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ABSTRAK 

 Tujuan dari penelitian ini adalah untuk menganalisis pengaruh Promosi 

dan Kualitas Pelayanan terhadap Pembelian Impulsif melalui Shopping Lifestyle. 

Objek penelitiannya adalah Konsumen ADA Cabang Kudus. Teknik pengambilan 

sampel menggunakan purposive sampling dengan rumus rule of thumb sehingga 

menghasilkan sampel sebanyak 114 orang. Alat analisis dalam penelitian ini 

menggunakan SEM-AMOS. Hasil penelitian menunjukkan dan menyimpulkan 

bahwa promosi dan kualitas pelayanan berpengaruh positif dan signifikan 

terhadap shopping lifestyle. Namun di sisi lain promosi, kualitas pelayanan dan 

shopping lifestyle tidak berpengaruh terhadap pembelian impulsif. Kemudian 

shopping lifestyle dapat menjadi variabel intervening antara kualitas pelayanan 

dan promosi terhadap pembelian impulsif, namun pengaruhnya lemah. 

 

 

Kata Kunci: promosi, kualitas pelayanan, pembelian impulsif, shopping 

lifestyle 
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ABSTRACT 

 The aim of this research is to analyze the influence of Promotion and 

Service Quality on Impulsive Buying through Shopping Lifestyle. The object of 

the research is ADA Customers of Kudus Branch. The sampling technique used 

purposive sampling with the rule of thumb formula to produce a sample off 114 

people. The analytical tool in this research uses SEM-AMOS. The results of this 

research show and conclude that promotion and service quality have a positive 

and significant effect on shopping lifestyle. But, in other side promotion, service 

quality and shopping lifestyle has no effect on impulsive buying. Then, shopping 

lifestyle could be an intervening variable between service quality and promotion 

on impulsive buying, but the influence was weak. 
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