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Abstract 

The Influence of Shopping Lifestyle and Fashion Involvement on the Impulse Buying 

Behavior of Middle Income People (Case Study: Bogor Tengah District, Bogor City). Thesis 

of The Management Study Program, concentration of Marketing Management, Faculty of 

Economics and Business, Pakuan University, Bogor. Under the guidance of the chairman of 

the advisory commission Oktori Kiswati Zaini and the Member of the salmah supervisory 

commission.  

The development of consumer needs, especially fashion, is closely related to changes in 

shopping lifestyle patterns. The need stimulates a person to do activities to shop for fashion 

products in order to continue to follow the latest fashion models so that a shopping lifestyle is 

formed in a person. Involvement in shopping for fashion, especially clothing can be seen with 

the meticulousness of consumers in choosing clothes, from clothing models, clothing 

materials, motifs, colors, brands and prices. So research on shopping lifestyle, and fashion 

involvement is very important, because it is a strategy in creating unplanned purchases by 

consumers. This study aims to test the influence of Shopping Lifestyle and Fashion 

Involvement on the Impulse Buying Behavior of Middle Income Communities in Bogor 

Tengah District, Bogor City.  

The type of research used by researchers is Associative. The author uses a qualitative technique 

that is anticipated by using a likert scale where the type of qualitative data is obtained from 

interviews and questionnaires. The selection of respondents was carried out using the non-

probability sampling method with purposive sampling techniques totaling 100 respondents 

based on the slovin formula. Data collection was carried out through questionnaires and 

interviews and data analysis methods using descriptive analysis.  

The results of this study show that between shopping lifestyle and fashion involvement in 

impulse buting behavior, which is 23.3% and is quite effective while the rest is 76.6%. So it 

can be concluded that simultaneous shopping lifestyle and fashion involvement simultaneously 

have a positive effect on the impulse buying behavior of the middle income community of 

Bogor Tengah District, Bogor City with a contribution of 23.3%.  

Keywords: Shopping Lifestyle, Fashion Involvement and Impulse Buying Behavior. 
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1. Introduction 

 According to the World Bank report, Indonesia's per capita income, as measured by 

Gross National Income (GNI), increased by 9.83%, reaching US$ 4,580 in 2022. This figure 

is up from US$ 4,170 in 2021. According to data from the World Bank's official website, 

Indonesia is now included in the upper middle-income country category. This is driven by 

strong economic growth of 5.3% in 2022, which contributed to the increase in GNI per capita 

(Nuranisah & W. Finaka, 2023) . 

 

Bogor City has a recorded area of 11,850 Ha or 0.27% of the area of West Java province. 

The characteristics of urban areas are a very high population density per square kilometer of 

over 5,000 people/km2. You can see a picture of the population by Regency/City in West Java 

Province in 2016-2020 Bogor City in 2021 figures as follows: 

 

The image above shows that the distribution of the population in Indonesia according to 

the West Java Province Region, Bogor City has a high population level ranking fourth after 

Bekasi, Bandung and Depok at 1,043,070 thousand people in 2020. It can be concluded that 

with the large population in Bogor City, the need for fashion /clothing needed by these 

residents/consumers also increases. 

 

In this modern era, fashion is widely loved by all levels of society, from young people, 

women, men to adults, and generally those who already have jobs. Seen from the image of the 

results of the population census in 2020 as follows: 
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In 2020, the results of the population census in Indonesia were 270.20 million people, with 

the composition of the population from the community where Post Gen Z is 10.88%, Gen Z is 

27.94%, Millennials is 25.87%, Gen X is 21.88%, and Baby Boomers is 11.56% (West Java 

Central Statistics Agency, 2021) . 

 

In this way, the large number of population census can influence the increase in fashion 

because they have their own income that can meet their needs according to their wishes. 

