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Abstrak

Penelitian ini bertujuan untuk menganalisis pengaruh Hedonic Lifestvle terhadap Minat
Menggunakan Shopee PayLater pada Generasi Z di Kabupaten Karawang dengan Digital
Impulse Buying sebagai variabel mediasi. Penelitian ini menggunakan metode kuantitatif’ dengan
pendekatan survei. Data diperoleh melalui penyebaran kuesioner kepada 100 responden Generasi
Z yang berdomisili di Kabupaten Karawang, menggunakan aplikasi Shopee, serta mengetahui
atau pernah menggunakan fitur Shopee PayLater. Teknik pengambilan sampel menggunakan
purposive sampling dan analisis data dilakukan dengan Structwral Equation Modeling-Partial
Least Square (SEM-PLS) menggunakan SmartPLS 4. Hasil penelitian menunjukkan bahwa
Hedonic Lifestyle berpengaruh negatif’ dan signifikan terhadap Minat Menggunakan Shopee
PayLater dengan nilai koefisien jalur sebesar -0,503 dan nilai p-value 0,001. Hedonic Lifestvle
berpengaruh positif dan signifikan terhadap Digital Impulse Buying dengan nilai koefisien jalur
sebesar 0,826 dan nilai p-value 0,000. Digital Impulse Buying berpengaruh positif dan signifikan
terhadap Minat Menggunakan Shopee PayLater dengan nilai koefisien jalur sebesar 0,866 dan
nilai p-value 0,000. Selain itu, Digital Impulse Buying terbukti mampu memediasi pengaruh
Hedonic Lifestyle terhadap Minat Menggunakan Shopee PayLater dengan nilai koefisien jalur
tidak langsung sebesar 0,715 dan nilai p-value 0,000. Temuan penelitian ini menunjukkan bahwa
gaya hidup hedonis pada Generasi Z tidak secara langsung meningkatkan minat penggunaan
Shopee PayLater, namun dapat meningkatkan minat tersebut melalui perilaku pembelian
impulsif secara digital.

Kata kunei: Hedonic Lifestvle; Digital Impulse Buying; Minat Menggunakan; Shopee PayLater;
Generasi Z.

Abstract

This study aims to analyze the effect of Hedonic Lifestvle on the Intention to Use Shopee
PayLater among Generation £ in Karawang Regency, with Digital Impulse Buying as a
mediating variable. This research emploved a quantitative method using a survey approach.
Data were collected through questionnaives distributed to 100 Generation Z respondents
residing in Karawang Regency who use the Shopee application and are familiar with or have
used the Shopee PavLater feature. The sampling technique used was purposive sampling, and the
data were analyzed using Structural Equation Modeling-Partial Least Sguare (SEM-PLS) with
SmartPLS 4. The results indicate that Hedonic Lifestyle has a negative and significant effect on
the Intention to Use Shopee PayLater, with a path coefficient of -0.503 and a p-value of 0.001.
Hedonic Lifestvle has a positive and significant effect on Digital Impulse Buving, with a path
coefficient of 0.826 and a p-value of 0.000. Digital Impulse Buying has a positive and significant
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effect on the Intention to Use Shopee PavLater, with a path coefficient of 0.866 and a p-value of
0.000. Furthermore, Digital Impulse Buying significantly mediates the relationship between
Hedonic Lifestyle and the Intention to Use Shopee PayLater, with an indirect effect coefficient of
0.715 and a p-value of 0.000. These findings indicate that a hedonic lifestvle does not directly
increase Generation Z's intention to use Shopee PayLater, but it can enhance such intention

through digital impulse buying behavior.

Keywords: Hedonic Lifestvle; Digital Impulse Buyving; Intention to Use; Shopee PayLater;
Generation Z.
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