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ABSTRAK 

 Penelitian ini bertujuan untuk mengetahui pengaruh shopping lifestyle 

dan price discount terhadap impulse buying dengan positive emotion sebagai 

variabel mediasi pada konsumen toko Miss Glam di kota Padang. Teori yang 

digunakan dalam penelitian ini berdasarkan teori Rotter locus of control (1966) 

dan teori TPB dari Ajzen (1967). Kemudian populasi dalam penelitian ini adalah 

konsumen toko Miss Glam di kota Padang yang telah melakukan pembelian 

ataupun yang hanya berkunjung pada toko Miss Glam. Jumlah sampel dalam 

penelitian ini sebanyak 100 responden yang dipilih dengan menggunakan teknik 

purposive sampling. Pengumpulan data primer menggunakan kuisioner dan 

pengumpulan data sekunder menggunakan survei terhadap toko Miss Glam di 

kota Padang, dan metode analisis data yang digunakan adalah partial least squer 

(PLS). Selanjutnya hasil penelitian menunjukkan bahwa shopping lifestyle 

berpengaruh positif terhadap impulse buying, price discount tidak berpengaruh 

positif terhadap impulse buying, shopping lifestyle berpengaruh positif terhadap 

positive emotion, price discount berpengaruh positif terhadap positive emotion, 

positive emotion berpengaruh positif terhadap impulse buying, positive emotion 

berpengaruh positif sebagai variabel mediasi antara shopping lifestyle terhadap 

impulse buying, positive emotion berpengaruh positif sebagai variabel mediasi 

antar price discount terhadap impulse buying. 

  

  

Kata Kunci: Shopping Lifestyle, Price Discount, Positive Emotion dan Impulse 

Buying. 
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ABSTRACT 

 

 This study aims to determine the effect of shopping lifestyle and price 

discounts on impulse buying with positive emotion as a mediating variable on 

consumers of the Miss Glam store in the city of Padang. The theory used in this 

study is based on the theory of Rotter locus of control (1966) and the theory of 

TPB from Ajzen (1967). Then the population in this study are consumers of the 

Miss Glam store in the city of Padang who have made purchases or who have 

only visited the Miss Glam store. The number of samples in this study were 100 

respondents who were selected using purposive sampling technique. Primary data 

collection using questionnaires and secondary data collection using a survey of 

the Miss Glam store in the city of Padang, and the data analysis method used is 

the partial least squer (PLS). Furthermore, the results of the study show that 

shopping lifestyle has a positive effect on impulse buying, price discounts have no 

positive effect on impulse buying, shopping lifestyle has a positive effect on 

positive emotion, price discount has a positive effect on positive emotion, positive 

emotion has a positive effect on impulse buying, positive emotion has a positive 

effect as a mediating variable between shopping lifestyle and impulse buying, 

positive emotion has a positive effect as a mediating variable between price 

discounts on impulse buying. 

 

Keywords: Shopping Lifestyle, Price Discount, Positive Emotion and Impulse 

buying. 
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