Likewise with the middle class community. income based on the middle class group is an 

important prerequisite for more solid and sustainable economic growth and development, 

analysis of the middle income as a central issue has had a strong influence on social, political 

and economic groups. The middle class is considered the backbone of the market economy . 

economy ) which guarantees social stability, a large and stable middle class is believed to be 

able to generate economic benefits and drive economic development, through an emphasis on 

human resource investment and consumer demand consumption. One of the developments in 

Central Bogor is the shopping center infrastructure known as Mall BTM, Mall BTM is a mall 

provided for the middle class community group. So that from the large number of middle class 

people income in Central Bogor can be an economic benefit and encourage solid and 

sustainable economic development for BTM Mall . 

  

Based on the background description above, it is a consideration for the author to discuss 

this research which is then stated in the title: 

" The Influence of Shopping Lifestyle and Fashion Involvement on the Impulse 

Buying Behavior of Middle Income People (Case Study: Bogor Tengah District, Bogor 

City)." 
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2. Literature Reviews 

2.1 Marketing and marketing management 

Marketing is a process and management that makes individuals or groups get what they 

need , In order to achieve all planned goals, individuals or organizations need to make offers 

and exchange valuable products to other parties or all activities related to the delivery of 

products or services from producers to consumers (Seran et al., 2023) . Meanwhile , (Rambe 

M, 2018) defines marketing as "activities, organizing institutions, and processes to create, 

communicate, deliver, and exchange offerings that have value for consumers, clients, partners, 

and the wider community. 

(Wongkar et al., 2023) defines marketing management as an effort to plan, implement, 

and supervise marketing activities in order to achieve company goals effectively and 

efficiently. 

 

2.2 Mix Marketing 

According to (Hendrayani et al., 2021) stated that the marketing mix is a product 

strategy, pricing, distribution and promotion by channeling it to the target market. The 

marketing mix is a set of marketing tools that companies use to achieve their marketing goals 

effectively. According to (Rambe M, 2018) , the marketing mix consists of a series of tactical 

tools that can be controlled by the company to produce the desired response in the target market 

which formulates four main components known as the 4Ps: 1) Product: Everything that the 

company offers to meet the needs or wants of consumers; 2) Price: The amount of money that 

consumers must pay to obtain the product; 3) Place: Activities that ensure the product is 

available to consumers at the right place and time; and 4) Promotion: Various activities carried 

out by the company to inform, persuade, and remind consumers about its products. 

 

2.3 Consumer Behavior 

Consumer behavior involves purchasing decisions for goods and services for personal 

consumption (Wardhana, 2024) . According to (Sudirjo et al., 2024) Consumer behavior is a 

term that refers to the study of how people and companies select, buy, use, and dispose of 

goods, services, and concepts to satisfy their needs and wants. It includes various elements, 

such as consumer behavior theory, stages of the consumer buying process, types of consumer 

behavior, types of consumer buying decisions, and categories that influence the consumer 

buying decision process. 

 

2.4 Purchasing Decision 

 According to (Edwin Japarianto & Sugiono Sugiharto, 2011) , purchasing decisions are 

as follows: "Purchasing decisions are all experiences in learning, selecting, using, and even 

disposing of products". Meanwhile, according to (Suharto & Suyoko, 2021) , purchasing 

decisions are as follows: "Purchasing decisions are all actions that determine all choices, one 

of which, through the stages of recognition, information search, alternative assessment, 

purchasing decisions, post-purchase behavior . 

 

 

 



1821| Page 

 

2.5 Shopping Lifestyle 

According to (Sajidah & Samboro, 2024) that the definition of Lifestyle is a person's 

lifestyle in the world which is expressed in their activities, interests, and opinions. Lifestyle 

describes the whole person in interacting with their environment. Lifestyle describes the entire 

pattern of a person in acting and interacting in the world. Meanwhile (Astuti, 2020) that 

lifestyle is a collection of behaviors that have meaning for individuals and others at a time in 

a place, including in social relationships, consumption of goods, entertainment and how to 

dress. 

 

2.6 Fashion Involvement 

According to (Satria, 2024) fashion involvement refers to consumer perceptions of 

products, brands, advertisements, and purchases depending on their beliefs, needs, and value 

judgments. 

