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ABSTRAK 

 

 Dalam setiap individu pasti memiliki budaya yang berbeda-beda di dalam 

dirinya. Hal itu biasanya dipengaruhi oleh faktor darimana mereka berasal. Dalam 

kebudayaan yang berbeda-beda tentu juga menyebabkan persepsi yang berbeda-

beda juga dalam mengambil keputusan pembelian. Di dalam penelitian ini 

memiliki tujuan untuk menganalisis pengaruh Culture dengan dimensi Power 

Distance, UncertaintyAvoidance, Masculinity, Collectivism, Life Satisfaction, 

Financial Satisfaction terhadap Impulse Buying pada toko H&M di Surabaya. 

Pada penelitian ini menggunakan metode kuantitatif dan pada penelitian ini 

menggunakan data primer. Jumlah sampel yang diambil pada penelitian kali ini 

sebanyak 150 responden dengan pengambilan sampel nonprobability sampling, 

menggunakan purposive sampling. Teknik analisis yang digunakan adalah analisis 

Multiple Linier Regression dengan bantuan program SPSS 25. 

 Pada penelitian ini memiliki hasil dan temuan bahwa Power Distance 

berpengaruh positif signifikan terhadap Impulse Buying. UncertaintyAvoidance 

berpengaruh negatif signifikan terhadap Impulse Buying. Masculinity berpengaruh 

positif signifikan terhadap Impulse Buying. Collectivism berpengaruh positif 

signifikan terhadap Impulse Buying. Life Satisfaction berpengaruh positif 

signifikan pada Impulse Buying. Financial Satisfaction berpengaruh positif 

signifikan terhadap Impulse Buying. 

 

Kata kunci : Culture, Power Distance, UncertaintyAvoidance, Masculinity, 

Collectivism, Life Satisfaction, Financial Satisfaction, Impulse Buying. 
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THE EFFECT OF CULTURE FACTORS AND LIFESTYLE  

FACTORS ON IMPULSE BUYING  

IN H&M SHOP CONSUMERS  

IN SURABAYA 

 

 

ABSTRACT 

 

 In every individual must have a different culture in him. This is usually 

influenced by factors where they come from. In different cultures, of course also 

causes different perceptions also in making purchasing decisions. In this study, 

the aim is to analyze the influence of Culture with the dimensions of Power 

Distance, UncertaintyAvoidance, Masculinity, Collectivism, Life Satisfaction, 

Financial Satisfaction on Impulse Buying at H&M stores in Surabaya. In this 

study using quantitative methods and in this study using primary data. The 

number of samples taken in this study were 150 respondents with nonprobability 

sampling sampling techniques, using purposive sampling. The analysis technique 

used is Multiple Linear Regression analysis with the help of the SPSS 25 

program. 

 In this study has the results and findings that Power Distance has a 

significant positive effect on Impulse Buying. UncertaintyAvoidance has a 

significant negative effect on Impulse Buying. Masculinity has a significant 

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

on Impulse Buying. Life Satisfaction has a significant positive effect on Impulse 

Buying. Financial Satisfaction has a significant positive effect on Impulse Buying. 

 

Keywords : Culture, Power Distance, UncertaintyAvoidance, Masculinity, 

Collectivism, Life Satisfaction, Financial Satisfaction, Impulse Buying. 

 

 

 

 

 

 

 

 

 


