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ABSTRAK 

Mediana / 25189051 / Pengaruh Fashion Involvement dan Hedonic Lifestyle terhadap 

Impulse Buying produk pakaian di Matahari Department Store Mal Artha Gading / 

Pembimbing: Ir. Dergibson Siagian, M.M. 

Pakaian menjadi salah satu hal yang tidak pernah lepas dari perhatian setiap 

individu karena pakaian adalah kebutuhan pokok setiap manusia. Saat ini, pakaian tidak 

lagi dikenal hanya sebagai pelindung tubuh, tetapi kini dapat dijadikan sebagai media 

komunikasi yang dapat menggambarkan identitias diri seseorang, kelas, gender, dan 

seksualitas. Disisi lain, perilaku masyarakat masa kini terutama seperti generasi milenial 

mulai condong kearah gaya hidup yang hedonis, yang memiliki pengertian oleh peneliti 

yaitu hal yang paling utama, paling penting untuk dikejar dan diperjuangkan. Penelitian 

ini bertujuan untuk mengetahui bagaimanakah peranan keterlibatan fashion individu dan 

perilaku gaya hidup hedonis perilaku impulse buying produk pakaian di Matahari 

Department Store Mal Artha Gading. 

Teori yang digunakan untuk mendukung penulisan ini adalah definisi dari fashion 

involvement, hedonic lifestyle dan impulse buying. Kemudian didukung oleh teori 

mengenai hubungan antara fashion involvement dengan impulse buying, hedonic lifestyle 

dengan impulse buying, dan fashion involvement dengan hedonic lifestyle. 

Objek penelitian ini adalah Matahari Department Store Mal Artha Gading. Metode 

pengumpulan data dalam penelitian ini menggunakan metode komunikasi dan penarikan 

sampel menggunakan non probability sampling dengan teknik purposive sampling. Oleh 

karena itu, kuesioner online disebar melalui media google docs sebanyak 116 responden 

yang mengetahui dan pernah membeli produk pakaian di Matahari Department Store Mal 

Artha Gading. Prosedur yang digunakan untuk pengujian model dan pengolahan data 

adalah model persamaan struktural (struktural equation model) dengan WarpPLS 7.0. 

Output yang dihasilkan menunjukan bahwa fashion involevement  tidak 

berpengaruh secara langsung terhadap impulse buying namun fashion involvement 

berpengaruh secara tidak langsung terhadap impulse buying melalui hedonic lifestyle 

sebagai variabel mediator. Fashion involvement berpengaruh dan signifikan terhadap 

hedonic lifestyle dan hedonic lifestyle berpengaruh secara langsung dan signifikan 

terhadap impulse buying. 

Kesimpulan dari penelitian ini adalah semua hipotesis yang ada telah terbukti 

memiliki pengaruh secara langsung dan signifikan, kecuali fashion involvement terhadap 

impulse buying melalui hedonic lifestyle. 
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ABSTRAC 

Mediana / 25189051 / The influence of Fashion Involvement and Hedonic Lifestyle on 

impulse buyin towards clothing products sold at Matahari Department Store Mal Artha 

Gading / advisor: Ir. Dergibson Siagian, M. M. 

Clothing is one thing that’s has never  been able to seize attention by individuals 

because clothing itself is a basic need to every single human being, to this day clothing is 

not only considered as a need but olso as a media to indescribable espressions or as a 

media to define one’s indentity, class, gender and sexuality.  

On the other hand, the behavior of today’s of today society especially the 

millennial generation, is beginning to lean towards a hedonic lifestyle, in which is 

translated by researchs to be the most important thing to be pursued or fought for. The 

research in intende to determine how to role of individual fashion involvement and 

hedonic lifestyle behavior influences the development of fashion and see its effect on 

impulse buying behavior towards clothing products in Matahari Department Store Mal 

Artha Gading. 

The theory used to support this study is the definition of fashion involvement, 

hedonic lifestyle and impulse buying. Then supported by theories about the relationship 

between fashion involvement with impulse buying, hedonic lifestyle with impulse buying, 

and fashion involvement with hedonic lifestyle. 

The object of this research is Matahari Department Store Mal Artha Gading. Data 

collection method in this study case uses communication methods and for the sampling 

using non probability sampling with purposive sampling technique. Therefore, the online  

questionnaire was distributed through google docs. As many as 105 respondens knew and 

had bought clothing products at Matahari Department Store Mal Artha Gading. The 

procedure for model testing and data processing is the struktural equation model 

(struktural Equation Modeling) by using software WarPLS 7.0. 

The resulting output shows that fashion involvement has no direct on impulse 

buying but fashion involvement has an indirect effects on impulse buying through hedonic 

lifestyle as a mediator Variabel. Fashion involvement has a direct and significant effect 

on hedonic lifestyle and hedonic lifestyle has a direct significant effect on impulse buying. 

The conclusion of this studyis that exiting hypotheses have been proven to have a direct 

and significant influence, expect for this fashion involvement in impulse buying through 

hedonic lifestyle. 
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