 

2.7 Purchases Impulse (Impulse Buying) 

  According to (Area, 2024) defines impulse buying as a consumer tendency that 

spontaneously and unexpectedly leads to purchasing behavior in different situations. 

According to (Guna et al., 2023) impulse buying can also be described as a different, enjoyable 

and more emotional purchase than logic, and is characterized by decision making that tends to 

be fast and can be subjective and applies at that time. 

 

2.8 Framework of Thought 

According to (Putra, 2021) in the basis of the creation of Shopping Lifestyle as follows: 

"Shopping lifestyle is a pattern of actions that differentiates one person from another. The 

increasing need for primary and secondary goods makes consumers always fulfill their needs 

and desires". Based on the statement above, shopping lifestyle plays an important role for 

consumers in making impulsive buying. 

 

The indicators of Shopping Lifestyle according to (Satria, 2024) are the shopping 

lifestyle indicators, namely the influence of advertising, the latest models, brands, quality, and 

personality. Fashion involvement refers to consumer perceptions of products, brands, 

advertising, and purchases depending on their beliefs, needs, and value judgments. The 

indicators of fashion involvement. Fashion involvement or fashion involvement has four  

indicator  namely Product involvement ( involvement) product ), Purchase decision 

involvement ( involvement) decision purchase ), Consumption involvement ( involvement) 

consumption ), Advertising involvement ( involvement) advertising ). 

 

Meanwhile, according to (Area, 2024) , impulse buying is a consumer tendency that 

spontaneously and unexpectedly leads to purchasing behavior in different situations. The 

indicators of impulse buying are that consumers do not care about the price of goods when 

shopping, after making impulse or spontaneous purchases, consumers sometimes feel regret, 

consumers do not only shop according to their shopping notes, after shopping consumers feel 

better or happy, when consumers see an interesting product, it means they have to buy it. 
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According to (Edwin Japarianto & Sugiono Sugiharto, 2011) With title The influence 

of shopping lifestyle and fashion involvement on consumer impulse buying behavior story 

Muslim Square Yogyakarta . Stating that Shopping lifestyle or shopping lifestyle influences 

consumers when they make purchases. And fashion involvement is the most important element 

of impulse buying behavior. Which is the description in this study with the title of the influence 

of shopping lifestyle and fashion involvement on impulse buying behavior of high income 

people in Surabaya. 

State that : a.) Shopping lifestyle has an influence significant on impulse buying 

behavior in high income communities at Galaxy Mall Surabaya. b.) Fashion involvement has 

an influence significant on impulse buying behavior in high income communities at Galaxy 

Mall Surabaya. c.) Shopping lifestyle has the most dominant influence between other variables 

that exist on impulse buying behavior in high income society in Galaxy Mall Surabaya. Based 

on the description of the framework of thought above, a picture is formulated regarding the 

influence of Shopping lifestyle and Fashion Involvement on impulse buying, as seen in the 

following picture: 

 
 

3. Materials and Methods 

3.1 Types of research 

Types of research conducted in study This is associative , namely research that aims 

For know influence or also a relationship between two variables or more . Linked variables in 

study This is shopping lifestyle and fashion involvement towards impulse buying behavior. 

 

3.2 Types of Research Data 

Types of research data This is use qualitative quantified with use scale Likert Where 

qualitative data types obtained from interviews , and questionnaires . 

  

3.3 Research Data Sources 

1. Primary data refers to information obtained that is questionnaire and interview . 

questionnaire and interview obtained in a way directly by respondents public Central Bogor 

District . 
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2. Secondary data is obtained through library studies, namely by reading literature from library 

books, journals related to this research, and internet searching, namely by searching for 

information through internet searches, website addresses, and sites that are related and 

connected to the theories regarding this research. 

 

3.4 Sampling Method 

The sampling method used in this study is by means of non-probability sampling with 

the purposive sampling method, which means a sampling determination technique with certain 

considerations, namely as follows: 

a. Respondents live in Central Bogor 

b. Respondents have shopped at Bogor Trade Mall (BTM) 

Sampling in this study used the Slovin formula , where the sample size of the population whose 

number is known is 153,793 people and the determination of the sample size is based on a 10% 

error with 90% confidence in the population, with the following formula: 

 
n= 99,995 rounded up to 100 respondents 

 

Information : 

n = number of samples 

N = population number taken from the total number of people in Central Bogor District, which 

is 153,793. 

e = precision value (in this study the researcher chose a significance level of 10%). 

