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PENGARUH IMPULSE BUYING TENDENCY, POSITIF AFFECT, 

NEGATIF AFFECT TERHADAP URGE TO PURCHASE YANG 
MENYEBABKAN IMPULSE BUYING DI INFORMA  

 
 
 

ABSTRAK 
 

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh 
impulse buying tendency, afeksi positif, afeksi negatif terhadap urge to purchase 
yang menyebabkan impulse buying di informa surabaya. Sampel yang digunakan 
sebanyak 120 responden dengan teknik analisis SEM dengan bantuan program 
LISREL 8.80.  

Hasil penelitian ini menunjukkan bahwa impulse buying tendency, positif 
affect, negatif affect terhadap urge to purchase memiliki pengaruh positif terhadap 
impulse buying, hal ini mendukung hipotesis pertama, yaitu impulse buying 
tendency berpengaruh positif terhadap urge to purchase dan hipotesis kedua, yaitu 
positif affect berpengaruh positif terhadap urge to purchase dan hipotesis ketiga, 
yaitu negatif affect berpengaruh negatif terhadap urge to purchase dan hipotesis 
keempat, yaitu urge to purchase berpengaruh positif terhadap impulse buying.  
 
 
Kata Kunci: impulse buying tendency, positif affect, negatif affect, urge to 
purchase, impulse buying  
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THE EFFECT OF IMPULSE BUYING TENDENCY, POSITIVE 
AFFECT, NEGATIVE AFFECT ON URGE TO PURCHASE 
WHICH CAUSES IMPULSE BUYING ON PRODUCTS IN 

INFORMA 
 

 
ABSTRAK 

 
The study aims to determine and analyze the effect of impulse buying 

tendency, positive affect, negative affect on urge to purchase against impulse 
buying in Informa in Surabaya. The sample used was 120 respondents with SEM 
analysis technique wit the help of the Lisrel 8.80 program. 

The results of this study indicate that impulse buying tendency, positive 
affect, negative affect on urge to purchase has a positive affect on impulse buying, 
this supports the first hypothesis, that is impulse buying tendency has a positive 
effect on urge to purchase and the second hypothesis, that is positive affect has a 
positive effect on urge to purchase and hypothesis third that is negative affect 
negatively affects urge to purchase and the fourth hypothesis that is urge to 
purchase has a positive effect on impulse buying.  

 
 
Keywords: impulse buying tendency, positif affect, negatif affect, urge to 
purchase, impulse buying  
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