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ABSTRACT 
 
Indonesia ranks second as the most consumptive country in the world. Almost every city in 
Indonesia has shopping centers, one of which is in the city of Mataram. Along the times, people's 
lifestyle changes. People's lifestyle tends to be modern, some people buy goods more often in 
modern shopping centers than in traditional markets. The objectives of this study include (1) To 
analyze the influence of shopping lifestyle on impulse buying behavior (2) To analyze the effect of 
fashion involvement on impulse buying behavior (3) To analyze the dominant influence between 
shopping lifestyle and fashion involvement on impulse buying behavior if high-income society in 
Mataram. This type of research used is causal research. The sample in this study was 100 people. 
The data collection tool used was a questionnaire. The data analysis procedure used Multiple Linear 
Regression Analysis. The research conclusions that (1) There is a significant effect of Shopping 
Lifestyle on Impulse Buying Behavior. This means that the higher the Shopping Lifestyle, the 
higher the Impulse Buying Behavior of the High Income Community in Mataram City. (2) There is 
a significant effect of Fashion Involvement on Impulse Buying Behavior. That is, the higher the 
Fashion Involvement, the higher the Impulse Buying Behavior of the High Income Community in 
Mataram. (3) Fashion Involvement has a dominant effect on Impulse Buying Behavior. This means 
that in influencing the Impulse Buying Behavior of the High Income Community in Mataram, 
Fashion Invoice has a more dominant role compared to Shopping Lifestyle. 
 
Keywords: Impulse Buying Behavior, Fashion Involvement, Shopping Lifestyle. 
 
 
INTRODUCTION 
 

Based on the results of AC Nielsen's research that Indonesia ranks second as the most 
consumptive country in the world (Fidan Safira, et al, 2012: 9). This can be seen from the existence 
of shopping centers where almost every city in Indonesia has shopping centers, one of which is in 
the city of Mataram. Along with the times, people's lifestyle changes. People's lifestyle tends to be 
modern, some people buy goods more often in modern shopping centers than in traditional markets. 
It is known that in Mataram there are many shopping centers such as malls, supermarkets, 
minimarkets, shops, boutiques, and so on so that consumers will be encouraged to shop. 
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People also follow things that are trending, including high-income people. High-income 
people who are often motivated to shop are more dominant in choosing supermarkets in fashionable 
and quality shopping centers like Matahari. Matahari is the largest retail platform in Indonesia that 
provides increasing quality, fashionable and affordable clothing, beauty and shoe products for the 
growing middle and upper class in Indonesia (Matahari.com, 14 December 2018). 

The initial survey from researchers to try to detect the shopping behavior of consumers who 
enter Matahari, of the 10 people there are 4 people who plan to shop at Matahari and the remaining 
6 people who come shopping previously did not plan to go to Matahari. However, after seeing the 
latest collection, they became interested in buying existing products.  

Knowledge of consumer behavior is the main key in planning a product marketing strategy. 
Unplanned buying behavior or impulsive buying is something that is attractive to both 
manufacturers and retailers because it represents the largest market share in the modern market. 
Impulsive buying can be caused by several things, such as attractive displays or very large discount 
prices. Consumers as purchasing decision-makers need to be understood more deeply. In general, 
goods that are bought because of a momentary impulse are things that were purchased without 
being planned beforehand (Kismono, 2011). 

There are many factors that trigger impulse buying, some of which are shopping 
environment response factors, shopping lifestyle factors and fashion involvement factors, in-store 
promotion factors, and service quality factors. Of these factors, the researcher focused on two 
factors, namely the shopping lifestyle and fashion interest (Japarianto, 2011). 

Shopping lifestyle is defined as behavior aimed by buyers in connection with a series of 
responses and personal opinions about product purchases (Cobb and Hoyer, 1986 in Tirmizi, 2009). 
They found that shopping lifestyle and impulse buying were closely related. 

