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PENGARUH SHOPPING LIFESTYLE, FASHION INVOLVEMENT
DAN HEDONIC SHOPPING VALUE TERHADAP IMPULSE BUYING
BEHAVIOUR PELANGGAN TOKO THE EXECUTIVE SURABAYA

ABSTRAK

Kebutuhan konsumen vyang bervariasi berpengaruh terhadap
perubahan pola gaya hidup atau lifestyle seseorang, sehingga berdampak pada
gaya berbelanja atau shopping lifestyle seseorang. Bagi seseorang, berbelanja
merk terkenal dengan kualitas dan model yang terbaru akan menigkatkan
tingkat sosial seseorang, meskipun harga dari produk tersebut sangat mahal.
Dengan kata lain fashion involvement berpengaruh terhadap pengambilan
keputusan seseorang dalam berbelanja. Keputusan belanja seseorang didasari
juga oleh perasaan atau emosi seseorang agar mendapatkan pengalaman
belanja yang menyenangkan atau hedonic shopping value. Sehingga
seseorang dapat merasa nyaman dan terhibur pada saat mereka berbelanja
dan dapat terciptanya impulse buying pada saat itu juga. Dan juga melihat
keadaan saat ini pola konsumtif belanja pria dan wanita tidak jauh berbeda.
Maka tujuan dari penelitian ini untuk mengetahui pengaruh Shopping lifestyle,
fashion involvement, hedonic shopping value terhadap impulse buying
behaviour toko the executive di surabaya dan apakah terdapat perbedaan
kebutuhan antara laki-laki dan perempuan terhadap perilaku impulse buying
di toko the executive surabaya. Penelitian ini dilakukan dengan menyebarkan
kuesioner sebanyak 100 responden dan pengolahan data dengan
menggunakan analisis regresi linier berganda dan uji t-test (uji t) dengan
menggunakan program SPSS 16.0.

Hasil analisis menunjukan bahwa fashion involvement dan hedonic
shopping value berpengaruh terhadap impulse buying behaviour, tetapi
shopping lifestyle tidak berpengaruh terhadap impulse buying behaviour. Dan
tidak ada perbedaan kebutuhan antara laki-laki dan perempuan..

Kata Kunci: Shopping Lifestyle, Fashion Involvement, Hedonic Shopping
Value, Impulse Buying Behaviour.
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THE INFLUENCE OF CUSTOMER SATISFACTION, AND BRAND
TRUST TOWARD CUSTOMER LOYALTY TO PRIVATE LABEL
CARREFOUR IN SURABAYA

ABSTRACT

Varying needs of consumers who influence the changes in the
pattern of a person's lifestyle, so the impact on the style of one's shopping
lifestyle. For someone, shop famous brands with quality and latest models
will boost one's social level, even though the price of the product is very
expensive. In other words fashion involvement influence on a person's
decision-making in the shop. Someone spending decisions based on feelings
or emotions as well by someone in order to get a pleasant shopping
experience or Hedonic Shopping Value. So that one can feel comfortable and
entertained when they shop and can create impulse buying at that time. And
also look at the current state of consumer spending patterns of men and
women are not much different. So the purpose of this study was to determine
the effect Shopping lifestyle, fashion involvement, hedonic shopping value
against impulse buying behavior stores the executive in Surabaya and
whether there is a difference between the needs of men and women on the
behavior of impulse buying at the store the executive surabaya. The research
was conducted by distributing questionnaires of 100 respondents and data
processing using multiple linear regression analysis and t-test (t test) using
SPSS 16.0.

Results of the analysis showed that fashion involvement and hedonic
shopping value affects the impulse buying behavior, but shopping lifestyle
does not affect the impulse buying behavior. And there is no difference
between the needs of men and women.

Key words: Shopping Lifestyle, Fashion Involvement, Hedonic Shopping
Value, Impulse Buying Behaviour.
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