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ABSTRAKSI 

 

Penelitian ini bertujuan untuk mengetahui pengaruh dimensi consumer traits 

terhadap impulse buying. Populasi dalam penelitian ini adalah pengguna Grabfood  

di Kabupaten Kebumen yang pernah melakukan impulse buying di Grabfood. 

Sampel penelitian sebanyak 100 responden dengan metode purposive sampling. 

Metode yang digunakan dalam penelitian ini adalah metode kuantitatif. Analisis 

data yang digunakan yaitu uji instrument validitas dan reliabilitas, uji asumsi klasik 

dan uji hipotesis dengan menggunakan program SPSS 25.0 for windows. Dimensi 

dari Consumer Traits ini berisikan empat variabel yaitu Impulse Buying Tendency, 

Shopping Enjoymet Tendency, Consumer Mood, dan Person Situation. Hasil 

penelitian ini menunjukkan bahwa semua item pernyataan setiap variabel valid dan 

reliable. Model penelitian memenuhi kriteria uji asumsi klasik tidak terdapat 

multikolonieritas, heterokedastisitas, dan memenuhi asumsi normalitas. penelitian 

ini menunjukan bahwa Impulse Buying Tendency, Shopping Enjoymet Tendency, 

Consumer Mood, dan Person Situation berpengaruh terhadap impulse buying. 

 

Kata kunci: Impulse Buying Tendency, Shopping Enjoymet Tendency, Consumer 

Mood, dan Person Situation  
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ABSTRACT 

 

This study aims to determine the influence of consumer traits dimension on impulse 

buying. The population in this study is Grabfood users in Kebumen who have done 

impulse buying in Grabfood. Research sample of 100 respondents with purposive 

sampling method. The method used in this study is a quantitative method. Analysis 

of the data used is the instrument validity and reliability test, classical assumption 

test and hypothesis test using SPSS 25.0 for windows. The dimensions of Consumer 

Traits consist of four variables: Impulse Buying Tendency, Shopping Enjoymet 

Tendency, Consumer Mood, and Person Situation. The results showed that all items 

of each variable statement is valid and reliable. The research Model meets the 

criteria of classical assumption test there is no multicoloniality, heterokedastisitas, 

and meet the assumption of normality. this study shows that Impulse Buying, 

Shopping enjoyment, Consumer Mood, and Person Situation influence impulse 

buying. 

 

Keywords: Impulse Buying Tendency, Shopping Enjoymet Tendency, Consumer 

Mood, and Person Situation  
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