Involvement refers to the consumer's perception of the personal importance of an object, 
event, or activity. Consumers who see that a product has personally relevant consequences are said 
to be involved with the product and have a relationship with the product (Setiadi, 2003). In fashion 
marketing, fashion involvement refers to attracted attention to a fashion product category (such as 
clothing). Fashion involvement is used primarily to predict behavioral variables related to clothing 
products such as product involvement, purchasing behavior, and consumer characteristics (Browne 
and Kaldenberg, 1997 in Edwin Japarianto, 2011). 

Research conducted by Siska and Ayu (2016) found that shopping lifestyle and fashion 
involvement affect on impulse buying behavior community in Denpasar City. Likewise, the 
research conductedSusika (2014) found that shopping lifestyle and fashion involvement affect 
impulse buying behavior. Besides that, the same findings are from the research results of Susiska 
(2013). that shopping lifestyle and fashion involvement significant effect on impulse buying 
behavior. 

In contrast to the results of research from Umboh and Lisbeth (2018), it shows that partially 
Shopping Lifestyle has no significant effect on Consumer Impulse buying behavior and Fashion 
Involvement has no significant effect on Consumer Impulse buying behavior. The results of 
research by Zayusman and Septrizola (2019) found that Shopping Lifestyle did not have a 
significant effect on Impulse buying behavior. Sucidha (2019) found that there was a negative and 
insignificant effect of the fashion involvement variable on impulse buying. 

There are several studies that have examined Impulse Buying Behavior and then linked it to 
Shopping Lifestyle and Fashion Involvement. There are research results that find the influence 
between variables is positive and significant, there are those who find the effect is not significant. 
On these two different findings, this time the researcher wants to reexamine the relationship in the 
Mataram area with the current conditions which are still Pandemic Covid 19. 

Based on the above background, the objectives of this study include: 
1) To analyze the influence of shopping lifestyle on impulse buying behavior in high-income 

communities in Mataram. 
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2) To analyze the effect of fashion involvement on impulse buying behavior in high-income 
communities in Mataram. 

3) To analyze the dominant influence between shopping lifestyle and fashion involvement on 
impulse buying behavior in high-income communities in Mataram. 

 
THEORETICAL BASIS 
Impulsive Buying 

Impulsive purchases often occur in our daily lives. Broadly speaking, impulsive buying 
occurs because of purchases made without prior planning. Engel and Blacwell (1995) as quoted by 
Hatane (2006: 105) define impulsive buying as an act of buying that is made without being planned 
beforehand or a purchase decision is made while in the store. Prestia (2013: 3) defines impulsive 
buying as an unplanned purchase that is carried out spontaneously. 

Without strong self-control, consumers will be with their desires and make impulsive 
purchases. Impulsive buying is one of the habitual decision-making behaviors. Impulsive buying 
can be explained as an urge to buy something suddenly, without any intention or plan, acting on 
impulse without considering long-term goals or ideals. Impulsive buying is defined as the act of 
buying that was not previously recognized consciously as a result of consideration, or purchase 
intention that was formed before entering a store (Mowen and Minor, 2000 in Ditasari, 2013). In 
simple terms, it can be explained that impulsive buying is a buying process that occurs when 
someone sees an item and suddenly wants to buy that item, and then decides to make a purchase 
right away. 

According to Engel's (1995: 156) research, Impulse Buying is an unplanned purchase, where 
the character is that the decision is made in a relatively fast time; and the desire to possess quickly. 
This variable is measured by indicators: 
1) The tendency to shop a lot when there is a special offer 
2) The tendency to buy the latest model clothes 
3) The tendency to shop without thinking when shopping for fashion products 
4) Immediately entering a fashion shop to buy something after entering a shopping center, 
5) An obsessed tendency to spend some of the money brought on fashion products 
6) The tendency to buy fashion products even though they don't really need them. 
 
