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ABSTRAK

Penelitian ini dilakukan untuk mengetahui pengaruh shopping lifestyle,
hedonic shopping value, dan store atmosphere terhadap impulse buying behavior
di Celcius Fashion Store Plaza Surabaya. Teknik analisa dalam penelitian ini
adalah teknik analisis kuantitatif dengan analisa regresi linier berganda. Pada
penelitian ini jumlah sampel yang digunakan sebesar 100 orang konsumen Celcius
Fashion Plaza Surabaya. Berdasarkan uji statistik persamaan regresi linier
berganda:

Y =0,653 + 0,984.X; + 0,715.X, + 0,935.X3 + 0,231

Seluruh variabel bebas (X) dikatakan mempunyai pengaruh positif
terhadap variabel terikat ().

Hasil penelitian membuktikan thiwng Secara parsial untuk variabel shopping
lifestyle (Xi) sebesar 2,904 lebih besar dari nilai tupe Sebesar 1,985. Variabel
hedonic shopping value (X;) sebesar 2,810 lebih besar dari nilai type Sebesar
1,985. Variabel store atmosphere (X3) sebesar 2,875 lebih besar dari nilai tipe
sebesar 1,985. Hasil penelitian juga membuktikan uji hipotesis secara simultan
untuk variabel shopping lifestyle (Xi), Variabel hedonic shopping value (X3),
Variabel store atmosphere (Xs) terhadap impulse buying behavior (Y) dengan
Fhitung (33.459) > Fraper (2.699) dan memiliki taraf signifikansi sebesar 0,019 yang
lebih kecil dari 0,05. Maka, variabel shopping lifestyle, hedonic shopping value
dan store atmosphere secara bersama-sama (simultan) berpengaruh terhadap
variabel impulse buying behavior. Variabel yang paling dominan dalam penelitian
pengaruh shopping lifestyle, hedonic shopping value, dan store atmosphere
terhadap impulse buying behavior di Celcius Fashion Store Plaza Surabaya
adalah variabel hedonic shopping value dengan nilai standar koefisien sebesar
0,189. Nilai R? sebesar 0,769 angka ini menunjukkan bahwa 76,9 variabel impulse
buying behavior dipengaruhi oleh shopping lifestyle, hedonic shopping value, dan
store atmosphere sedangkan sisanya 23,1% dipengaruhi oleh variabel lain diluar
penelitian ini.

Kata Kunci:  shopping lifestyle, hedonic shopping value, store atmosphere,
impulse buying behavior.
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ABSTRACT

This research was conducted to determine the effect of shopping lifestyle,
hedonic shopping value, and store atmosphere on impulse buying behavior in the
Celcius Fashion Store Plaza Surabaya. The analysis technique in this study is
quantitative analysis techniques with multiple linear regression analysis. In this
study the number of samples used was 100 consumers of Celcius Fashion Plaza
Surabaya. Based on statistical tests of multiple linear regression equations:

Y =0,653 + 0,984.X; + 0,715.X, + 0,935.X3 + 0,231

All independent variables (X) are said to have a positive influence on the
dependent variable (Y).

The results of the study prove that tc.un: partially for the shopping lifestyle
variable (X;) of 2.904 is greater than the tipe value of 1.985. The hedonic
shopping value (X;) variable of 2.810 is greater than the type value of 1.985.
Store atmosphere variable (X3) of 2.875 is greater than the t table value of 1.985.
The results also prove simultaneous hyphothesis testing variable shopping
lifestyle (X1), hedonic shopping value (X;), store atmosphere (X3) on impulse
buying behavior (Y) with Fcount (33,459) > Ftable (2,699) and have a level
significance of 0,019 whicj is smaller than 0,05. So, variable shopping lifestyle,
hedonic shopping value and store atmosphere is together has simultaneous to
Impulse buying behavior variable. The most dominant variable in the study of the
influence of shopping lifestyle, hedonic shopping value, and store atmosphere on
the impulse buying behavior in the Celcius Fashion Store Plaza Surabaya is the
hedonic shopping value variable with a standard coefficient of 0.189. This R2
value of 0.769 figures indicates that 76.9 impulse buying behavior variables are
influenced by shopping lifestyle, hedonic shopping value, and store atmosphere
while the remaining 23.1% are influenced by other variables outside of this study.

Keywords : shopping lifestyle, hedonic shopping value, store atmosphere, impulse
buying behavior.
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