DAFTAR ISl

SKRIPSI
PERNYATAAN PERSETUJUAN UNGGAH AKHIR ......cccoeiviiiiiciiens i
PERSETUJUAN DOSEN PEMBIMBING TUGAS AKHIR .......cccccoveiviienas ii
PERSETUJUAN TIM PENGUJI TUGAS AKHIR .....coooieieeeeeeee, iii
ABSTRAK ...l .............cof0u s s o oeveeesesedllsereresenerinenenas iv
ABSTRACT . BRI o0 . B O i ... v
KATA PENGANTAR .ot Vi
DAFTARFISKUIERIES ... cccennsrerecenn SO .. ........ iX
DAFTAR GAMBAR ..ottt e srae e enae e nnne e aneeeans Xiii
DAFTAR TABEL ..ottt Xiv
DAFTAR GRARIKSSRENIN. ................ 4 e O et ... 500, XV
BAB | PENDAHULUAN
1.1 Latar Belakang Penelitian ..........ccccooeviiiiiniiiiieecc e 1
1.2 Perumusan Masalah ... 9
1.3 Pertanyaan Penelitian ..........cccooveiieiiiciie e 10
1.4 Tujuan Penelitian .......ccccoeiveieiieieeie e 11
1.5 Manfaat PENEtian .........cocoviiiiiiiiieiesese e 11
156: 0 Mahfaat Teortiss . G5,/ . [P, M i s Syt te e sanle s 11
5. 2 ManfaatPrakds.. . .. Vi Sttt N 12
1.6 Sistematika PENUIISAN .........cccovvviiiiiiiiieie e 12
BAB Il TINJAUAN PUSTAKA
2.1 Perilaku KONSUMEN .........oiiiiiiiiiie e 14
2.2 Hedonic Shopping MOLIVES .........cccovveveiieiiece e 17
2.3 Fashion INVOIVEMENT.........cccoviiiiiniie e 19
2.4 StOre AtMOSPRNEIE ...t 21
2.5 POSITIVE EMOLION ...c.oeiiieiieciiecieee et 24
2.6 IMPUISE BUYING.....oiiiiiiiesie e 25
2.7 Generasi Milenial..........cocooiiiiiiieieeec e 30



2.8 Pengembangan HipOteSIS ........ccvvirirriiieic e 33
2.8.1 Hubungan hedonic shopping motives dan impulsive buying .... 33

2.8.2 Hubungan positif fashion involvement dan impulsive buying... 34

2.8.3 Hubungan Store atmosphere dan impulsive buying.................. 34
2.8.4 Hubungan hedonic shopping motives dan emosi positif........... 35
2.8.5 Hubungan fashion involvement dan emosi positif .................... 36
2.8.6 Hubungan store atmospehere dan emosi positif....................... 36
2.8.7 Hubungan emosi positif dan impulsive buying.............cc.......... 37
2.9 Kerangka PemiKiran..........ccccoveveiieiiene it 38