Shopping Life Style 

Lifestyle is basically behavior that reflects what problems actually exist in the mind of 
customers which tend to mingle with various things related to consumer emotional and 
psychological problems (Nugroho, 2010: 77-79). Lifestyle is defined as a pattern in which people 
live and spend time and money. Lifestyle is a function of consumer motivation and prior learning, 
social class, demographics, and other variables. Lifestyle is a summary conception that reflects 
consumer value (James et al, 1994: 383) 

Lifestyle is only one way of segmenting consumers psychographically. Lifestyle in principle 
is how a person spends time and money. Different lifestyle with personality. Personality describes 
the deepest characteristics that exist in humans. Often referred to as the way someone thinks, feels, 
and perceives. Although the two concepts are different, lifestyle and personality are related. 
Personality reflects the internal characteristics of consumers, lifestyle describes the external 
manifestation of these characteristics, namely someone's behavior. (Ekawati, 2010: 64-66) 

Lifestyle according to Kotler (2002) is a person's lifestyle in the world that is expressed in 
an activity, interest, and opinion. Lifestyle describes a person interacting with his environment. 
Lifestyle also describes the entire pattern of a person acting and interacting. According to 
Sumarwan (2003), lifestyle can be defined as a pattern in which people live and spend their money 
and time. Lifestyle describes a person's behavior, namely how he lives, uses his money, and uses 
the time he has. Lifestyle is often described by the activities, interests, and opinions of a person. 
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According to Betty Jackson in Japarianto (2011) The shopping lifestyle is an expression of a 
lifestyle in shopping that reflects differences in social status. The way we shop will reflect our 
status, dignity, and habits. The shopping lifestyle is meant in the fashion category (clothing). Cobb 
and Hoyer in Tirmizi et al., (2009) state that the shopping lifestyle can be interpreted as the 
behavior of a consumer regarding a product purchase decision that will be associated with their 
personal responses or opinions, this study shows a positive relationship between shopping lifestyle 
impulsive buying. 

Cobb and Hoyer (1986) in Betty Jackson (2004) revealed that Shopping Lifestyle is a 
customer lifestyle in the fashion category (such as clothing) which is measured through indicators: 
1) The tendency to respond to buy at any advertisement offer regarding a fashion product 
2) The tendency to buy clothes when looking at the newest fashions 
3) The trend of shopping for famous brand fashion 
4) Believing that the best-known fashion brands purchased are the best in terms of quality 
5) Often buy various fashion brands that are different than the brands that other people usually buy 
6) Convinced that there are other fashion brands of the same quality as purchased. 
 
Fashion Involvement 

O'Cass (2005) as cited by Japarianto and Sugiharto (2013) defines involvement as an 
interest or a motivational part that is generated by a certain stimulus or situation and is addressed 
through appearance characteristics. Zaichkowsky (1985) as quoted by Japarianto and Sugiharto 
(2013: 5) defines involvement as a person's relationship to an object based on needs, values, and 
interests. Fashion involvement is defined by Prestia (2013) as someone's involvement with a 
fashion product (accessories) because of someone's need, value, and interest in the product. 
Involvement can be viewed as motivation to process information. 

Likewise, with fashion, many people get involved, spending time and money on the latest 
styles, while others (often men qualify in this category) find shopping for clothes a chore. In fashion 
marketing, fashion involvement refers to attracted attention to a fashion product category (such as 
accessories). Fashion involvement is used primarily to predict behavior variables related to clothing 
products such as product involvement, purchasing behavior, and consumer characteristics (Park 
2006). For example, O'Cass (2004) as quoted by Park (2006) found that fashion involvement in 
clothing is closely related to personal characteristics (namely women and young people) and 
fashion knowledge. 