 

3.5 Data Collection Methods 

In conducting this research, primary and secondary data collection methods were used. 

Primary data was obtained through: 

1. Observation,  namely conducting direct observation of the research object and aiming 

to obtain a direct picture of the lifestyle dynamics in Central Bogor District. 

2. Interviews conducted are generally about complex, sensitive or controversial issues. From 

this interview, researchers will obtain spontaneous and in-depth information from the parties 

concerned, namely the community in Bogor Tengah District, especially millennials . 

3. Questionnaire, namely by distributing a list of statements with the aim of obtaining data and 

information regarding shopping. lifestyle in the fashion category in Central Bogor District. 

 

Secondary data collection was conducted through a literature study, the contents of 

which were supporting theories of the organization obtained from literature, information 

collection from several sources, library books, and internet searches related to the problem 

topics discussed. 

 

 

N 
n = 

N (𝑒)²+1 
153.793 

n = 
153.793 (0,1)2+1 
153.793 

n = 
1.538 
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3.6 Instrument Quality Test 

3.6.1 Validity Test 

Validity Test, namely to determine the level of validity of the research instrument, it needs to 

be tested first and the results can be analyzed. 

 

3.6.2 Reliability Test 

Reliability testing is a constraint test that aims to determine how far a measuring instrument 

can be relied on or trusted. 

 

3.7 Data Analysis Method Descriptive Analysis 

According to (Alfianti & Kartikasari, 2023), descriptive analysis is a statistic used to analyze 

data by describing or depicting the collected data as it is without the intention of drawing 

conclusions that apply to the public or generalizations. 

 

3.7.1 Classical Assumption Test Normality Test 

normality test is done by looking at the normal probability plot graph that compares the 

cumulative distribution and the normal distribution. If the data distribution is normal, then the 

line that describes the actual data will follow the diagonal line and, if the significance value or 

probability value > 0.05 then the data is said to be normally distributed . While if the 

significance value or probability value < 0.05 then the data is said to be not normally 

distributed.  

 

3.7.2 Multicollinearity Test 

Multicollinearity tests can be seen from the tolerance and variance values. inflation factor 

(VIF). Multicollinearity can be detected by the cut off value which shows a tolerance value > 

0.1 or equal to a VIF value < 10. 

 

3.7.3 Heteroscedasticity Test 

Testing for heteroscedasticity can be done by observing the scatter plot pattern generated 

through SPSS. If the scatter plot pattern forms a certain pattern, then the regression model has 

symptoms of heteroscedasticity . The emergence of symptoms of heteroscedasticity shows that 

the estimator in the regression model is inefficient in both large and small samples. 

 

3.7.4 Autocorrelation Test 

Autocorrelation tests are only performed on time data. series (time series) and does not need 

to be done on cross data section as in the questionnaire where the measurement of all variables 

is done simultaneously at the same time. Because in this study using a questionnaire which is 

cross-sectional data section , then the autocorrelation test is not used. 

 

3.7.5 Multiple Linear Regression Analysis 

Multiple linear regression analysis in this study was conducted to determine the influence 

between variables X1 (Shopping lifestyle ), and X2 (Fashion involvement ), and Y ( Impulse 

buying behavior ). The multiple linear regression equation in this study uses the following 

formula: 
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Y = 𝛼 + 𝛽 1 𝑋 1 + 𝛽 2 𝑋 2 + 𝑒 

 

Information : 

Y  = Dependent variable ( Impulse Buying Behavior ) 

𝛼  = Constant 

𝛽 1 𝛽 2  = Regression coefficient 

X1  = Independent variable (Shopping Lifestyle) 

X2  = Independent variable (Fashion Involvement ) 

e  = Standard error 

 

