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Abstract
Impulse buying behavior encourages consumers to shop unplanned without think-
ing of  the benefit of  the product purchased. Without dorongaan hedonic behavior or 
hedonic motives and lifestyle are high on the consumer, then the consumer will not 
do impulse buying. The purpose of  this study to determine the direct and indirect 
effects of  hedonic motives to impulse buying using variables shopping lifestyle as an 
intervening variable. The population in this study are all consumers Giant Tidar Ma-
gelang. Sampling using purposive sample with 115 the number of  respondents. Data 
collection method used is the method of  questionnaires and documentation. Analysis 
of  data using path analysis path (path analysis) with the variables include hedonic 
motives, lifestyle shopping, impulse buying. The results showed that hedonic motives 
direct influence positively and significantly related to impulse buying. The result of  
path analysis showed that lifestyle shopping able to mediate the association between 
hedonic motives to impulse buying. The conclusions of  this study proved that hedonic 
motives direct influence positively and significantly related to impulse buying. Shop-
ping lifestyle has a role as an intervening variable between hedonic motives to impulse 
buying. Suggestion for the company to further improve the facilities as well as the 
novelty of  the atmosphere in the store. For further research to examine other retail 
types and can add new variables and or indicator to enrich the model and answer the 
problems and limitations of  this research is going on.
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INTRODUCTION

ASEAN trade has become a trending issue 
in Indonesia (Sakitri et al., 2017). Along with the 
times of  the era of  globalization, competition in 
the retail business very rife. Globalization is the 
main factor creating demand by increasing de-
mand for goods and retail services (Sopiyah & 
Syihabuddin, 2008). Nowadays, a lot of  demand 
for goods and services so that competition will 
be intense. This increasingly competitive compe-
tition requires companies to create new thoughts 
on the service provided to consumers to maintain 
order not to switch to a competitor (Muslichati & 
Sri, 2015).

The last few years consumers are more 
likely to choose to make a purchase in Supermar-
kets. Every company always try to give satisfac-
tion to customers is tantamount to maintain and 
improve the business of  the company itself  (Per-
mana, 2013). According to Ariffatah (2015), the 
company must have good quality and excellent 
service. Best customer service and quality levels 
can be achieved consistently to improve services 
and give special attention to good service perfor-
mance standards of  service standards internal 
and external service standards (Fatonah, 2010). 
Nothing is more important than putting positive 
WOM to customers through service as part of  bu-
siness commitments (Nuryatno, 2012).
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A consumer often purchases are unplan-
ned or spontaneous purchases while shopping 
(Rook & Fisher, 1995). Consumers have reason 
to influence sometimes shopping activities car-
ried out by the consumer is the emotional value. 
And other factors which affect impulse buying 
is the creation of  consumer satisfaction. The 
creation of  self-satisfaction on consumer makes 
consumers loyal and willing to recommend the 
company to other consumers (Liyundira & Ah-
mad, 2017). Lifestyle shopping is emotional by 
Solomon (2007) is a behavior or habit of  an in-
dividual to spend time just for the sake of  having 
fun together playmates and wants to be the center 
of  attention in the neighborhood.

Purchasing behavior of  Indonesian society 
today tends to be consumptive. It is supported by 
(Susanta, 2007), the majority of  Indonesian con-
sumers have unplanned character, and when shop-
ping, they often become an impulse buyer. Told by 
Ma’Ruf (2006) that is currently most consumers 
in Indonesia are more oriented recreational con-
cerned with aspects of  pleasure, enjoyment and 
entertainment while shopping. The motivation for 
the purchase was the general buying motives and 
desires of  human instinct, that reason or because 
someone makes a purchase, in order to meet their 
needs (Alfisyahrin et al., 2018).

According to Alfisyahrin et al. (2018), 
the reason a person has the hedonic properties 
among which many unmet needs that could not 
before, then after the need is met, new needs arise 
and sometimes the need is higher than ever. He-
donic shopping motivation would be created with 
the passion of  someone who is affected shop the 
latest models and shopping into one’s lifestyle to 
meet the daily needs (Kosyu et al., 2014).

