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ABSTRAK

Keputusan pembelian yang dilakukan belum tentu direncanakan,
tetapi terdapat juga pembelian yang tidak direncanakan (impulsive buying)
akibat adanya rangsangan lingkungan belanja. Terdapat beberapa faktor
yang menyebabkan terjadinya impulse buying diantaranya adalah
TV/Media, self-esteem, impulsivity, anxiety dan social desirability.
Penelitian ini bertujuan untuk meneliti pengaruh self-esteem, impulsivity,
tv/media, dan social desirability terhadap impulse buying konsumen Uniglo
Tunjungan Plaza.

Desain penelitian yang diajukan ini adalah penelitian kausalitas.
Data penelitian diperoleh dengan membagikan kuesioner kepada sebagian
konsumen Uniglo Tunjungan Plaza. Teknik yang digunakan untuk menarik
sampel adalah teknik purposive sampling. Sampel penelitian ini sebanyak
200 orang responden. Hasil penelitian ini menemukan bahwa self-esteem,
impulsivity, tv/media, dan social desirability berpengaruh positif dan
signifikan terhadap impulse buying konsumen Uniglo Tunjungan Plaza.

Kata Kunci: Self-Esteem; Impulsivity; Tv/Media; Social Desirability;
Impulse Buying.
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ABSTRACT

The impact of Self-Esteem, Impulsivity, Tv/Media, And Social
Dsriabilty Towards Uniglo Consumers Impulse Buying At Tunjungan
Plaza Surabaya

The decision of purchases made are not necessarily planned, but
there was also unplanned purchases (impulsive buying) due to
environmental stimulus spending. There are several factors that cause the
occurrence of impulse buying them is the TV/Media, self-esteem, anxiety,
impulsivity, and social desirability. This research aims to examine the
influence of self-esteem, impulsivity, tv/media, and social desirability
against impulse buying of consumers Uniglo Tunjungan Plaza.

This proposed research design is the study of causality. Research
data obtained by distributing the questionnaire to most consumers Uniglo
Tunjungan Plaza. Techniques used to draw a sample of purposive sampling
technique was. The sample of this research as many as 200 people
respondents. The results of this study found that self-esteem, impulsivity,
tv/media, and social desirability of positive and significant effect against
impulse buying of consumers Uniglo Tunjungan Plaza..

Key Words: Self-Esteem; Impulsivity; Tv/Media; Social Desirability;
Impulse Buying.
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