3.7.6 Multiple Correlation (R) 

Multiple correlation analysis is an analysis used to determine how strong the 

relationship is between variables X1 ( shopping) lifestyle ), and X2 ( fashion) involvement ) 

and Y ( impulse) buying behavior ). The following is the formula for multiple correlation 

analysis: 

 
 

Information : 

R  = Multiple correlation coefficient 

JK( reg ) = Sum of squares in terms of deviations 

∑Y2  = Total sum of squares of correlation in terms of deviations 

 

Based on the R value obtained, it can be connected -1 < R < 1, namely: 

1. If r = 1, it means that there is a perfectly positive relationship between variable X and 

variable Y. 

2. If r = -1, it means that the relationship between variable X and variable Y is all perfectly 

negative. 

3. If r = 0, it means there is no relationship between variable X and variable Y. 

4. If r is between -1 and 1, then the negative sign (-) indicates an indirect correlation or negative 

correlation. And the positive sign (+) indicates a direct correlation or positive correlation. 

 

3.7.7 Analysis of Determination Coefficient / R Square (R2) 

The coefficient of determination with the symbol R2 is the proportion of variability in 

a data calculated based on a statistical model. The next definition states that R2 is the ratio of 

the variability of the values created by the model to the variability of the original data values. 

In general, R2 is used as information about the suitability of a model. 

 

3.7.8 Hypothesis Testing Partial Test (t-Test) 

The t-statistic test is used to test the influence of each independent variable used 

partially. The testing steps are as follows: 
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A. Determining the hypothesis 

a) H0: b1=0, meaning there is no significant positive influence between shopping lifestyle 

(influence of advertising, latest models, brands, quality and personality) partially on impulse. 

buying behavior . 

b) H0: b2=0, meaning there is no significant positive influence between Fashion involvement 

(product involvement, purchase decision involvement, consumption involvement, and 

advertising involvement) partially on impulse. buying behavior . 

c) H1: b1>0, meaning that there is a significant positive influence between shopping lifestyle 

(influence of advertising, latest models, brands, quality and personality) partially on impulse. 

buying behavior . 

d) H1: b2>0, meaning that there is a significant positive influence between fashion 

involvement (product involvement, purchase decision involvement, consumption 

involvement, and advertising involvement) partially on impulse . buying behavior . 

 

B. Determining the level of significance (a) and degrees of freedom. 

The level of significance (a) used in this study is 5%, while the value of the degrees of freedom 

( dk ) is found using the formula n-1-k where n is the sample size and k is the size of the 

independent variable. 

 

C. Determining the magnitude of t count ( th ) 

 
th = tcount 

b = Regression coefficient 

a = Slop value of the regression line 

Sbi = Standard error 

 

D. Testing criteria 

a) If the significance is < 0.05 then it can be concluded that there is a partial influence between 

the independent variable and the dependent variable. 

b) If the significance > 0.05 then it can be concluded that there is no partial influence between 

the independent variables and the dependent variable. 

c) Draw the area and reject Ho 
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3.7.9 Simultaneous Test (F Test) 

F test, which is a test to determine the influence between independent variables 

simultaneously on the dependent variable. The test steps are as follows: 

 

A. Determining the hypothesis 

a) Ho:b1=b2=0, meaning there is no significant positive influence between shopping lifestyle 

and fashion involment against impulse buying behavior . 

b) H1:b1≠b2≠0, meaning there is a simultaneous influence between shopping lifestyle and 

fashion involment against impulse buying behavior . 

 

B. Determining the level of significance 

Using a significance level (a) = 5% with degrees of freedom (nk-1). 

 

C. Find the F value using the formula 

 
 

D. Testing criteria 

a) If the calculated F value > F table then H0 is rejected and H1 is accepted. 

b) If the calculated F value < F table then H0 is accepted and H1 is rejected. 

Or by determining the significance value, namely by: 

If Sig > 0.05 then H0 is rejected and H1 is accepted 

If Sig < 0.05 then H0 is accepted and H1 is rejected. 

