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RINGKASAN 

 

Umi Munawaroh, dengan judul “Pengaruh Shopping Lifestyle dan Fashion Involvement serta 

Social Media Marketing Terhadap Impulse Buying Pada Konsumen Toko Mamonte di 

Tenggarong”, Proposal Fakultas Ekonomi dan Bisnis Universitas Kutai Kartanegara, di bawah 

bimbingan Ibu Nilam Anggar Sari,SE.,M.Si selaku Dosen Pembimbing I dan Ibu Setiati 

S.E.,M.Si selaku Dosen Pembimbing II. Tujuan dari penelitian ini adalah untuk mengetahui dan 

menganalisa besarnya pengaruh Shopping Lifestyle, Fashion Involvement, dan Social Media 

Marketing Terhadap Impulse Buying Pada Konsumen Toko Mamonte di Tenggarong baik secara 

parsial dan simultan. Disamping itu untuk mengetahui variabel yang dominan dalam 

mempengaruhi Impulse Buying.        

 Penelitian ini menggunakan kuantitatif yang didapat dari data kuesioner. Jumlah sampel 

sebanyak 86 orang dengan metode pengambilan dilakukan secara acak, sehingga individu yang 

kebetulan bertemu dengan peneliti dapat dimasukkan sebagai sampel, asalkan mereka dianggap 

layak dan memiliki pengalaman berbelanja di Toko Mamonte sebagai sumber data. Alat analisis 

yang digunakan analisi regresi linier berganda dan uji hipotesis menggunakan uji F uji t. 

 Dari hasil uji F  Variabel shopping lifestyle, fashion involvement, dan social media 

marketing berpengaruh secara simultan terhadap impulse buying pada konsumen Toko Mamonte 

di Tenggarong. Hasil pengujian ini dapat dilihat pada uji ANOVA atau uji F, dimana diperoleh 

nilai F hitung sebesar 41,265, sedangkan nilai F tabel sebesar 2,71, sehingga dapat diketahui 

bahwa F hitung > F tabel (41,265 > 2,71) dengan tingkat signifikansi 0,000 < 0,05. Hal ini 

menunjukkan bahwa secara bersama-sama variabel  shopping lifestyle, fashion involvement, dan 

social media marketing mampu memberikan pengaruh yang signifikan terhadap terhadap 

impulse buying pada konsumen Toko Mamonte di Tenggarong. 

 Variabel shopping lifestyle (X1) berpengaruh positif dan signifikan terhadap impulse 

buying pada konsumen Toko Mamonte di Tenggarong. Hal ini ditunjukkan oleh nilai t hitung 

sebesar 4,599 yang lebih besar dari t tabel sebesar 1,663, serta nilai signifikansi sebesar 0,000 < 

0,05. Dengan demikian, hipotesis yang menyatakan bahwa shopping lifestyle berpengaruh 

terhadap impulse buying dapat diterima. 

 Variabel fashion involvement (X2) tidak berpengaruh signifikan terhadap impulse buying. 

Hal ini ditunjukkan oleh nilai signifikansi sebesar 0,062 > 0,05, meskipun nilai t hitung  (1,889) 

lebih besar dari t tabel (1,663). Dengan demikian, hipotesis yang menyatakan adanya pengaruh 

signifikan fashion involvement terhadap impulse buying ditolak. 

 Variabel social media marketing (X3) berpengaruh positif dan signifikan terhadap 

impulse buying, dengan nilai t hitung sebesar 2,701 > t tabel 1,663 dan signifikansi 0,008 < 0,05. 

Dengan demikian, hipotesis yang diajukan dalam penelitian ini dapat diterima. 

 Variabel Shopping lifestyle berpengaruh paling dominan terhadap impulse buying pada 

konsumen Toko Mamonte di Tenggarong. 

Kata Kunci: Shopping Lifestyle, Fashion Involvement, Social Media Marketing, Impulse 

buying 
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ABSTRACT 

 

Umi Munawaroh, with the title “The Influence of Shopping Lifestyle, Fashion Involvement, and 

Social Media Marketing on Impulse Buying Among Customers at Mamonte Store in 

Tenggarong,” Program Proposal, Faculty of Economics and Business, Kutai Kartanegara 

University, under the supervision of Mrs. Nilam Anggar Sari, SE., M.Si as Supervisor I and Mrs. 

Setiati S.E., M.Si as Supervisor II.         

   The purpose of this study is to determine and analyze the extent to which 

Shopping Style, Fashion Involvement, and Social Media Marketing influence Impulsive 

Purchasing among Consumers at Mamonte Store in Tenggarong, both partially and 

simultaneously. Additionally, this research aims to identify the dominant variables that influence 

Impulsive Purchasing.This research uses a quantitative approach based on questionnaire data. 

The sample size is 86 individuals, selected at random. Individuals who happened to meet the 

researcher could be included as samples, provided they were considered eligible and had 

shopping experience at Mamonte Store as a data source. The analysis tools used are multiple 

linear regression analysis and hypothesis testing using the F test and T test. 

From the F test results, the variables shopping lifestyle, fashion involvement, and social 

media marketing simultaneously affect impulse buying among consumers of Mamonte Store in 

Tenggarong. The results of this test can be seen from the ANOVA test or F test, where the 

calculated F value is 41.265, while the table F value is 2.71, so it can be seen that the calculated 

F > table F (41.265 > 2.71) with a significance level of 0.000 < 0.05. This indicates that 

together the variables shopping lifestyle, fashion involvement, and social media marketing are 

able to provide a significant influence on impulse buying among consumers of Mamonte Store in 

Tenggarong. 

The shopping lifestyle variable (X1) has a positive and significant effect on impulse 

buying among consumers of Mamonte Store in Tenggarong. This is indicated by a calculated t-

value of 4.599, which is greater than the table t-value of 1.663, and a significance value of 0.000 

< 0.05. Thus, the hypothesis stating that shopping lifestyle affects impulse buying can be 

accepted. The fashion involvement variable (X2) does not have a significant effect on impulse 

buying. This is indicated by a significance value of 0.062 > 0.05, even though the calculated t-

value (1.889) is greater than the table t-value (1.663). Therefore, the hypothesis stating a 

significant effect of fashion involvement on impulse buying is rejected. 

The social media marketing variable (X3) has a positive and significant effect on impulse 

buying, with a calculated t-value of 2.701 > table t 1.663 and significance 0.008 < 0.05. Thus, 

the hypothesis proposed in this study can be accepted. The Shopping lifestyle variable has the 

most dominant effect on impulse buying among consumers of Mamonte Store in Tenggarong. 

keywords: Shopping Lifestyle, Fashion Involvement, Social Media Marketing, Impulse buying 
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