Shopping made means of  satisfying con-
sumers’ desire for goods they do not really need. 
Consumer satisfaction factor would be obtained 
in the process of  consumption (Farida, 2014). 
But because of  the influence of  hedonic needs, so 
they buy these items, so that the behavior could 
encourage consumers to make unplanned pur-
chases or impulse buying (Engel, 1996).

Tirmizi et al. (2009) stated that based on 
the survey results, the majority of  Indonesian 
consumers have unplanned or unusual character 
called impulse purchases or unplanned purchas-
es. They usually like to act last minute. When 
shopping, consumers are often the impulse buyer. 
The presence of  these characteristics to consum-
ers, the company is expected to issue a market-
ing strategy to support the company. However, 
consumers impulse buying associated with post-
purchase financial problems, feeling the hearts of  
consumers, and social disapproval.

Consumer needs effect on lifestyles or 
lifestyle. According to Levy et al. (1998), how to 
spend time and money is used by the majority of  
consumers to make purchases in excess, one of  
which is driven by stimuli attractive deals offered 
by the retail business entrepreneur.

That is why the consumer needs vary wide-
ly so as to have an influence on the change in pat-
terns and lifestyles or lifestyle (Alfisyahrin et al., 
2018). One of  these facilities are large supermar-
kets in the city, namely Giant Tidar Magelang 
Magelang Magelang is located in the city center. 
Giant Tidar Magelang provides goods accesso-
ries, fruits, vegetables, cosmetics to household ap-
pliances at affordable prices. It is of  course also 
will increase the desire of  visitors to make a pur-
chase especially Giant Tidar Magelang always on 
sale without limitation in increasing the volume 
of  product sales so as to influence the buyers in 
their purchasing decisions planned or not.

Table 1. Average Sales and Visitors

No. Month N u m b e r 
of visitors

percentage 
Fluctuations 

1. January 66.179 
people

-

2. February 54.380 
people

-17.83%

3. March 56.700 
people

4.44%

4. April 55.850 
people

-1.66%

5. May 57.500 
people

2,81%

6. June 73.900 
people

28.10%

7. July 54.950 
people

-25.80%

8. August 62.396 
people

13.33%

9. S e p t e m -
ber

60.482 
people

-2.97%

10. October 57.314 
people

-5.14%

11. N o v e m -
ber

57.277 
people

-0.67%

12. D e c e m -
ber

56.466 
people

-1.42%

Source: Giant Tidar Magelang, 2018

See the phenomenon of  sales data and sur-
vey results indicate that there is a gap phenome-
non is a mismatch fact with theory. The results 
of  the initial survey conducted by researchers 
as much as 31 respondents said that consumers 
who do impulse buying less as compared to con-
sumers who do not do impulse buying at Giant 
Tidar Magelang. Based on the above problems, the 
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authors are interested in doing research with the 
title of  “Influence Motivation Shopping Hedo-
nis against Impulse Buying through Shopping 
Lifestyle”.

hypothesis development
The hypothesis of  this study are as follows:

H1	 : There are influence hedonic motives on im-
pulse buying 

H2	 : There are influence hedonic motives on im-
pulse buying through a shopping lifestyle

Source: Various journals, was developed for the study 
(2018)
Figure 1. Mindset

METHOD

This study uses a quantitative approach. 
According to Sugiyono (2010), the quantitative 
research method can be interpreted as a method 
of  research that is based on the philosophy of  
positivism, is used to examine the population or 
a particular sample, sampling technique is gene-
rally done at random, data collection using rese-
arch instruments, analysis of  quantitative data / 
statistics with the aim to test the hypothesis that 
has been set.  

The method used is survey method. The 
design study is a quantitative description and ana-
lysis of  the data using statistical procedures with 
SPSS statistics 22.