 

c) Image of the F Test curve area 
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4. Results 

 
 

Based on data from 100 respondents can known that the average response Respondent 

about fifth the dimensions of shopping lifestyle are 72.68 % agreed , which means response 

Respondent in accordance with fifth dimensions of shopping lifestyle. Based on results 

recapitulation answer Respondent regarding lifestyle shopping you can concluded that from 

fifth dimensions in the shopping lifestyle variable , value highest is in the dimension of " 

quality ", with average value of 80% with the statement “ buy product quality clothing good ” 

with the average value per item is 80.4%. Which means that consumers from the shopping 

lifestyle variable agree to buy good quality clothing products. While the lowest score is in the 

"brand" dimension, with an average value of 69.2% with the statement "always want to buy 

clothing products with famous brands" with an average value per item of 62.4%. 
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Based on data from 100 respondents, it can be seen that the average respondent's response 

regarding the four dimensions of fashion involvement is 67.58% agree, which means that the 

respondent's response is in accordance with the four dimensions of fashion involvement. Based 

on the results of the recapitulation of respondents' answers regarding fashion involvement, it 

can be concluded that of the four dimensions in the fashion involvement variable, the highest 

value is in the "Consumption Involvement" dimension, with an average value of 71.1% with 

the statement "Always want to wear different fashion clothes from what other people wear" 

with an average value per item of 71.2%. Which means that consumers from the fashion 

involvement variable agree about always wanting to wear different fashion clothes from what 

other people wear. While the lowest score is in the "Advertising Involvement" dimension, with 

an average value of 63.2% with the statement "Buying fashion products when getting an 

advertising offer" with an average value per item of 63.2%. 

 

 

 
 

Based on data from 100 respondents can known that the average response Respondent 

about to four The dimensions of impulse buying behavior are 63.08 % agreed , which means 

Where response Respondent in accordance with to four dimensions of impulse buying 

behavior. Based on results recapitulation answer Respondent regarding impulse buying 

behavior can concluded that from to four dimensions in the impulse buying behavior variable 

, value highest is in the dimension of “ Impulse ” For Buy With Soon ”, with average value of 

70.4% with statement “ Tendency want to enter shop clothes when visit to the shopping center 

( center) shopping )”, with the average value per item is 72%. Which means that consumer 

from Impulse buying behavior variable agree when in shop own trend want to enter shop 

clothes when visit to the shopping center ( center) shopping ). While the lowest score is in the 

dimension of "Indifference to Consequences", with an average value of 55.2% with the 
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statement "Buying fashion products even though you don't really need them", with an average 

value per item of 54.8%. 

 

4.1 Data Analysis 

4.1.1Classical Assumption Test 

4.1.1.1 Normality Test 

normality test is done by looking at the normal probability plot graph that compares the 

cumulative distribution and the normal distribution. If the data distribution is normal, then the 

line that describes the actual data will follow the diagonal line. The output results of SPSS 

version 23 for the normality test shown in Figure 4.2 as follows: 

 

 

 

From the picture above shows that the data is spread around the diagonal line and 

follows the direction of the diagonal line. Therefore, it can be stated that the data in these 

variables are normally distributed . 

 

Multicollinearity Test 

multicollinearity test aims to test whether the regression model finds a correlation 

between independent variables (Astuti, 2020) . The multicollinearity test can be seen from the 

tolerance and variance values. inflation factor (VIF). Multicollinearity can be detected by the 

cut off value which shows a tolerance value > 0.1 or equal to a VIF value < 10. The results of 

the multicollinearity test can be seen in table 4.2 as follows: 

 

 

From the table it shows that the regression model does not experience multicollinearity 

interference . This shows that the tolerance value for both independent variables is more than 
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0.10. While the calculation of the VIF value shows that all independent variables have a value 

of less than 10. So it can be concluded that there is no multicollinearity between independent 

variables in the regression model. 

4.1.1.3 Heteroscedasticity Test 

Heteroscedasticity testing is done using Scatterplot . The test results can be seen in the 

following image: 

Heteroscedasticity test results shows that the dots do not form a pattern certain And 

dot, dot, dot spread above and below the number 0 on the Y axis. This shows that the 

regression model does not experience heteroscedasticity . 

