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ABSTRAKSI 

 

Penelitian ini bertujuan untuk mengetahui tentang pengaruh Fashion Involvement, 

Hedonic Shopping Motivation, Positive Emotion, dan Money Availability terhadap 

Impulse Buying (Studi Pada Konsumen Cherry Stores). Permasalahan yang 

diangkat dalam penelitian ini adalah analisi pengaruh Fashion Involvement, 

Hedonic Shopping Motivation, Positive Emotion, dan Money Availability terhadap 

Impulse Buying (Studi Pada Konsumen Cherry Stores), dengan tujuan untuk 

mengetahui seberapa besar pengaruh secara parsial maupun simultan. Data sampel 

yang diambil pada penelitian ini yaitu konsumen Cherry Stores yang berusia 

minimal 17 tahun yang pernah melakukan pembelian secara tidak terencana 

(impulse buying) di Cherry Stores dengan jumlah 100 responden. Pada penelitian 

ini menggunakan angket/kuesioner sebagai alat pengumpulan data. Analisis data 

yang digunakan pada penelitian ini menggunakan analisis regresi linier berganda 

dan hasilnya dianalisis menggunakan program SPSS 25 for windows. Hasil 

hipotesis pertama bahwa Fashion Involvement secara parsial mempunyai pengaruh 

yang signifikan terhadap Impulse Buying. Hasil hipotesis kedua bahwa Hedonic 

Shopping Motivation secara parsial mempunyai pengaruh yang signifikan terhadap 

Impulse Buying. Hasil hipotesis ketiga bahwa Positive Emotion secara parsial 

mempunyai pengaruh yang signifikan terhadap Impulse Buying. Hasil hipotesis 

keempat bahwa Money Availability secara parsial mempunyai pengaruh yang 

signifikan terhadap Impulse Buying. Hasil hipotesis kelima bahwa Fashion 

Involvement, Hedonic Shopping Motivation, Positive Emotion, dan Money 

Availability secara simultan mempunyai pengaruh yang signifikan terhadap 

Impulse Buying. 

 

Kata kunci : Cherry Stores, Fashion Involvement, Hedonic Shopping Motivation, 

Positive Emotion, Money Availability, Impulse Buying.  
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ABSTRACT 

 

This research aims to find out the influence of Fashion Involvement, Hedonic 

Shopping Motivation, Positive Emotion, and Money Availability on Impulse Buying 

(Study of Cherry Stores Consumers). The problem raised in this research is the 

analysis of the influence of Fashion Involvement, Hedonic Shopping Motivation, 

Positive Emotion, and Money Availability on Impulse Buying (Study of Cherry 

Stores Consumers), with the aim of finding out how big the influence is partially or 

simultaneously. The sample data taken in this research were Cherry Stores 

consumers aged at least 17 years who had made unplanned purchases (impulse 

buying) at Cherry Stores with a total of 100 respondents. This research uses 

questionnaires as a data collection tool. Data analysis used in this research used 

multiple linear regression analysis and the results were analyzed using the SPSS 

25 for Windows program. The results of the first hypothesis are that Fashion 

Involvement partially has a significant influence on Impulse Buying. The results of 

the second hypothesis are that Hedonic Shopping Motivation partially has a 

significant influence on Impulse Buying. The results of the third hypothesis are that 

Positive Emotion partially has a significant influence on Impulse Buying. The 

results of the fourth hypothesis are that Money Availability partially has a 

significant influence on Impulse Buying. The results of the fifth hypothesis are that 

Fashion Involvement, Hedonic Shopping Motivation, Positive Emotion, and Money 

Availability simultaneously have a significant influence on Impulse Buying. 

 

Keywords : Cherry Stores, Fashion Involvement, Hedonic Shopping Motivation, 

Positive Emotion, Money Availability, Impulse Buying.  
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