RESULTS AND DISCUSSION

Descriptive statistics
Based on Gender 

Identification of  Giant Tidar Magelang 
consumer respondents through gender can be 
seen in Table 2 below:

Table 2. Description of  Gender Consumers

Gender Frequency Percentage
Man 36 31.3%
Woman 79 68.7%
Total 115 100%

Sources: Primary data is processed, 2018

	  Based on table 4.1 above, it can be 
seen that the respondents to the type of  women 
predominate in this study, because it amounted 
to 79 (68.7%) while respondents gender boys 
who participated in this study amounted to 36 
(31.3%). It can be concluded that female con-
sumers are the most consumers shop at Giant 
Tidar Magelang.

Respondents Based Work
Based on research data obtained from 

questionnaires obtained data on customer job as 
respondent can seen in the following table :

Table 3. Job Description of  Respondents

Work Frequency Percentage
Government 
employees

11 9.6%

Private 
employees

26 22.6%

entrepreneur 48 41.7%
Student / 
Student

21 18.3%

more 9 7.8%
total 115 100%

Sources: Primary data is processed, 2018

Classic assumption test 
Normality test

Sources: Primary data are processed, 2018
Figure 2. Normality Test Results with Plot
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test Heteroskedasticity
Heteroscedasticity test aims to test whet-

her the regression model occurred similarity 
variance of  the residuals of  the other observa-
tions.

4:19 According to the table above, the par-
tial test results can be explained as follows:  

Motives hedonic variables obtained t va-
lue of  5.652 and t table can result in 0.1816 then 
5.652> 0.1816 with 0.000 significance value 
<0.05 was significantly marked. In other words 
hedonic motives influence on impulse buying. 
Then H2 stating that hedonic motives influence 
on impulse buying is received.

Normality Test Results with the Kolmogorov-Smirnov (KS)

One-Sample Kolmogorov-Smirnov Test
Residual 
unstandardized

N 115
Normal Parameters a, b Mean .0000000

Std. deviation 3.19305527
Most Extreme Differences Absolute .075

Positive .036
Negative -.075

Test Statistic .075
Asymp. Sig. (2-tailed) .152C

a. Test distribution is Normal.
b. Calculated from data.
c. Significance Lilliefors Correction.

Source: Primary Data Processed, 2018

Test Results Multicollinearity

Coefficientsa

Model
Coefficients 
unstandardized

standardized
Coefficients T Sig.

collinearity 
Statistics

B Std. Error beta tolerance VIF
1 (Constant) 6.621 1.904 3.478 .001

hedonic Motives .433 .077 .492 5.652 .000 .674 1.483
Shopping Lifestyle .202 .075 .235 2.700 .008 .674 1.483

a. Dependent Variable: Impulse Buying
Source: Primary Data Processed, 2018

autocorrelation test 
Model Summaryb
Model R R Square Adjusted 

R Square
Std. Error of the Estimate Durbin-Watson

1 , 655a , 429 , 419 3.22144 2,228
a. Predictors: (Constant), Shopping Lifestyle, Hedonic Motives
b. Dependent Variable: Impulse Buying
Source: Primary Data Processed, 2018

Test Results Heteroskedasticity

Coefficientsa

Model
Coefficients 
unstandardized

standardized 
Coefficients t Sig.

B Std. Error beta
1 (Constant) 2,341 1,098 2.131 , 035

hedonic Motives .019 , 044 .050 , 435 , 664
Shopping Lifestyle -, 006 , 043 -, 015 -, 129 , 897

a. Dependent Variable: RES2
Source: Primary Data Processed, 2018
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Shopping lifestyle variables obtained t va-
lue of  2.700 and t table can result in 0.1816 then 
2.700> 0.1816 with a significance value of  0.008 
<0.05 significantly marked. In other words, a li-
festyle shopping influence on impulse buying. 
Then H3 stating that affect the lifestyle shopping 
impulse buying is received.

