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ABSTRAK 

 

Perusahaan harus mampu menciptakan konsumen yang loyal pada produk 
atau jasa layanan perusahaan. Hal ini berkaitan dengan manfaat dari loyalitas yang 
memberikan kontribusi pada eksistensi perusahaan di masa yang akan datang. 
Loyalitas konsumen dapat ditingkatkan melalui kemampuan perusahaan untuk 
memberikan nilai hedonis pada kegiatan belanja konsumen. Selain itu, loyalitas 
pelanggan juga ditentukan oleh karakteristik personal konsumen seperti gender. 
Gender memiliki kontribusi pada loyalitas konsumen pada pembelian produk 
kategori tertentu seperti pada produk fashion.  

Penelitian ini dilakukan dengan tujuan untuk menganalisis pengaruh 
motivasi belanja hedonis terhadap loyalitas pembelian. Penelitian ini juga 
dilakukan untuk menguji peranan gender dalam memoderasi pengaruh motivasi 
hedonis terhadap loyalitas pembeli. Sampel penelitian ini adalah 200 orang 
pelanggan bisnis ritel Centro Department Store Plaza Ambarrukmo Yogyakarta.  

Hasil penelitian menunjukkan bahwa motivasi belanja hedonis yang terdiri 
dari adventure shopping, social shopping, gratifications shopping, idea shopping, 
role shopping, dan value shopping memiliki pengaruh yang positif dan signifikan 
terhadap loyalitas pembeli. Hasil penelitian juga memberikan informasi bahwa 
gender memoderasi pengaruh motivasi belanja hedonis (adventure shopping, 
social shopping, gratifications shopping, idea shopping, dan value shopping)
terhadap loyalitas pembeli.  
 

Kata kunci:  Motivasi belanja hedonis dan loyalitas pembeli 
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Abstrac 
 

Companies should be able to make customers loyal to the products or 
services of the company. This relates to loyalty benefits that contribute to the 
existence of the company in the future. Customer loyalty can be enhanced through 
the company's ability to provide hedonic value lost on consumer spending 
activity. In addition, customer loyalty is also determined by personal 
characteristics such as gender. Gender has contributed to the loyalty of consumers 
on purchasing a specific product categories such as fashion products. 

This research was conducted with the aim to analyze the influence of 
hedonic shopping motivation to buy loyalty. This study was also conducted to 
examine the role of gender in moderating influence hedonic motivation shopper 
loyalty. Sample in this research is 200 customers of retail businesses Centro 
Department Store Plaza Ambarrukmo Yogyakarta. 

The results showed that hedonic shopping motivations comprising 
adventure shopping, social shopping, gratification shopping, idea shopping, role 
shopping and value shopping have a significant and positive impact on shopper 
loyalty. These results also provide information that moderate the effects of gender 
hedonic shopping motivations (adventure shopping, social shopping, gratification 
shopping, idea shopping, and value shopping) to the shopper loyalty. 

 
Key words:  Hedonic shopping motivation and shopper loyalty 
 

 

 




