DAFTAR ISI

SKRIPS ...ttt ettt et e ettt e st eneteenaee e i
PERSETUJUAN SKRIPSI ......oooiiiiiiiiii ettt i
PENGESAHAN KELULUSAN UJIAN .....oooiiiiiiiieeeeeeeee e il
PERNYATAAN ORISINALITAS SKRIPSI ......oooviiiiiiiiiiiiiiiiieeevevevvevevvvvaeaas v
MOTTO DAN PERSEMBAHAN .........ootttiiiiiiiiiiiiiiiiiieeeeeveeveeveeesaaesssasssssasssaanans v
ABSTRACT ...ttt ettt vi
ABSTRAK ..ottt vii
KATA PENGANTAR ... viil
DAFTAR ST ..ottt et et Xi
DAFTAR TABEL........cccoiiiiiiiiiie e Xiv
DAFTAR GAMBAR .......oooiiiiiiiiiee e XV
DAFTAR LAMPIRAN ...t Xvi
BAB L ...t ettt e 1
1.1 Latar BelaKang........c..ooiieiiiiiiiiiiieeecie e 1
1.2 Rumusan Masalah...........ccooouiiiiiiiiiiiiiie e 13
1.3 Tujuan Penelitian...........cccviiiiiiiiiieiiiiee e 14
1.4 Kegunaan Penelitian ..........ccccceeviiiiiiieniiiiiieeeiiiiee e 15
1.5 Sistematika PenuliSan ...........ccoccveeiiiiiiiiiiiiiiiiiee e 16
BAB IL.....oooiiiee ettt ettt ettt e 18
2.1 Telaah T@OTT ..eevueeeeiiiiiiiiie et 18
2.1.1 Consumer Behaviour (Perilaku Konsumen)................ccoeeeuvnnnnne. 18
2.1.2 IMPUISE BUYING ...ooeeeeeeeeiiee ettt eeiaaee e e araea e 22
2.1.3 Hedonic Shopping Value (Nilai Belanja Hedonik)............cccoceeenniene 27
2.1.4 Shopping Lifestyle ( Gaya Hidup Berbelanja )...........cccooveeniiiennenne 29
2.1.5 Positive Emotion (Emosi PoSitif).........ccccccooeeviiiiiiiiiiiiceeeeiieeeeee, 32

2.2 Penelitian Terdahulu............cccooiiiiiiiiiiniiiee e 35
2.3 Hubungan Antar Variabel ...........ccccccoeriiiiiiiiiiiiieeeiieeeeiee 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......ceeevuiiiriiiiiiiiiiiiieeiiiee e 42

Xi



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

BAB LI ...t ettt 44
3.1 Variabel Penelitian dan Definisi Operasional Variabel........................ 44
3.1.1 Variabel Penelitian..........ccccoeviiiiniiiiniiiiiiieeieceeceee e 44
3.1.2 Definisi Operasional Variabel ..............ccccooeiiiiiiniiiiieeniiiieeeee, 45
3.2 Populasi dan Sampel.........cccooiieiiiiiiiiiiiii e 46
3.2.1 POPULAST ..eeieiiiiie e 46
322 SAMPIE ... 47
3.3 Jenis Data dan Sumber Data.........c.ccccovviiiiiiiiiniiiiniieeiiceeceee 48
3.3.1 Data Primer.......ceeiiiiiiiieiiiiee et 48
3.3.2 Data SEKUNET..........ceiriiiiiiiiiiiee e 48
3.4  Metode Pengumpula Data..........cccoeeiiiiiiiiiiiiiiiieeiieeeeeee e 48
3.5 Metode ANalisis Data ........c.eeovveeiriiiiniiiiiiieeee e 50
3.5.1 Pengembangan Model Berbasis Teori ...........ceeevuvieieiniiieeeeiiiieeeeee, 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 ..............cccceeviiiiiiiiiiieeee, 52
3.5.5 Penilaian Kriteria Goodness-0f-Fit...........cccocuueeniuiiieeioieeeeeiiieeeeennnn 52
3.5.6 Interpretasi serta Modifikasi Model............ccccooeviiiiiiiiiiiiiiniiieeee, 55
BAB LV Lo 56
4.1 Deskripsi Obyek Penelitian.............cocccvveeiiiiiieiniiiiieeiiee e 56
4.1.1 Gambaran Umum Perusahaan .............cccocccveeeniiiiieenniieeceeee. 56
4.1.2 Gambaran Responden Penelitian ............cccceeeeviiiiieenniiieeenneenn. 58
4.2 Hasil Analisis Data ..........ccooiiiieiiiiiieeiiieeeieee e 61
4.2.1 Hasil Uji Asumsi Structural Equation Model (SEM)................... 61
4.2.2 Hasil Analisis Faktor Konfirmatori (Confirmatory Factor
ANGLYSISICEA) oottt ettt e e 68
4.2.3 Analisis Full Model SEM.......cccccoiiiiiiiiiiiiiiiecceeeeeeeesee 77
4.2.4 Evaluasi atas Kriteria Goodeness of Fit Model ...................ccceueen... 78
4.3 Pengujian HiPOteSIS .....eeeeeriuiiieeeiiiiieeeiiiieeeesiiiee e ettt e e e sieeeeeeeneeeaeenes 79
4.4  Hasil Analisis Direct Effects, Indirect Effects dan Total Effects........... 81
4.5  Pembahasan .........ccocceiiiiiiiiiiii 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 et 87
5.1 KeSIMPULAN.......ooiiiiiiiiii e e 87
5.2 Implikasi TEOTIEIS ..cuuviiieeiiiiieeeiiiiee e et eeie e et e e e e e e e eraeeaeenes 88
5.3 Implikasi Manajerial ..........cccceeeriiiiiiiniiiiie e 89
5.4  Keterbatasan Penelitian...........cooccveiieiiiiiiiiiiiiiieeeiieee e 91
5.5 SATAN ..eeeiiiiiee e e e 92
DAFTAR PUSTAKA ...t 93
LAMPIRAN A ..ottt ettt et et e 98
LAMPIRAN Bttt 105
LAMPIRAN C .ottt ettt ettt e e e ens 111
LAMPIRAN D ..ottt sttt e 119

xiii



