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Pengaruh Shopping Enjoyment Tendency, Self Esteem dan 

Shopping Lifestyle terhadap Impulse Buying Tendency dan 

Impulse Buying Behaviour pada H&M Tunjungan Plaza 

Surabaya 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui dan menganalisis 

pengaruh Shopping Enjoyment Tendency, Self Esteem dan Shopping 

Lifestyle terhadap Impulse Buying Tendency dan Impulse Buying 

Behaviour pada H&M Tunjungan Plaza Surabaya. Penelitian ini 

merupakan penelitian kausal. Penelitian ini menggunakan teknik 

pengambilan sampel yaitu purposive sampling, dengan jumlah 

sampel sebanyak 150 responden. Setiap responden tersebut 

merupakan individu yang pernah mengunjungi dan berbelanja di 

H&M Tunjungan Plaza Surabaya dan berdomisili di Kota Surabaya. 

Kuesioner digunakan untuk mengumpulkan data dan selanjutnya 

diolah dengan teknik analisis SEM (Structural Equation Modeling) 

dengan program LISERL 8,7. Hasil penelitian menunjukkan bahwa 

Shopping Enjoyment Tendency berpengaruh signifikan terhadap 

Impulse Buying Tendency, Shopping Enjoyment Tendency 

berpengaruh signifikan terhadap Impulse Buying Behaviour, Self 

Esteem berpengaruh signifikan terhadap Impulse Buying Tendency, 

Self Esteem berpengaruh signifikan terhadap Impulse Buying 

Behaviour, Shopping Lifestyle berpengaruh signifikan terhadap 

Impulse Buying Tendency, Shopping Lifestyle berpengaruh signifikan 

terhadap Impulse Buying Behaviour, Impulse Buying Tendency 

berpengaruh signifikan terhadap Impulse Buying Behaviour. 

 

Kata Kunci : Shopping Enjoyment Tendency, Self Esteem, Shopping 

Lifestyle, Impulse Buying Tendency, Impulse Buying Behaviour 
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The Effect of Shopping Enjoyment Tendency, Self-esteem and 

Shopping Lifestyle on Impulse Buying tendency and Impulse 

Buying Behavior on H&M Tunjungan Plaza Surabaya 

 

 

ABSTRACT 

 

 

This research aims to identify and analyze the effect of shopping 

enjoyment tendency, self esteem and shopping lifestyle on impulse 

buying tendency and impulse buying behaviour, with the number of 

sampling 160 responden. Each responden is an individual who has 

apprecieted and shopping in H&M Tunjungan Plaza Surabaya. 

Questionnaires were used to collect data and then processed by SEM 

(Structural Equation Modeling ) analysis technique with LISREL 8.7 

program. The result show shopping enjoyment tendency have a 

significant effect on impulse buying tendency, shopping enjoyment 

tendency have a significant effect on impulse buying behaviour, self 

esteem a have significant effect on impulse buying tendency, self 

esteem a have significant effect on impulse buying behaviour, 

shopping lifestyle have a significant effect on impulse buying 

tendency, shopping lifestyle have a significant effect on impulse 

buying behaviour, impulse buying tendency have a significant effect 

on impulse buying behaviour. 

 

Keywords: Shopping Enjoyment Tendency, Self Esteem, Shopping 

Lifestyle, Impulse Buying Tendency, Impulse Buying Behaviour 
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