DAFTAR ISI

SKRIPS ...ttt ettt et e st eseteenaee e i
PERSETUJUAN SKRIPSI ......oooiiiiiiiiiieeiieieeieeieeee et i
PENGESAHAN KELULUSAN UJIAN .....ooiiiiiiiiiiiiiiiiiiiiiiiiieeeeeeeeseessesssnneanae. il
PERNYATAAN ORISINALITAS SKRIPSI ..ottt v
MOTTO DAN PERSEMBAHAN .........oootitiiiiiititeiieeeiiieiaestaeeeseassraessseseaseneaann... v
ABSTRACHY.... .0 ... gl ... EH8 8. ..o vi
ABSTRAK ... £ 3. . . o " "rEhs ... " 80 o . ............... vii
KATA PENGANTAR ..o iitiitiiteesitie e eesatt e eiee et eaasibae e eeesnateeneesaeeens viii
DAENARGISE. ... Y S D ... ... % B Xi
DAFTARTABEL.W B B.... JR3.. NN AN, S  W... Xiv
HRFTAECAMESREN” . TN L EY.. A Y Va. 2 W ... XV
DAFTAR LAMPIRAN .....ooiiiiiiiiiiiienitinnsesiineensanssesansesstberneesnnnssiloneeesiunenns Xvi
BABI......o " W . IBL. " ... =»H.... 1
1.1 LatargiSSRIES g W .....of SR Y ....... dF. oS ................ H......... 1
1.2 Rumusan Masalah...........c..oeiiiiiiiiiiiiiiiiiiiieeceee s 13
1.3 Tujuar™NGERST (TR . S § S W .. ................... ... 14
1.4 Kegunaan Penelitian ..........c.cccceeiviiiiiiiiiiieee it sineeee e 15

| Sistematil@Pdnulisah .. Aw . . 8. 4. .4. 8.....................0......... 16
BAB@.................... XSO N Y W R LY BN S R ... i 18
2.1 Telaah T@OTT ..eivuuteieiiie et ettt ettt ettt 18
2.1.1 Consumer Behaviour (Perilaku Konsumen)..........cccccocoeeeennnnnnne. 18
YRWA TIIND. N of W B T S W AN By SN 22
2.1.3 Hedonic Shopping Value (Nilai Belanja Hedonik).................ccceee. 27
2.1.4 Shopping Lifestyle ( Gaya Hidup Berbelanja ).............c.ccccceeeeiiinnnn. 29
2.1.5 Positive Emotion (Emosi PoSIitif).........ccccccoeeeiiiiiiiiiiiiiicceeciieeee, 32

2.2 BEhelitigt [ cTdgunimy........ ... 0 . . B B B B W 35
2.3 Hubungan Antar Variabel ...........ccccoiiniiiiiiiiiiiiie e 37
2.3.1 Pengaruh Hedonic Shopping Value terhadap Positive Emotion........... 37
2.3.2 Pengaruh Shopping Lifestyle terhadap Positive Emotion..................... 38
2.3.3 Pengaruh Positive Emotion terhadap Impulse Buying ......................... 39
2.3.4 Pengaruh Hedonic Shopping Value terhadap Impulse Buying ............. 40
2.3.5 Pengaruh Shopping Lifestyle terhadap Impulse Buying....................... 41