 

4.1.1.4 Multiple Linear Regression Analysis 

Multiple linear regression analysis is used to determine whether or not there is a 

relationship or influence between more than one variable and the dependent variable. 

Before conducting a hypothesis test regarding the significance of the relationship between 

the independent variable and the dependent variable, it must first be known whether the 

model has a linear relationship. After conducting a regression test with SPSS 23 then the 

results obtained can be seen in the following table: 

 

 

Based on the table above , there is a regression coefficient value by looking at the 

results in the coefficients table in the unstandardized column in column B. In this sub-

column there is a constant value , with a constant value of 7.693, while the regression 

coefficient value for shopping lifestyle (X1) = 0.101 and for fashion involvement (X2) = 

0.450. Based on these results, a multiple regression equation model can be formulated in 

this study, which will then be interpreted as follows: 
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Y = a + β1X1 + β2X2 + e 

Y = 7.693 + 0.101 X1 + 0.450 X2 + e 

 

The interpretation of the regression equation model above is as follows: 

1. Regression coefficient of shopping lifestyle (X1) is positive. The increase in the level 

of shopping lifestyle will be followed by an increase in impulse buying behavior , the 

assumption is fashion constant involvement . 

2. Regression coefficient of fashion involvement (X2) with a positive value can be 

interpreted as an increase in the level of fashion involvement will be followed by an 

increase in impulse buying behavior , the assumption is shopping constant lifestyle . 

 

4.1.2 Hypothesis Testing 

4.1.2.1 Partial Test (T-Test) 

The t-test is a test to determine the significance of the influence of independent 

variables partially or individually on the dependent variable. The results of the t-test in 

this study can be seen in table 4.4 as follows: 

 

 

 

From the output results of SPSS 23 partial test (t-test), it can be explained as 

follows: 

1. Shopping lifestyle has a positive coefficient value, and the results of the t-test with SPSS 

obtained a significance level of 0.396. By using a significance limit of 0.05, the 

significance value is above the 5% level. So shopping lifestyle lifestyle has no effect on 

impulse buying behavior . 

2. Based on the results of the regression analysis, it shows that fashion involvement has a 

coefficient value of 0.450. While the results of the t-test with SPSS obtained a significance 

level of 0.001. By using a significance limit of 0.05, the significance value is below the 

5% level. So fashion involvement has a positive and significant effect on impulse buying 

behavior . 

 

4.1.2.2 Simultaneous Test (F-Test) 

The F-test in this study uses the ANOVA test. The F-test is basically conducted to 
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test whether all independent or free variables entered in the model have a simultaneous 

influence on the dependent variable. 

 

Testing the influence of independent variables simultaneously on the dependent 

variable is done using the F-test. The results of statistical calculations show the calculated F 

value = 16.076 ≥ F table = 3.09 and a significance of 0.000 ≤ 0.05. Impulse buying behavior 

is influenced simultaneously and significantly by shopping variables lifestyle and fashion 

involvement . 

 

4.1.2.3 Coefficient of Determination 

The determination coefficient aims to determine how much the independent variable 

is able to explain the dependent variable seen through the Adjusted R Square . The greater 

the R2 number, the better the model used to explain the relationship between the independent 

variable and the dependent variable. 

 

 
 

From the calculation results using the SPSS 23 program, it can be seen that the coefficient 

of determination ( adjusted R2) obtained is 0.233. This means 23.3% impulse buying behavior 

can be explained by shopping variables lifestyle and fashion involvement . While the rest, 

namely 76.6%, is impulse buying behavior explained by other variables besides the independent 

variables in this study, these other variables are such as sales promotion and hedonic shopping 

motivation . According to (Ayu et al., 2021) sales Promotion (sales promotion) is a key element 

in a marketing campaign, consisting of a collection of incentive tools, mostly short-term, 

designed to stimulate quicker or greater purchase of particular products or services by trade 

consumers. 

