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ABSTRAK 

 

 Budaya melekat pada diri seseorang sejak lahir. Budaya mencerminkan 

kebiasaan, perilaku, dan karakteristik dari seseorang. Setiap konsumen memiliki 

budayanya masing-masing yang mencerminkan perilaku dan kebiasaan dalam 

berbelanja. Penelitian ini bertujuan untuk menganalisis pengaruh dari Culture 

dengan dimensi Collectivism, Power Distance, Uncertainty Avoidance, dan 

Masculinity terhadap Cognitive dan Affective Impulse Buying konsumen etnis Jawa 

pada produk fashion di toko ZARA Surabaya. Penelitian ini menggunakan metode 

kuantitatif dan data yang digunakan dalam penelitian ini merupakan data primer. 

Jumlah sampel yang diambil untuk penelitian ini adalah sebanyak 150 responden 

dengan teknik penyampelan nonprobability sampling menggunakan purposive 

sampling. Penelitian ini menggunakan teknik analisis multiple linier regression 

dengan bantuan program SPSS 25. 

 Pada penelitian ini dapat ditemukan bahwa Collectivism berpengaruh positif 

signifikan terhadap Cognitive Impulse Buying. Power Distance berpengaruh negatif 

signifikan terhadap Cognitive Impulse Buying. Uncertainty Avoidance berpengaruh 

negatif signifikan terhadap Cognitive Impulse Buying. Masculinity berpengaruh 

positif signifikan terhadap Cognitive Impulse Buying. Collectivism berpengaruh 

positif signifikan terhadap Affective Impulse Buying. Power Distance berpengaruh 

negatif signifikan terhadap Affective Impulse Buying. Uncertainty Avoidance 

berpengaruh negatif signifikan terhadap Affective Impulse Buying. Masculinity 

berpengaruh positif signifikan terhadap Affective Impulse Buying. 

 

Kata kunci: Culture, Collectivism, Power Distance, Uncertainty Avoidance, 

Cognitive Impulse Buying, Affective Impulse Buying 
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ABSTRACT 

 

 Culture is inherent in a person from birth. Culture reflects the habits, 

behavior, and characteristics of a person. Every consumer has their own culture 

that reflects their shopping behavior and habits. This study aims to analyze the 

influence of Culture with the dimensions of Collectivism, Power Distance, 

Uncertainty Avoidance, and Masculinity on Cognitive and Affective Impulse Buying 

of ethnic Javanese consumers on fashion products in ZARA Surabaya stores. This 

research uses quantitative methods and the data used in this study are primary data. 

The number of samples taken for this study were 150 respondents with a 

nonprobability sampling sampling technique using purposive sampling. This study 

uses multiple linear regression analysis techniques with the help of the SPSS 25 

program. 

In this study it can be found that Collectivism has a significant positive effect 

on Cognitive Impulse Buying. Power Distance has a significant negative effect on 

Cognitive Impulse Buying. Uncertainty Avoidance has a significant negative effect 

on Cognitive Impulse Buying. Masculinity has a significant positive effect on 

Cognitive Impulse Buying. Collectivism has a significant positive effect on Affective 

Impulse Buying. Power Distance has a significant negative effect on Affective 

Impulse Buying. Uncertainty Avoidance has a significant negative effect on 

Affective Impulse Buying. Masculinity has a significant positive effect on Affective 

Impulse Buying. 

 

Keywords: Culture, Collectivism, Power Distance, Uncertainty Avoidance, 

Cognitive Impulse Buying, Affective Impulse Buying 

 

 

 