2.4 Kerangka Pemikiran TeoritiS.......cccuereeriuiiiiieniiiieeeiiiiie e 42

Xi



2.5  Hipotesis Penelitian ..........cccceeeeriiiiiiiiiiiieeeiiiee e 43

BAB IIL ...ttt et ettt e 44
3.1 Variabel Penelitian dan Definisi Operasional Variabel......................... 44
3.1.1 Variabel Penelitian............ccooveeriiiiiiiiiiniieiiiecicereeeeeen 44
3.1.2 Definisi Operasional Variabel ...........ccccoooviiiiiiiniiiiiieniiieeeee, 45
3.2  Populagilifin SagmiiCh ... Sl F M ... W ..., 46
3.2.1 Popula%h, QY. ... R ., 46
3.2.2 SaaipIcy.......... S ........".. P . ... W e eoeeeveeeeennns 47
3.3 Jenis Data dan Sumber Data.........c.ccccoviueiiiiiiiiiiiieniiiiieeneeee 48
5.1 [Dgt-Gfimer. S . S . . ... 9. W ... 48
B.3. gUdt Sckiingr... Spr... J AL .. A .COR B ... 8 W......... 48
3.4  Metode Pengumpula Data..............ooeviiiiiiiiiiiiiiieeiiieeeie e 48
3.5 Migiotc AngliSiGiRaio W .. 1 N ¥ .. S oot SR ... ... 50
3.5.1 Pengembangan Model Berbasis TeOor ..........cceeeecuviieeeiiiieeeniiiiieennee, 51
3.5.2 Penyusunan Diagram Jalur serta Persamaan Struktural....................... 51
3.5.3 Pemilihan Jenis Matrix Input dan Estimasi Model yang diusulkan .....52
3.5.4 Penilaian Identifikasi Model Struktural ..............cc.ccoooiiiiiiiiiiinee. 52
3.5.5 Penilaian Kriteria Goodness-0f-Fit.........ccccuueeeeicuiieeeniiiiaeesiiveeeenne, 52
3.5.6 Interpretasi serta Modifikasi Model............cccoeeiiiiiiiiiiiiiiiiiiinee e, 55
BARNYV ............. W N AN A S A . ............... ... 56
4.1 Deskripsi Obyek Penelitian.............ccccovveeniiiiieiiiiiiieiiiiieeieee e, 56
4.1.1 Gambaran Umum Perusahaan ................cccccoeeviiiiiiiniiiineeee. 56
4.1.2 Gambaran Responden Penelitian ........cccooocvveeeiiiiieeinniiiieennnnnnn. 58
42 H@il Angliisara s S8 . 0N SR SRR Rl ... . ..ol 61
4.2.1 Hasil Uji Asumsi Structural Equation Model (SEM)................... 61
4.2.2 Hasil Analisis Faktor Konfirmatori (Confirmatory Factor
ANGLYSISICEA) ittt e e e ae e e eenes 68
4.2.3 Analisis Full Model SEM..........ccciiiiiiiiiiiiiiieecciiieeeesiiieee e 77
4.2.4 Evaluasi atas Kriteria Goodeness of Fit Model .......................c.......... 78
4.3 Pengujian HiIPOteSIS .....eeeeeriuiiieeeiiiiieeeiiiiee e et e ettt e et eeeiieeea e 79
4.4  Hasil Analisis Direct Effects, Indirect Effects dan Total Effects........... 81
4.5  Pembahasan .........cocceiiiiiiiiiiii e 83
4.5.1 Pengaruh Hedonic Shopping Value Terhadap Positive Emotion...83
4.5.2 Pengaruh Shopping Lifestyle Terhadap Positive Emotion ................... 83
4.5.3 Pengaruh Positive Emotion Terhadap Impulse Buying........................ 84

Xii



4.5.4 Pengaruh Hedonic Shopping Value Terhadap Impulse Buying............ 85

4.5.5 Pengaruh Shopping Lifestyle Terhadap Impulse Buying...................... 86
BAB YV e 87
5.1 KeSIMPULAN.......eiiiiiiiiiri et 87
5.2 Implikasi TEOTIEIS......uvitieeeiiiieeieiteeeeeiiiee e sttt e e e et e e e e iaeeeeeenaeeaeenes 88
5.3  Implikad¥MangsciEthe ... Sl F M ... W ........cooooeeininennns 89
5.4  Keterbatasan Penelitian........c...occcuviiiiiiiiiiiiiiiiiie i 91
5.5 SHran . "0 ... . ... e 92
DAFTAR PUSTAKA ..ottt et sie et ae s 93
LAMFIRAQLANS....... [ . AU . . ........ . 8. W ... 98
LABIPIRAN'S ... 8 BT B JAL. .. R A.... 758 ... 105
LAMPLEZN C.. AT . .. L NY.... B S ... . W ... 111
IFAMRBRAN D S S, T .. A NY .. (S o S ....." ... T 119

xiii



