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PENGARUH FASHION INVOLVEMENT,
EMOSI POSITIF DAN HEDONIC CONSUMPTION TENDENCY
TERHADAP PEMBELIAN IMPULSIF
DI DEPARTMENT STORE

Disusun oleh :
Ni Luh Gde Geeta Anjani
NPM : 105001500

Pembimbing Utama Drs.M.F. Shellyana Junaedi, SE.,M.Si
Intisari

Penelitian ini dilakukan untuk menganalisis pengaruh fashion involvement, emosi
positif dan hedonic consumption tendency terhadap pembelian impulsif produk fashion di
department store.

Responden dalam penelitian ini berjumlah 200 orang mahasiswa yang pernah
melakukan pembelian produk fashion di department store yang ada di Yogyakarta dengan
menggunakan convenience sampling. Metode analisis data yang digunakan adalah analisis
persentase, analisis deskriptif, analisis regresi sederhana dan analisis regresi berganda.

Berdasarkan hasil analisis, diperolen beberapa kesimpulan. Pertama hasil
penelitian menunjukkan bahwa fashion involvement berpengaruh positif terhadap hedonic
consumption tendency. Kedua, fashion involvement dan hedonic consumption tendency
berpengaruh positif terhadap emosi positif. Ketiga, emosi positif berpengaruh negatif
terhadap pembelian impulsif sedangkan fashion involvement dan hedonic consumption
tendency berpengaruh positif terhadap pembelian impulsif produk fashion di department

store.

Kata kunci : Fashion involvement, emosi positif, hedonic consumption tendency,
pembelian impulsif, department store.



THE EFFECT OF FASHION INVOLVEMENT,
POSITIVE EMOTION AND HEDONIC CONSUMPTION
TENDENCYTOWARDS IMPULSE BUYING
AT DEPARTMENT STORE

Disusun oleh :
Ni Luh Gde Geeta Anjani
NPM : 105001500

Abstract

This research aims at analyzing the effect of fashion involvement, positive emotion
and hedonic consumption tendency towards impulse buying at department store.

The study obtained 200 college students as a respondents, that have shopped for
fashion products at department store in Yogyakarta, using convenience sampling
technique. Data analysis method in this research consists of percentage analysis,
descriptive analysis, and linear regression analysis.

Based on the analysis, we can get some conclusions. First, fashion involvement
have affected positively on hedonic consumption tendency. Second, fashion involvement
and hedonic consumption tendency have affected positively on positive emotion. Third,
positive emotion have affected negatively on impulse buying while fashion involvement

and hedonic consumption tendency have affected positively on impulse buying.

Keywords : Fashion involvement, positive emostion, hedonic consumption tendency,

impulse buying, department store.
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