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ABSTRAK 

 

Tujuan penelitian ini adalah menganalisis pengaruh fashion involvement 

dan shopping lifestyle terhadap impulse buying produk fashion di shopee dengan 

positive emotion sebagai variabel intervening pada konsumen Shopee di Kudus. 

Pendekatan yang digunakan adalah pendekatan kuantitatif. Sampel penelitian ini 

adalah konsumen Shopee di Kudus berjumlah 168 responden dan pengambilan 

sampel menggunakan metode simple random sampling. Pengambilan data 

menggunakan metode kuesioner. Teknik analisis data menggunakan Structural 

Equation Modeling (SEM). Hasil penelitian menunjukkan bahwa fashion 

involvement berpengaruh positif dan signifikan terhadap impulse buying pada 

konsumen Shopee di Kudus. Shopping lifestyle berpengaruh positif dan signifikan 

terhadap impulse buying pada konsumen Shopee di Kudus. Fashion involvement 

berpengaruh positif namun tidak signifikan terhadap positive emotion pada 

konsumen Shopee di Kudus. Shopping lifestyle berpengaruh positif dan signifikan 

terhadap positive emotion pada konsumen Shopee di Kudus. Positive emotion 

berpengaruh positif dan signifikan terhadap impulse buying pada konsumen 

Shopee di Kudus. Fashion involvement berpengaruh positif dan signifikan 

terhadap impulse buying melalui positive emotion pada konsumen Shopee di 

Kudus. Shopping lifestyle berpengaruh positif dan signifikan terhadap impulse 
buying melalui positive emotion pada konsumen Shopee di Kudus. 

 

Kata Kunci :  Fashion Involvement, Shopping Lifestyle, Positive Emotion, 

Impulse Buying. 
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ABSTRACT 
 

The aim of this research is to analyze the influence of fashion involvement 

and shopping lifestyle on impulse buying of fashion products at Shopee with 

positive emotion as an intervening variable for Shopee consumers in Kudus. The 

approach used is a quantitative approach. The sample for this research was 

Shopee consumers in Kudus totaling 168 respondents and sampling used the 

simple random sampling method. Data collection uses a questionnaire method. 

The data analysis technique uses Structural Equation Modeling (SEM). The 

research results show that fashion involvement has a positive and significant 

effect on impulse buying among Shopee consumers in Kudus. Shopping lifestyle 

has a positive and significant effect on impulse buying among Shopee consumers 

in Kudus. Fashion involvement has a positive but not significant effect on positive 

emotion among Shopee consumers in Kudus. Shopping lifestyle has a positive and 

significant effect on positive emotions among Shopee consumers in Kudus. 

Positive emotion has a positive and significant effect on impulse buying among 

Shopee consumers in Kudus. Fashion involvement has a positive and significant 

effect on impulse buying through positive emotions among Shopee consumers in 

Kudus. Shopping lifestyle has a positive and significant effect on impulse buying 

through positive emotions among Shopee consumers in Kudus. 

 

Keywords: Fashion Involvement, Shopping Lifestyle, Positive Emotion, Impulse 

Buying. 
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