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ABSTRAK

NAUFAL RAIHAN AIMAN. 20220510445. “PENGARUH PROMOTION,
SHOPPING LIFESTYLE, DAN GAMIFICATION TERHADAP IMPULSE
BUYING “ (Survei Pada Wanita Pengguna Tiktok Shop Di Kabupaten
Kuningan) Dosen Pembimbing I: Dr. Dadang Suhardi, S.E., M.M. Dosen
pembimbing II: Wachjuni, S.E., M.M.

Penelitian ini bertujuan untuk mengetahui pengaruh Promotion, Shopping Lifestyle,
dan Gamification Terhadap Impulse buying. Metode yang digunakan dalam
penelitian ini adalah metode kuantitatif dengan menggunakan analisis deskriptif
dan verifikatif. Populasi dalam penelitian ini yaitu seluruh wanita pengguna TikTok
Shop di Kabupaten Kuningan yang melakukan pembelian tidak terencana. Teknik
pengambilan sampel yang digunakan adalah purposive sampling, dengan jumlah
sampel sebanyak 150 responden. Pengumpulan data dilakukan dengan penyebaran
kuesioner menggunakan skala interval 1-7. Data tersebut diolah menggunakan
metode analisis regresi linear berganda melalui SPSS Statistics 25. Berdasarkan
hasil penelitian yang telah dilakukan menunjukan bahwa (1) Promotion
berpengaruh positif dan signifikan terhadap Impulse buying, (2) Shopping Lifestyle
berpengaruh positif dan signifikan terhadap Impulse buying, (3) Gamification
berpengaruh positif dan signifikan terhadap Impulse buying, dan (4) Promotion,
Shopping Lifestyle, dan Gamification secara simultan berpengaruh positif dan
signifikan terhadap Impulse buying pada wanita pengguna TikTok Shop di
Kabupaten Kuningan.

Kata Kunci: Promotion, Shopping Lifestyle, Gamification, Impulse buying



ABSTRACT

NAUFAL RAIHAN AIMAN, 20220510445. 2026 “THE INFLUENCE OF
PROMOTION, SHOPPING LIFESTYLE, GAMIFICATION ON IMPULSE
BUYING” (Survey Of Female Tiktok Shop Users In Kuningan Regency) Thesis,
Management Study Program, Kuningan University. Superior I: Dr. Dadang
Suhardi , S.E., MM Superior Ii: Wachjuni, S.E., M.M.

This study aimed to examine the influence of Promotion, Shopping Lifestyle, and
Gamification on Impulse buying. This research employed a quantitative method
using descriptive and verificative approaches. The population of this study
consisted of female TikTok Shop users in Kuningan Regency who made unplanned
purchases. The sampling technique used was purposive sampling, with a total
sample of 150 respondents. Data were collected through questionnaires using a 1—
7 interval scale. The data were analyzed using multiple linear regression analysis
with SPSS Statistics 25. The results showed that (1) Promotion had a positive and
significant effect on Impulse buying, (2) Shopping Lifestyle had a positive and
significant effect on Impulse buying, (3) Gamification had a positive and significant
effect on Impulse buying, and (4) Promotion, Shopping Lifestyle, and Gamification
simultaneously had a positive and significant effect on Impulse buying among
female TikTok Shop users in Kuningan Regency.

Keywords : Promotion, Shopping Lifestyle, Gamification, Impulse buying
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