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Abstraksi 

 

 Perilaku pembelian impulsif merupakan proses pembelian konsumen 

yang cenderung secara spontan dan seketika tanpa derencanakan terlebih 

dahulu. Pembelian yang dilakukan tanpa rencana ini dapat disebabkan oleh 

beberapa hal antara lain shopping emotion, perceived risk dan moderasi 

buying impulsiveness trait. 

Tujuan penelitian ini adalah diharapkan untuk mengetahui dan 

menganalisis apakah pengaruh shopping emotion dan perceived risk 
terhadap perilaku pembelian impulsif dengan dimoderasi buying 

impulsiveness trait di Alfamart Surabaya. 

Penelitian ini dilakukan dengan cara survey. Kuesioner dibagikan 

kepada seluruh pelanggan Alfamart di Surabaya. Pengambilan sampel 

menggunakan non probability sampling dimana penyebaran kuesioner 

dilakukan peneliti bedasarkan pertimbangan peneliti pada responden yang 

pernah berbelanja di Alfamart. Jumlah sampel adalah 100 orang. Alat 

analisis yang digunakan adalah moderated regression analysis.  

Hasil penelitian menunjukkan bahwa terdapat pengaruh signifikan 

antara variabel shopping emotion pleasure, shopping emotion arousal dan 

perceived risk terhadap perilaku pembelian impulsif. Selain itu variabel 

moderasi buying impulsiveness trait juga menunjukkan pengaruh yang 
signifikan terhadap shopping emotion pleasure dan arousal, namun hanya 

pada perceived risk menunjukkan pengaruh yang tidah signifikan. 

Kata kunci: perilaku pembelian impulsif 
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Abstract 

  

 Impulsive buying behavior of consumers who are purchasing process 

tends to be spontaneous and immediate, without derencanakan first. 

Purchases made without a plan could be caused by several things such as 

shopping emotion, perceived risk and moderation buying impulsiveness 

trait. The purpose of this study is expected to study and analyze whether the 

influence of emotion and perceived risk shopping on impulsive buying 

behavior is moderated by buying impulsiveness trait in Alfamart Surabaya. 
 This research was conducted by a survey. Questionnaires were 

distributed to all subscribers Alfamart in Surabaya. Sampling using a non-

probability sampling in which the dissemination of a questionnaire 

conducted by researcher Based on consideration of researchers on the 

respondents who had shopped at Alfamart. Total sample was 100 people. 

The analysis tools are moderated regression analysis. 

 The results showed that there is significant influence between 

variable of emotion Pleasure shopping, shopping emotion arousal and 

perceived risk on impulsive buying behavior. Besides buying impulsiveness 

trait moderating variables also showed significant effect on emotion 

shopping pleasure and arousal, but only on the perceived risk shows not 

significant influence. 
Key word: Impulsive buying behavior 


