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PENGARUH AVAILABILITY OF MONEY TERHADAP HEDONIC 

CONSUMPTION TENDENCY DAN IMPULSE BUYING GENERASI 

“Y” PADA PRODUK FASHION DI SOGO GALAXY MALL 

SURABAYA 

ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh Availability Of 

Money, Fashion Involvement, Hedonic Consumption Tendency terhadap 

Impulse Buying. Objek penelitian ini adalah konsumen bergenerasi “Y” atau 

millennial pada Sogo Department Store Galaxy Mall Surabaya. Penelitian 

ini menggunakan teknik analisis Structural Equation Modeling (SEM). 

Objek dari penelitian ini adalah konsumen generasi Y yang lahir di awal 

tahun 1980-an dan 2000-an, dan pernah berbelanja pada Sogo Department 

Store Galaxy Mall Surabaya, dengan jumlah sampel sebanyak 120 

responden. Hasil Penelitian ini dapat disimpulkan: (1) Availability of Money 

berpengaruh positif terhadap Impulse Buying, (2) Availability of Money 

berpengaruh positif terhadap Hedonic Consumption Tendency, (3) Fashion 

Involvement berpengaruh  positif terhadap Impulse Buying, (4) Fashion 

Involvement berpengaruh positif terhadap Hedonic Consumption Tendency, 

(5) Hedonic Consumption Tendency berpengaruh positif terhadap Impulse 

Buying. 

Kata Kunci       : Availability Of Money, Fashion Involvement, Hedonic   

Consumption Tendency, Impulse Buying 
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EFFECT OF AVAILABILITY OF MONEY ON HEDONIC 

CONSUMPTION TENDENCY AND IMPULSE BUYING 

GENERATION "Y" ON FASHION PRODUCTS IN SOGO GALAXY 

MALL SURABAYA 

ABSTRACT  

This study aims to determine the effect of Availability Of Money, 

Fashion Involvement, Hedonic Consumption Tendency to Impulse Buying. 

The object of this research is consumer generated "Y" or millennial at Sogo 

Department Store Galaxy Mall Surabaya. This research uses Structural 

Equation Modeling (SEM) analysis technique. The object of this research is 

the Y-generation consumers who were born in the early 1980s and 2000s, 

and had been shopping at Sogo Department Store Galaxy Mall Surabaya, 

with a total sample of 120 respondents. The result of this research can be 

concluded: (1) Availability of Money have positive effect on Impulse 

Buying, (2) Availability of Money have positive effect on Hedonic 

Consumption Tendency, (3) Fashion Involvement have positive effect on 

Impulse Buying, (4) Fashion Involvement have positive effect to Hedonic 

Consumption Tendency, (5) Hedonic Consumption Tendency has a positive 

effect on Impulse Buying. 

Key Words       : Availability Of Money, Fashion Involvement, Hedonic   

Consumption Tendency, Impulse Buying 

 

 

 

 


