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ABSTRAK

Penelitian ini dilakukan untuk mengetahui pengaruh hedonic shopping
motivasion dan fashion involvement terhadap impulse buying dengan positive
emotion sebagai variabel intervening. Penelitian ini merupakan penelitian
kuantitatif. Populasi penelitian ini adalah konsumen Tokopedia di Kabupaten
Demak. Teknik pengambilan sampel dalam penelitian ini adalah non probability
sampling dengan menggunakan metode purposive sampling dengan sampel 168
responden. Teknik analisis data yang digunakan untuk menjawab hipotesis
adalah structural equation modeling menggunakan perangkat Amos 24. Hasil
penelitian ini, menunjukan bahwa : hedonic shopping motivasion berpengaruh
positif dan signifikan terhadap impulse buying, fashion involvement berpengaruh
positif dan signifikan terhadap impulse buying, hedonic shopping motivasion
berpengaruh positif dan signifikan terhadap positive emotion, fashion
involvement berpengaruh positif dan signifikan terhadap positive emotion,
positive emotion berpengaruh positif dan signifikan terhadap impulse buying.

Kata kunci : Hedonic shopping motivasion, fashion involvement, impulse buying,
positive emotion
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THE EFFECT OF HEDONIC SHOPPING MOTIVASION AND
FASHION INVOLVEMENT ON IMPLUSE BUYING DENGAN POSITIVE
EMOTION AS A INTERVENING VARIABLE INTERVENING FOR E-
COMMERCE TOKOPEDIA (STUDY CASE CUSTOMERS
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ABSTRACT

The study aims to determine effect of hedonic shopping motivasion and
fashion involvement on the impulse buying with positive emotion as a
intervening variable. The research is a quantitative research. The populations in
this study on Tokopedia customer in Demak district. The sampling technique in
this research is non probability sampling using accidental sampling with a
sample of a 168 respondents. The data analysis technique used to answer the
hypothesis is structural equation modeling analysis using the Amos 24. The
results of this study indicated : hedonic shopping motivasion has a positive and
significant effect on impulse buying, fashion involvement has a positif and
significant effect on impulse buying, hedonic shopping motivasion has a positive
and significant effect on positive emotion, fashion involvement has a positive
and significant effect on positive emotion and positive emotion has a positive
and significant effect on impulse buying.

Keyword: hedonic shopping motivasion, fashion involvement, impulse buying
and positive emotion.
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