 

This study aims to analyze the effect of Sales Promotion (X1), Shopping 

Lifestyle (X2), Hedonic Value (X3), and Endorsement (X4) on Impulsive Buying (Y) 

of Le Ding Ding Tumblers on TikTok Shop. This study uses a quantitative approach 

with a survey method. Data were collected through questionnaires distributed to 

consumers who had purchased Le Ding Ding tumblers on TikTok Shop. The 

sampling technique used purposive sampling with a total of 100 respondents. 

The results of the study show that sales promotion, shopping lifestyle, 

hedonic value, and endorsement partially and simultaneously have a positive and 

significant effect on impulsive buying. These findings indicate that digital 

promotion strategies, shopping lifestyle, consumer hedonic value, and influencer 

endorsement play an important role in increasing impulsive buying tendencies on 

social commerce platforms. 

Keywords: Sales Promotion, Shopping Lifestyle, Hedonic Value, Endorsment, 

Implusive Buying  
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