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Pengaruh Shopping Enjoyment Tendency dan Materialism terhadap 
Impulse Buying melalui Positive Affect dan Urge to Purchase di H&M 

store  Surabaya

ABSTRAK

Bisnis fashion retail telah menjadi salah satu jenis usaha yang 
memiliki prospek cukup baik dimasa ini. Dimana semua orang saat ini ingin 
tampil fashionable. Penelitian ini bertujuan untuk menganalisis Pengaruh 
Shopping Enjoyment Tendency dan Materialism terhadap Impulse Buying 
melalui Positive Affect dan Urge to Purchase di H&M store  Surabaya. 
Teknik pengambilan sampel yang digunakan adalah purposive sampling, 
dengan jumlah responden sebanyak 150 orang konsumen mobile aplikasi 
Shopee di Surabaya. Data dikumpulkan menggunakan kuesioner. Teknik 
analisis data yang digunakan adalah analisis SEM dengan bantuan program 
LISREL. Hasil penelitian ini membuktikan: (1) Materialism berpengaruh 
positif namun tidak berpengaruh signifikan terhadap impulse buying; (2) 
Shopping Enjoyment Tendecy berpengaruh positif dan signifikan terhadap 
positive affect; (3) Positive Affect berpengaruh positif dan signifikan 
terhadapUrge to Purchase; (4) Urge to Purchase berpengaruh positif dan 
signifikan terhadap Impulse Buying pada konsumen H&M store di 
Surabaya.

Kata Kunci: Shopping Enjoyment Tendency, Materialism, Impulse 
Buying, Positive Affect, Urge to Purchase.
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Influence of Shopping Enjoyment Tendency and Materialism to Impulse 
Buying through Affos and Affiliate to Purchase at H & M store Surabaya

ABSTRACT

Fashion retail business has become one type of business that has a pretty 
good prospect in this time. Where everyone today wants to look fashionable. 
This study aims to analyze the influence of Shopping Enjoyment Tendency 
and Materialism to Impulse Buying through Positive Affect and Urge to 
Purchase at H & M store Surabaya. The sampling technique used is 
purposive sampling, with the number of respondents as many as 150 people 
mobile app Shopee in Surabaya. Data were collected using questionnaires. 
The data analysis technique used is SEM analysis with the help of LISREL 
program. The results of this study prove:(1) Materialism has a positive 
effect but has no significant effect on impulse buying; (2) Shopping 
Enjoyment Tendecy has a positive and significant effect on the positive 
affect; (3) Positive Affect positively and positively influence toUrge to 
Purchase; (4) Urge to Purchase have positive and significant impact to 
Impulse Buying on H & M store consumer in Surabaya.

Keywords: Shopping Enjoyment Tendency; Materialism; Impulse 
Buying; Urge to Purchase; Positive Affect.