 

5. Discussion 

5.1 The Influence of Shopping Lifestyle on Impulse Buying Behavior 

Based on results analysis show that shopping lifestyle variable does not own influence on 

impulse buying behavior. Factors that trigger Respondent that is Because consumer more 
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notice from aspect benefits , price and quality No only consider from aspect brand only . This 

is show a good shopping lifestyle No increasing impulse buying behavior, so hypothesis First 

rejected which states that shopping lifestyle has an influence positive on impulse buying 

behavior, this This depart behind with research conducted by (Ayu et al., 2021 ) which states 

that shopping lifestyle has an influence positive and significant on impulse buying behavior. 

 

5.2 The Influence of Fashion Involvement on Impulse Buying Behavior 

Based on results analysis show that fashion involvement variable has influence on impulse 

buying behavior. This is shows high fashion involvement will increasing impulse buying 

behavior, so hypothesis second accepted which states that fashion involvement has an 

influence on impulse buying behavior. Research This in line with study (Deviana & KT. 

Giantari, 2016) who stated that fashion involvement has an influence positive and significant 

on impulse buying behavior results This show If the more high fashion involvement then will 

the more high impulse buying behavior, and also supports  study  from  (Khansa, 2022) which 

states that fashion involvement is element most important from impulse buying behavior. This 

can be seen from the fashion involvement indicator that matches the respondent's personality, 

namely having one or more clothes with the latest models. And rejecting research from 

(Hidayat & Tryanti, 2018) which states that the fashion involvement variable has a negative 

but significant effect on the impulse buying behavior variable. 

 

5.3 The Influence of Shopping Lifestyle and Fashion Involvement in General Simultan 

Against Impulse Buying Behavior 

Based on results analysis show that influence the variables of shopping lifestyle and 

fashion involvement in impulse buying behavior are low , only by 23.3% but after 

simultaneous testing was carried out it turns out second variable the have influence in a way 

together on impulse buying behavior. This is show good shopping lifestyle and fashion 

involvement variables will increasing impulse buying behavior, so hypothesis second accepted 

which states shopping lifestyle and fashion involvement in general simultaneous influential 

positive on impulse buying behavior. The results of the study This supported by research that 

has been conducted by (Hidayat & Tryanti, 2018) . 

 

6. Conclusion, Implications, and Recommendations 

Study This implemented For test influence variables of shopping lifestyle and fashion 

involvement on impulse buying behavior of middle income society in Bogor Tengah District , 

Bogor City. From the results of data analysis and discussion in the previous chapter, it can be 

concluded as follows: 

 

1. Shopping Lifestyle does not affect the impulse buying behavior of middle-income people in 

Bogor Tengah District, Bogor City. 

2. Fashion Involvement has a positive influence on the impulse buying behavior of middle-

income people in Bogor Tengah District, Bogor City. 

3. Shopping Lifestyle and fashion involvement simultaneously have a positive influence on 

the impulse buying behavior of middle-income people in Bogor Tengah District, Bogor City 

with a contribution of 23.3%. 
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Based on the results of the analysis and conclusions that have been presented in this 

study, the author provides several suggestions in the hope that they can provide benefits and 

input for related parties: 

1. For BTM Mall companies, it is expected to maintain the innovation that has been built and 

further improve the facilities that are not good and must always pay attention to cleanliness. 

This step is expected to further increase customer satisfaction and improve customer comfort 

in the future. 

2. For consumers, especially BTM Mall customers, when making purchases, they must pay 

more attention to the benefits, price and quality, especially consumers who like to buy clothes 

must be smarter in choosing fashion items with more affordable prices that are still comfortable 

to wear and fashionable. And the results of this study are expected to be input for consumer 

knowledge, and increase insight as scientific reading. 

3. Based on the Determination Coefficient Test, Shopping Lifestyle and Fashion Involvement 

have a small influence on Impulse Buying Behavior, which is 23.3%. Therefore, marketers and 

manufacturers should increase innovation in fashion products and pay more attention to 

product quality so that it can arouse interest and Impulse Buying behavior in consumers. 
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