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ABSTRAKSI 

Penelitian ini bertujuan untuk menganalisis pengaruh shopping lifestyle, 

fashion involvement, dan hedonic shopping motivation terhadap impulse buying 

behavior dengan positive emotion sebagai variabel intervening (studi kasus pada 

pelanggan matahari departement store kudus). Penelitian dilakukan secara 

kuantitatif, data primer diperoleh dengan survei menggunakan kuesioner. Teknik non 

probability sampling yang digunakan dalam pengambilan sampel penelitian ini 

adalah accidental sampling. Responden penelitian ini 165 responden. Hasil analisis 

dalam penelitian dengan metode Structural Equation Modeling (SEM) yaitu  

Shopping lifestyle berpengaruh negatif dan tidak signifikan terhadap positive 

emotion, Fashion involvement berpengaruh positif dan signifikan terhadap positive 

emotion, Hedonic  shopping  berpengaruh positif dan signifikan terhadap positive 

emotion, Shopping lifestyle berpengaruh negatif dan tidak signifikan terhadap 

impulse buying behavior, Fashion involvement berpengaruh positif dan signifikan 

terhadap impulse buying behavior, Hedonic shopping behavior berpengaruh positif 

dan signifikan terhadap impulse buying behavior serta Positive emotion berpengaruh 

positif dan signifikan terhadap impulse buying behavior.  

Kata Kunci : shopping lifestyle, fashion involvement, hedonic shopping 

motivation, impulse buying behavior dan positive emotion.
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ABSTRACTION 

This study aims to analyze the effect of shopping lifestyle, fashion 

involvement, and hedonic shopping motivation on impulse buying behavior with 

positive emotion as an intervening variable (a case study on Matahari department 

store Kudus customers). The research was conducted quantitatively, primary data 

obtained by survey using a questionnaire. The non-probability sampling technique 

used in this study was accidental sampling. The respondents of this study were 165 

respondents. The results of the analysis in the study using the Structural Equation 

Modeling (SEM) method are as Shopping lifestyle has a negative and insignificant 

effect on positive emotion, Fashion involvement has a positive and significant effect 

on positive emotion, Hedonic shopping has a positive and significant effect on 

positive emotion, Shopping lifestyle has a negative and insignificant effect on 

impulse buying behavior, Fashion involvement has a positive and significant effect 

on impulse buying behavior, Hedonic shopping behavior has a positive and 

significant effect on impulse buying behavior,  Positive emotion has a positive and 

significant effect on impulse buying behavior. 

 

Keywords: shopping lifestyle, fashion involvement, hedonic shopping motivation, 

impulse buying behavior dan positive emotion. 
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