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ABSTRAK 

 

 

 Impulse buying merupakan fenomena yang hingga saat ini meluas 

dikalangan masyarakat, karena hal ini berhubungan erat dengan perilaku 

konsumen dalam melakukan pembelian. Hal ini menjadi sangat penting bagi 

riteler, karena melalui perilaku impulse buying akan diperoleh peningkatan 

kinerja penjualan. Oleh karena itu, konsumen yang impulsif menjadi suatu 

segmen pasar tersendiri bagi riteler. Tujuan dari penelitian ini adalah 

menguji pengaruh variabel design dan social characteristics terhadap 

positive emotion dan perilaku impulse buying serta menguji pengaruh 

variabel money availability dalam memoderasi hubungan antara positive 

emotion dan perilaku impulse buying. Penelitian ini menggunakan sumber 

data primer yang diperoleh secara langsung dari konsumen wanita The 

Body Shop Surabaya, dengan sampel sebanyak 200 responden yang diambil 

dengan menggunakan teknik purposive sampling. Pengumpulan data akan 

dilakukan dengan cara membagikan kuesioner secara langsung kepada 

responden yang pernah berbelanja pada The Body Shop Surabaya. Teknik 

analisis data yang digunakan adalah Moderated Structural Equation 

Modelling. Hasil analisis menunjukkan bahwa hanya variabel social 

characteristics yang berpengaruh secara positif terhadap positive emotion. 

Selain itu, positive emotion tidak berpengaruh positif terhadap perilaku 

impulse buying, dan variabel money availability tidak memoderasi secara 

positif hubungan antara positive emotion dan perilaku impulse buying. 

 

Kata Kunci: Design Characteristics, Social Characteristics, Positive 

Emotion, Perilaku Impulse Buying, Money Availability. 
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ABSTRACT 

 

 
 Until now, impulse buying is a phenomenon that widespread 

among the public, because it is closely linked to the behavior of consumers 

in the purchase. This will be particularly important for retailers, because 

through impulse buying behavior will be obtained by an increase in sales 

performance. Therefore, impulsive consumers into a separate market 

segment for retailers. The aim of this study was to test the effect of design 

and social characteristics variables to positive emotion and impulse buying 

behavior and to test the effect of variable money availability in moderating 

the relationship between positive emotion and impulse buying behavior. 

This study uses primary data sources obtained directly from female 

consumers of The Body Shop Surabaya, with a sample of 200 respondents 

drawn using purposive sampling technique. Data collection will be done by 

distributing questionnaires directly to the respondents who have ever 

shopped at The Body Shop Surabaya. The data analysis technique used is 

Moderated Structural Equation Modelling. The analysis showed that the 

only variable affecting social characteristics positively to positive emotion. 

In addition, positive emotion is not a positive influence on the behavior of 

impulse buying, and the availability of money variable does not moderate 

positive correlation between positive emotion and impulse buying behavior. 

 

Keywords: Design Characteristics, Social Characteristics, Positive 

Emotion, Perilaku Impulse Buying, Money Availability. 

 
 
 


