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ABSTRAK

Di era yang serba maju seperti saat ini, smartphone sudah menjadi hal biasa yang
digunakan oleh masyarakat umum baik anak muda ataupun orang tua dengan
kegunaan yang berbeda-beda pula. Pertumbuhan pengguna smartphone di Indonesia
tergolong sangat pesat. Sehingga banyak hadirnya toko online banyak orang yang
dimudahkan dengan melakukan belanja memalui smartphone akan tetapi tidak
menutup kemungkinan konsumen membeli barang di toko regular. Kehadiran toko
online dianggap tidak mengancam keberadaan toko konvensional dikarenakan toko
konvensional masih menjadi pilihan utama konsumen dalam melakukan pembelian
produk, yang membuat toko konvensional lebih bertahan hinga sekarang.

Beberapa cara agar konsumen lebih memilih untuk membeli barang di toko di
karenakan dengan ditoko kita dapat melihat langsung barangnya, selain itu novelty,
praise from others, dan fun merupakan variabel yang adapat membuat konsumen
lebih memilih membeli barang di toko. Ditambah dengan variabel lain yang akan
memperkuat konsumen membeli barang di toko adalah variabel money availability,
time availability dan task definition. Adanya variabel pendukung ini membuat
konsumen akan lebih banyak menimbulkan sikap Impulse buying.

Penelitian dilakukan pada 150 konsumen yang pernah berbelanja di iBox
Surabaya. Teknik analisis yang digunakan adalah analisis regresi moderasi. Hasil
penelitian menunjukkan bahwa novelty, praise from others, dan fun tidak
berpengaruh terhadap impulse buying intention sedangkan excapisem dan sosial
interaction berpengaruh terhadap impulse buying intention. Temuan lain juga
menunjukkan bahwa money availability dan task definition berpengaruh  dapat
memperkuat hubungan antara hedonic shopping motivation dengan Impulse Buying
Intention. Sedangkan time availability tidak berpengaruh terhadap hubungan antara
edonic shopping motivation dengan Impulse Buying Intention.

Kata Kunci: Novelty, praise from others, fun, escampism, sosial interaction, money
availability, task definition, time availability, Impulse Buying Intention.
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ABSTRACT

In an advanced era like today, smartphones have become commonplace
used by the general public, both young people and parents with different uses. The
growth of smartphone users in Indonesia is very rapid. So that there are many online
stores that are facilitated by shopping through smartphones, but do not rule out the
possibility of consumers buying goods at regular stores. The presence of online stores
is considered not to threaten the existence of conventional stores because
conventional stores are still the main choice of consumers in purchasing products,
which makes conventional stores more sustainable now.

Some ways that consumers prefer to buy goods in stores because they are
shoped can allow us to see the items directly, besides novels, praise from others, and
fun is a variable that can make consumers prefer to buy goods in the store. Coupled
with other variables that will strengthen consumers buying goods in the store is the
variable money availability, time availability and task definition. The existence of
these supporting variables makes consumers more likely to cause Impulse buying
attitudes.

The study was conducted on 150 consumers who had shopped at iBox
Surabaya. The analysis technique used is the moderating regression analysis. The
results showed that novelty, praise from others, and fun had no effect on impulse
buying intention while excapisem and social interaction had an effect on the impulse
buying intention. Other findings also show that money availability and task definition
can influence the relationship between hedonic shopping motivation and Impulse
Buying Intention. While time availability does not affect the relationship between
edonic shopping motivation and Impulse Buying Intention.

Keywords: Novelty, praise from others, fun, escampism, social interaction, money
availability, task definition, time availability, Impulse Buying Intention.
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