Path Analysis Path (Path Analysis)
Hedonic Shopping Motives Influence on 

Lifestyle (Model 1) 
The path coefficients of  each variable can 

be viewed in the following table:

Table 4:17 Model 1 R Square

Model Summary

Model R R Square
Adjusted 
R Square

Std. Error 
of the 
Estimate

1 , 571a , 326 , 320 4.05850
a. Predictors: (Constant), hedonic motives
Sources: Primary data is processed, 2018 

Table 4. Models 1 Hedonic Motives Influence on 
Lifestyle Shopping

Influence Hedonic Shopping Motives and 
Lifetyle against Impulse Buying (Model 2) 

Table 4:19 Model 2 R Square

Model Summary

Model R R Square
Adjusted
R Square

Std. Error of  
the Estimate

1 , 655a , 429 , 419 3.22144
a. Predictors: (Constant), shopping lifestyle, he-
donic motives
Sources: Primary data is processed, 2018

Table 4:20 Hedonic Model 2 Influence of 
the Impulse Buying Motives through Lifestyle 
Shopping

Hypothesis Testing Phase
The results show the influence of  hedonic 

shopping motives to the lifestyle indicated β1 is 
equal to 0.571. 

The results show the influence of  hedonic 
motives to impulse buying indicated β2 is equal 
to 0.429.

The results show the influence of  lifestyle 
shopping on impulse buying indicated β3 is equal 
to 0.235.

The indirect effect of  hedonic variables 
motives to impulse buying through lifestyle shop-
ping can be determined by multiplication of  the 
path coefficient (β1) and (β3) is 0.571 x 0.235 = 
0.134.

The total effect of  the coefficient of  hedo-
nic motives to impulse buying using path analysis 
is by summing the direct effect and the indirect 
effect, namely 0.429 + 0.134 = 0.563.

Partial Test Results Table 4:19 (t test)
Coefficientsa

Model
Coefficients unstandardized

standardized 
Coefficients t Sig.

B Std. Error beta
1 (Constant) 6.621 1,904 3.478 .001

hedonic Motives , 433 , 077 , 492 5.652 , 000
Shopping Lifestyle , 202 , 075 , 235 2,700 , 008

Dependent Variable: Impulse Buying
Source: Primary Data Processed, 2018	

Coefficientsa

Model
Coefficients 
unstandardized

standardized 
Coefficients t Sig.

B Std. Error beta
1 (Constant)17.126 1,777 9.638 , 000

hedonic
motives

, 586 , 079 , 571 7.390 , 000

a. Dependent Variable: shopping lifestyle
Sources: Primary data is processed, 2018

Coefficientsa

Model
Coefficients unstandard-
ized

standardized 
Coefficients T Sig.

B Std. Error beta
1 (Constant) 6.621 1,904 3.478 .001

hedonic motives , 433 , 077 , 492 5.652 , 000
shopping lifestyle , 202 , 075 , 235 2,700 , 008

a. Dependent Variable: impulse buying
Sources: Primary data is processed, 2018
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Based on calculations have been done, 
then the structural framework of  the overall path 
analysis is as follows:

Figure 4.3 Overall Path Analysis Model

Based on figure 4.3, it can be summari-
zed path coefficient value of  direct and indirect 
influence of  hedonic motives to impulse buying 
through a shopping lifestyle as follows: 

a. The direct effect of hedonic shopping moti-
ves to the lifestyle represented byβ1 is equal to 0.571. 

b. The direct effect of hedonic motives to im-
pulse buying is represented byβ2 is equal to 0.492. 

c. The direct effect of the impulse buying 
shopping lifestyle represented byβ3 is equal to 0.207.

d. The indirect effect of  hedonic motives to 
impulse buying through lifestyle shopping can be 
determined by the result of  multiplyingβ1 x β3 is 
0.571 x 0.235 = 0.134.