BAB Il METODE PENELITIAN

3.1 Objek dan Subjek Penelitian............ccocevieiiiiiiiin i, 39
3.2 WMBARGISISERE.................. A0 ... .ol B 40
3.3 JeniSTPENElITIAN..........ccccorlarerrmrnsnnnesanannensasansnansnssnsneestnnasssonsinenns 41
3.4 Definisi Konseptual dan Operasional ...........c.ccocvovviiinciinnninns 43
3.5 Populasi dan Sampel ... 46
3.5.1 Penentuan Jumlah Sampel ..........ccccooeiieieiicceec e, 46
3.5.2 Metode Penarikan Sampel ..........ccccovviieiieiniie e 47
3.6 Metode Pengumpulan Data..........cccoereiiiiineneneeiieneie e 49
Bl SKalahP e ngUIRETE=" i o - NG, Wi - ity 1 oV Y. . ... 50
3.8 Metode ANalisis Data........cccoceeviiiiiennieniesieese e 53
3.8.1 Statistik DesKriptif.......cccooiiiiniiie e, 53
3.8.2 Statistik Inferensial ........cccccoviiiiiiiiii i, 54
3.8.2.1 Partial Least Squares-Structural Equation Modelling........... 55
3.8.2.1.1 Model Pengukuran (Outer Model)........c.cccoveiveeviiiiiineninnn, 55
2.8.2.1.2 Model Struktural (Inner Model).........ccccoveveiieiiiiciiece, 58
3.8.2.2 Hasil Uji INStrUMEeN.......ccveiiicieee e 60
3.8.2.3 Hasil Uji Instrumen Reliabilitas.............ccooviviiieiiicicncnns 61
3.8.2.4 Hasil Uji Instrumen Validitas Konvergen...........ccccevvvevnneann. 61
3.8.2.5 Hasil Uji Instrumen Validitas Diskriminan ...............cc.cc....... 67

3.8.3 Pengujian HIPOLESIS .....ccveivveiiiieiieie e 68



BAB IV HASIL DAN PEMBAHASAN

BAB V

4.1 Profil RESPONUEN. .....cciiiiiiieeee e 70
4.2 Deskriptif StatiStiK ........ccoeviiiiiiecce e 72
4.2.1 Statistik DesKriptif........ccooveiiiiiiiiie e 72
4.2.1.1 Statistik Deskriptif Hedonic Shopping Motives..................... 73
4.2.1.2 Statistik Deskriptif Fashion Involvement.............ccccocoeeiinene 75
4.2.1.3 Statistik Deskriptif Store Atmosphere..........cccocovvvevviiennene. 77
4.2.1.4 Statistik Deskriptif Positive EMOtioNn...........ccccevveviecineinnns 78
4.2.1.5 Statistik Deskriptif Impulse Buying .........ccccocvevevveveiiennennn. 80
4.2.2 Statistik Inferensial ... 82
4.2.2.1 Model Pengukuran (Outer Model).........ccoooviiiiiiiiiiiiis 82
4.2.2.1.1 Hasil Pengujian Reliabilitas..........ccccooeiiiiiiiniiniciieicene, 82
4.2.2.1.2 Hasil Pengujian Validitas Konvergen...........ccccceevavvenueenne. 82
4.2.2.1.3 Hasil Uji Instrumen Validitas Diskriminan ........................ 86
4.2.2.2 Model Struktural (Inner Model)..........ccooviiiiiiiiiiis 86
4.2.2.2.1 Koefisien Determinasi (R2).........ccoocvvvvniveninieiieniesie s 87
4.2.2.2.2 Predictive Relevance (Q3).......cccoveveiieieeieeie e 88
4.2.2.2.3 Uji MUItIKOINEAIITAS.......c.eeiveiieirieieciece et 89
4.2.2.2.4 T-Statistik (BOOtStrapping) ........ccocererereeeeiierenieneseneniens 91
43 DISKUSI ... g 1 - G, Wi . e o T ... 98
4.3.1 Hedonic shopping motives dan impulse buying.............c......... 98
4.3.2 Fashion involvement dan impulse buying..........ccccccoeoviviennnnne. 99
4.3.3 Store atmosphere dan impulse Buying ........cccceevveneicnennnnnns 100
4.3.4 Hedonic shopping motives dan positive emotion...................... 101
4.3.5 Fashion involvement dan positive emotion............cccccceevveinnnns 102
4.3.6 Store atmosphere dan positive emotion ...........cccccccvveveiiennenne. 103
4.3.7 Positive emotion dan impulse buying..........cccecvevevivereiiveneene. 104
KESIMPULAN DAN SARAN

