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ABSTRAKASI

Penelitian ini bertujuan untuk menganalisi pengaruh shopping lifestyle,
fashion involvement, positive emotion, promosi dan diskon terhadap impulse
buying. Metode yang di gunakan adalah metode kuantitatif. Teknik pengumpulan
data di gunakan dengan membagikan kuosioner 120 responden pada Mahasiswa
Manajemen Angkatan 2019. Metode pengambilan sampel dalam penelitian ini
menggunakan teknik sampling nonprobability sampling dengan jenis Sampling
Purposive. Metode analisis data yang di gunakan adalah uji validitas, uji reliabilitas,
uji asumsi klasik, uji regresi linier berganda, uji t, uji f, dan koefisien determinasi.
Hasil penelitian menunjukkan bahwa secara parsial shopping lifestyle, positive
emotion, dan promosi berpengaruh positif dan signfikan terhadap impulse buying,
tetapi fashion involvement dan diskon berpengaruh positif tidak signifikan terhadap
impulse buying. Sedangkan secara simultan shopping lifestyle, fashion
involvement,positive emotion,promosi dan diskon berpengaruh terhadap impulse
buying.
Kata Kunci: Shopping Lifestyle, Fashion Involvement, Positive

Emotion,Promosi, Diskon ,/mpulse Buying
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ABSTRACT

This study aims to analyze the effect of shopping lifestyle, fashion
involvement, positive emotion, promotions and discounts on impulse buying. The
method used is a quantitative method. The data collection technique was used by
distributing questionnaires to 120 respondents to Class 2019 Management
Students. The sampling method in this study used a non-probability sampling
technique with the purposive sampling type. The data analysis method used is the
validity test, reliability test, classic assumption test, multiple linear regression test,
t test, f test, and the coefficient of determination. The results of the study show that
partially shopping lifestyle, positive emotion, and promotion have a positive and
significant effect on impulse buying, but fashion involvement and discounts have an
insignificant positive effect on impulse buying. Meanwhile, simultaneously
shopping lifestyle, fashion involvement, positive emotion, promotions and discounts
influence impulse buying.
Keywords: Shopping Lifestyle, Fashion Involvement, Positive Emotion,

Promotion, Discounts, Impulse Buying
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