Discussion
	 This section includes the results of  the 

problems and answering hypothetical predeter-
mined. The following discussion of  the hypothe-
sis in this study:

Hedonic influence on Impulse Buying Motives
Based on the results of  research conducted, 

proved that hedonic motives significant impact 
on impulse buying. This can be evidenced in the 
results of  the partial significance test (t-test) 4:19 
table that sig. Calculate hedonic motives smaller 
0,000 0.05. That is, that hedonic motives signifi-
cant impact on impulse buying.

Hedonic motives influence on impulse bu-
ying can also be proved by looking at the value of  
the index in the variable hedonic motives with an 
average value of  56% and including the criteria 
for being. This means that the efforts of  the Giant 
Tidar Magelang to improve hedonic shopping 
motivation at every customer is less than optimal 
because of  the lack of  adequate facilities at the 
Giant Tidar Magelang namely novelty atmosphe-
re, places and public facilities are inadequate, or 
mosque example a seat for a brief  rest. This re-
sulted in an interest to do impulse buying at lower 

consumers, because consumers no motivation to 
perform hedonic shopping at Giant Tidar Mage-
lang. This is evidenced by the value of  the index 
in the variable impulse buying with an average of  
57.6%, which is the criteria for being.

Hedonic influence on Impulse Buying Motives 
through Lifestyle Shopping

These results indicate that lifestyle success-
fully mediates hedonic shopping motives to im-
pulse buying. Results are obtained by comparing 
the direct and indirect effect on the calculation 
that the direct effect of  0.492 and the indirect ef-
fect of  0.626, meaning that the value of  the in-
direct effect is greater than the direct effect. So 
that indirectly hedonic shopping motives through 
lifestyle has significance to impulse buying.

Giant Tidar Magelang ability to provide 
satisfactory services and massive promotion that 
will make consumers increased hedonic motives 
on the rise, will affect impulse buying. But with 
the additional influence of  a variety of  products 
available and a convenient store atmosphere that 
makes consumer lifestyle increases, it will make 
impulse buying higher compared with only their 
massive promotion. This is evidenced by the re-
sults of  the t-test show that directly influence the 
value of  the variable hedonic motives to impulse 
buying of  0.492, while its indirect effect mediated 
by shopping lifestyle of  greater value be 0.626.

Conclusions and suggestions
Based on the analysis of  data that has been 

described in previous chapters, it can be conclu-
ded the following results: 

1. Hedonic motives have a direct influence in 
a positive and significant impact on impulse buying 
at the supermarket Giant Tidar Magelang. This il-
lustrates that the higher hedonic consumer motives 
Giant Tidar Magelang then the higher the consu-
mer impulse buying owned Giant Tidar Magelang.

2. The test results showed that the interve-
ning variable turns Lifestyle Shopping variable 
(Y1) as a partial intervening variable because wit-
hout the direct influence of  these variables Moti-
ves hedonic variables (X) on the Impulse Buying 
(Y2) was significant. But by going through the 
intervening variable hedonic shopping motives 
lifestyle will increasingly significant impact on 
impulse buying. This is evidenced by the ratio 
between direct and indirect influence between 
variable hedonic motives to impulse buying. Re-
sults showed indirect effect greater than the direct 
effect, then indirectly hedonic shopping motives 
through significant lifestyle have to impulse bu-
ying in the supermarket Giant Tidar Magelang.
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5.2. Suggestion
Based on the results and discussion of  this 

research it can be given suggestions as follows: 
1. For Companies 
a. The results of  this study indicate that 

hedonic motives have a direct influence positive 
and significant impact on impulse buying, it is ex-
pected that management can maintain and imp-
rove the hedonic motives which created the Giant 
supermarket Tidar Magelang to affect consumer 
appeal so that consumers feel comfortable to get 
around inside the store and create impulse buying 
as much as possible.

b. The results also show that there is the 
indirect effect of  hedonic motives to impulse bu-
ying mediated by shopping lifestyle at the Giant 
supermarket Tidar Magelang, it is desirable for 
the management of  the company to maintain 
and improve the things that will make consumers 
want always to do an impulse buying.
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