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Penelitian ini bertujuan untuk mengetahui: (1) pengaruh secara langsung hedonic
shopping motivation terhadap impulse buying, (2) pengaruh secara langsung fashion
involvement terhadap impulse buying, (3) pengaruh secara langsung shopping lifestyle terhadap
impulse buying, (4) pengaruh hedonic shopping motivation terhadap impulse buying dengan
dimediasi oleh positive emotion, (5) pengaruh fashion involvement terhadap impulse buying
dengan dimediasi oleh positive emotion, (6) pengaruh shopping lifestyle terhadap impulse
buying dengan dimediasi oleh positive emotion. Teknik pengambilan sampel menggunakan
teknik purposive sampling. Data diperoleh dengan membagikan kuesioner kepada 96
mahasiswa aktif Universitas Sanata Dharma. Analisis data SEM Partial Least Square
menggunakan SmartPLS 4. Hasil Penelitian ini menunjukkan bahwa: (1) hedonic shopping
motivation secara langsung tidak berpengaruh terhadap impulse buying, (2) fashion
involvement secara langsung berpengaruh terhadap impulse buying, (3) shopping lifestyle
secara langsung berpengaruh terhadap impulse buying, (4) hedonic shopping motivation
berpengaruh terhadap impulse buying dengan dimediasi penuh oleh positive emotion, (5)
fashion involvement tidak berpengaruh terhadap impulse buying dengan dimediasi oleh positive
emotion, (6) shopping lifestyle berpengaruh terhadap impulse buying dengan dimediasi
sebagian oleh positive emotion.
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This study aims to determine: (1) the direct effect of hedonic shopping motivation on
impulse buying, (2) the direct effect of fashion involvement on impulse buying, (3) the
direct effect of shopping lifestyle on impulse buying, (4) the effect of hedonic shopping
motivation on impulse buying mediated by positive emotion, (5) the effect of fashion
involvement on impulse buying mediated by positive emotion, (6) the effect of
shopping lifestyle on impulse buying mediated by positive emotion. The sampling
technique uses purposive sampling technique. Data was obtained by distributing
questionnaires to 96 student respondents at Sanata Dharma University. SEM Partial
Least Square data analysis using SmartPLS 4. The results of this research show that:
(1) hedonic shopping motivation does not directly effect impulse buying, (2) fashion
involvement directly effect impulse buying, (3) shopping lifestyle directly effect
impulse buying, (4) hedonic shopping motivation has an effect on impulse buying
which is full mediated by positive emotion, (5) fashion involvement has no effect on
impulse buying mediated by positive emotion, (6) shopping lifestyle has an effect on
impulse buying which is partial mediated by positive emotion.
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