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ABSTRAK 

Tujuan dari penelitian ini yaitu untuk mengetahui pengaruh fashion involvement, 

store atmosphere, hedonic shopping value, dan sales promotion terhadap impulse 

buying pada konsumen Pakuwon Trade Center Surabaya. Variabel bebas dalam 

penelitian ini adalah fashion involvement, store atmosphere, hedonic shopping 

value, dan sales promotion. Sedangkan variabel terikat dalam penelitian ini 

impulse buying. Dalam penelitain ini, penentuan sampel dilakukan dengan 

prosedur purposive sampling. Sampel yang digunakan dalam penelitian ini 

sebanyak 94 orang. Uji Hipotesa dengan melakukan analisa regresi linear 

berganda. Sebelum dilakukan uji hipotesis dilakukan uji reliabilitas dan validitas. 

Hasilnya adalah semua variabel valid dan reliabel, hasil uji F menunjukkan 

Fhitung>Ftabel dengan signifikansi 0,000 yang lebih kecil dari 0,05. Dengan 

demikian hipotesis yang menyatakan “fashion involvement, store atmosphere, 

hedonic shopping value, dan sales promotion secara simultan berpengaruh 

signifikan terhadap impulse buying pada konsumen Pakuwon Trade Center 

Surabaya” dapat didukung kebenarannya. Hasil uji t menunjukkan masing-masing 

variabel dengan signifikansi lebih kecil dari 0.05. Dengan demikian hipotesis 

yang menyatakan “fashion involvement, store atmosphere, hedonic shopping 

value, dan sales promotion secara parsial berpengaruh signifikan terhadap impulse 

buying pada konsumen Pakuwon Trade Center Surabaya” dapat didukung 

kebenarannya. 

 

Kata kunci : Fashion Involvement, Store Atmosphere, Hedonic Shopping 

Value, Sales Promotion, dan Impulse Buying. 
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ABSTRACT 

The purpose of this study is to determine the effect of fashion involvement, store 

atmosphere, hedonic shopping value, and sales promotion on impulse buying in 

Pakuwon Trade Center Surabaya consumers. The independent variables in this 

study are fashion involvement, store atmosphere, hedonic shopping value, and 

sales promotion. While the dependent variable in this study was impulse buying. 

In this research, the determination of the sample is done by purposive sampling 

procedure. The sample used in this study were 94 people. Hypothesis test by 

analyzing multiple linear regression. Before the hypothesis test is carried out the 

reliability and validity test. The result is that all variables are valid and reliable, 

the results of the F test show Fcount> F table with a significance of 0,000 that is 

smaller than 0.05. Thus the hypothesis stating "fashion involvement, store 

atmosphere, hedonic shopping value, and sales promotion simultaneously has a 

significant effect on impulse buying in Surabaya Pakuwon Trade Center 

consumers" can be supported by its truth. T test results showed each variable with 

a significance of less than 0.05. Thus the hypothesis stating "fashion involvement, 

store atmosphere, hedonic shopping value, and sales promotion partially has a 

significant effect on impulse buying in Surabaya Pakuwon Trade Center 

consumers" can be supported by its truth. 

 

Keyword : Fashion Involvement, Store Atmosphere, Hedonic Shopping 

Value, Sales Promotion, and Impulse Buying.  