5.1 KeSIMPUIAN .oooiiiiiie e 105
5.2 Implikasi Manajerial ...........cccooveieiiieieiie e 106

Xi



5.3 Keterbatasan Penelitian............ccoceviveveiienienieese e 109
5.4 Saran untuk Penelitian Selanjutnya ...........cccoovvviiiciiincncnns 110

DAFTAR PUSTAKA

KUESIONER
LAMPIRAN-LAMPIRAN

Xii



DAFTAR GAMBAR

Gambar 2.1 Kerangka Penelitian ............cooiiiiiiiiiienc e 38
Gambar 3.1 Hasil Pengolahan Data Tahap 1 ........ccccoovveviieiiiiiieicie e 60
Gambar 3.2 Hasil Pengolahan Data Tahap 2 ........ccccccevveveiieveesie e 65
Gambar 4.1 Model Struktural Path CoeffiCients..........ccocvvvininiiiiicicncins 91

Xiii



DAFTAR TABEL

Tabel 1.1 Top Brand Index Indonesia 2021 ............ccocvevrinieieneneneneneiene 5

Tabel 3.1 Definisi Konseptual dan Operasional.............cccccceeviieiiieiiieiiveenen, 43
Tabel 3.2 Kasifikasi Nilai.........ccccovviiiiiiiiieese e 54
Tabel 3.3 Variasi Nilai Koefisien Korelasi ..........ccccovvvevviieiiveniniiniieseans 59
Tabel 3.4 Reliabilitas.......cccocviviiieiie e 61
Tabel 3.5 Average Variance Extracted (AVE) ......ccccoovvieiieeiie e, 62
Tabel 3.6 Loading Factor Sebelum Eliminasi ...........cccccceeveivieiiiiciieiece 62
Tabel 3.7 Loading Factor Setelah ElIMINGSI...........ccccoeveeieiiieiiiie e 66
Tabel 3.8 Revisi Average Variance Extracted (AVE) .......cccccocvviniieniennninne 67
Tabel 3.9 Kiriteria Fornell-Larcker ..........cccooeiiiiii i 67
Tabel 4.1  Profil ReSPONAEN .........cccvviiiiiiie e 70
Tabel 4.2  Statistik DeSKIIPLif.........cccoeiieiiicce e 72
Tabel 4.3 Statistik Deskriptif Hedonic Shopping MOtIVES ............cccccoceriinne 74
Tabel 4.4 Statistik Deskriptif Fashion Involvement..............cccocooviiiiiinne 75
Tabel 4.5 Statistik Deskriptif Store Atmosphere..........cccovveevveviie e i, 77
Tabel 4.6 Statistik Deskriptif Positive EMOtIiON ............cccccevvivevviieiienieanns 79
Tabel 4.7 Statistik Deskriptif Positive EMOtION ..........ccccceevevieeieeieiiesieannns 80
Tabel 4.8 Composite Realiability dan Cronbach's Alpha ... 82
Tabel 4.9 Average Variance Extracted (AVE) .....c.cccoovviiiiniinniiiinieneee 83
Tabel 4.10 Outer LOAING ......ccoveiieiiiie it 83
Tabel 4.11 Revisi Average Variance Extracted (AVE) ........ccccccevvvevevveiennne 85
Tabel 4.12 Hasil Uji Validitas Diskriminan (Fornell-Lacker) Aktual ............ 86
Tabel 4.13 Koefisien DeterminaSi..........cccoverieiieeneninsiese e see e sie e 87
Tabel 4.14 Predictive REIEVANCE ..........cccoeiiiiiee e 88
Tabel 4.15 Nilai Variance Inflation Factor (VIF) Outer Model..................... 89
Tabel 4.16 Nilai Variance Inflation Factor (VIF) Inner Model.................... 90
Tabel 4.17 Path CoeffiCIENT.........cccoiiie e 92

Xiv



DAFTAR GRAFIK

Grafik 1.1 Perkembangan Nike Retail Stores di Seluruh Dunia
2009-2021.....ccuiiieiieeit et

XV



