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ABSTRAK

Perkembangan social commerce yang pesat, khususnya melalui platform TikTok
Shop, mendorong perubahan perilaku belanja konsumen, terutama pada Generasi
Z. Fitur flash sale yang menawarkan potongan harga besar dalam waktu terbatas
mampu menciptakan dorongan emosional yang memicu perilaku pembelian
impulsif. Penelitian ini bertujuan untuk menganalisis pengaruh Hedonic Shopping
Motivation dan Self-Control terhadap Impulsive Buying pada Generasi Z pengguna
flash sale TikTok Shop di Surabaya. Penelitian ini menggunakan pendekatan
kuantitatif dengan metode survei. Data dikumpulkan melalui kuesioner berskala
Likert yang disebarkan kepada seratus responden Generasi Z di Surabaya yang
pernah melakukan pembelian melalui fitur flash sale TikTok Shop. Teknik
pengambilan sampel menggunakan purposive sampling, sedangkan analisis data
dilakukan menggunakan analisis regresi linear berganda serta uji statistik
inferensial untuk menguji pengaruh antarvariabel. Hasil penelitian menunjukkan
bahwa Hedonic Shopping Motivation berpengaruh positif dan signifikan terhadap
Impulsive Buying. Sebaliknya, Self-Control menunjukkan pengaruh negatif namun
tidak signifikan terhadap Impulsive Buying. Secara simultan, Hedonic Shopping
Motivation dan Self-Control berpengaruh terhadap Impulsive Buying, dengan
Hedonic Shopping Motivation sebagai variabel yang lebih dominan. Temuan ini
mengindikasikan bahwa dorongan emosional dan pengalaman belanja yang
menyenangkan lebih kuat memengaruhi perilaku pembelian impulsif dibandingkan
kemampuan pengendalian diri dalam konteks flash sale. Secara praktis, hasil
penelitian ini menegaskan pentingnya pengelolaan strategi promosi berbasis
hiburan dan urgensi oleh platform social commerce, serta meningkatkan kesadaran
konsumen Generasi Z untuk mengelola perilaku belanja secara lebih rasional di era
digital commerce.

Kata kunci: Hedonic Shopping Motivation, Self-Control, Impulsive Buying, Flash
sale, Generasi Z
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ABSTRACT

The rapid growth of social commerce, particularly through TikTok Shop, has
significantly transformed consumer Shopping behavior, especially among
Generation Z. The flash sale feature, which offers substantial discounts within a
limited time, creates emotional stimuli that may trigger impulsive buying. This study
aims to analyze the effect of Hedonic Shopping Motivation and Self-Control on
Impulsive Buying among Generation Z users of TikTok Shop flash sale in Surabaya.
This research employs a quantitative approach using a survey method. Data were
collected through a Likert-scale questionnaire distributed to one hundred
Generation Z respondents in Surabaya who had previously made purchases through
TikTok Shop's flash sale feature. The sampling technique used was purposive
sampling, while data analysis was conducted using multiple linear regression
analysis and inferential statistical tests to examine the relationships among
variables. The results indicate that Hedonic Shopping Motivation has a positive and
significant effect on Impulsive Buying. In contrast, Self-Control shows a negative
but insignificant effect on Impulsive Buying. Simultaneously, Hedonic Shopping
Motivation and Self-Control influence Impulsive Buying, with Hedonic Shopping
Motivation being the more dominant factor. These findings suggest that emotional
drives and enjoyable Shopping experiences have a stronger influence on impulsive
purchasing behavior than self-regulatory abilities in the context of flash sale.
Practically, this study highlights the importance of managing entertainment-based
and urgency-driven promotional strategies in social commerce platforms, as well
as encouraging Generation Z consumers to develop more rational Shopping
behavior in the era of digital commerce.

Keywords: Hedonic Shopping Motivation, Self-Control, Impulsive Buying, Flash
sale, Generation Z
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