Kim (2005) states that Fashion Involvement is the customer's interest in the fashion category 
as measured by the statement: 
1) Have one or more clothes with the latest model (trend) 
2) Believing that fashion is one important thing that supports activities 
3) prefer it when the clothes used are different from the others 
4) Believing in clothes that you own shows personal characteristics 
5) You can tell a lot about a person from the clothes you wear 
6) Have pride when wearing favorite clothes 
7) Tendency to try fashion products first before buying them 
8) The tendency is to know more about the latest fashion than anyone else. 
 
Hypothesis Development and Conceptual Framework 

Many purchases made by consumers for a product and service are impulsive buying. 
Consumers can make purchases impulsively, partly because of personality factors such as shopping 
lifestyle and fashion involvement (Prastia, 2013). 

In the consumption of a product or service, consumers have their own style or way. 
Japarianto and Sugiharto (2013) state that shopping lifestyle refers to consumption patterns that 
reflect one's choices about how to spend time and money. The method used by consumers to spend 
money on a particular product category is known as involvement. O'Cass (2005) as cited by 
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Japarianto and Sugiharto (2013) defines involvement as an interest or a motivational part that is 
generated by a certain stimulus or situation and is addressed through appearance characteristics. The 
style or manner and involvement of consumers in purchasing a product are done to meet needs or 
even just because consumers like to buy it. 

Likewise, in purchases without consumer plans for accessories products. Dress styles, 
consumer involvement in purchasing accessories products, and the desire to fulfill a sense of 
pleasure in accessories products will provide stimuli for consumers to buy many accessory products 
that they see attractive. Based on this, it can be concluded that shopping lifestyle and fashion 
involvement influence impulsive buying. Therefore, the hypothesis can be formulated in this study 
as follows: 
1) H1: the higher the shopping lifestyle, the higher the impulse buying behavior in high-income 

people in Mataram. 
2) H2: The higher the fashion involvement, the higher the impulse buying behavior in high-income 

communities in Mataram. 
3) H3: fashion involvement has a dominant influence against impulse buying behavior in high-

income communities in Mataram. 
 
Based on the theoretical basis and hypothesis above, the conceptual framework of the research can 

be described as follows: 
 
 
 
 
 

 
 
 
Information :  

 : Influence between variables 
Figure 1. Conceptual Framework 

 
 

RESEARCH METHODS 
 

The type of research is causal. Roscoe in Sugiyono (2012) suggests about the sample size 
that if the research will carry out multivariate analysis, then the number of sample members can be 
calculated by multiplying the number of questionnaires with a value of 5 and 10. A value of five is 
the lowest limit. and 10 is the highest limit. Based on these provisions, the number of samples can 
be calculated based on the number of questionnaires in this study which amounted to 20 question 
items. As for the calculations as follows: 

 
Minimum sample limit = 5 x 20 = 100 samples 
Maximum sample limit = 10 x 20 = 200 samples. 

 
From these calculations, the number of samples that can be taken is in the range of 100-200 

people. Therefore, the authors set the sample average from 100-200 (minimum and maximum 
sample limits) in this study as 100 people. The data collection tool used in this research is a 
questionnaire, which contains statements related to the problem under study.  

The data analysis procedure used Multiple Linear Regression Analysis. Multiple linear 
regression test, which is to find out how much the tested independent variables can affect the shift 
in the value of the related variable. In this research, the independent variable is. Compensation, 

Shopping Lifestyle  
(X1) Impulse Buying 

Behavior 
(Y) Fashion Involvement 

(X2) 
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Work Discipline, while the dependent variable is the Performance of Honorary Teachers in the 
Schools of the DistrictSakraWest. Thus an equation can be formed with the following formula: 

 
Y = a + b1X1 + b2X2 + e 

 
Information : 

 Y: Impulse Buying Behavior 
 X1: Shopping Lifestyle 
 X2: Fashion Involvement 
 a: Constant Number (Y value when X = 0) 

b1 b2: The number of directions or regression coefficients, which shows the rate of increase 
or decrease in the dependent variable based on the independent variable. If (+) 
increases and if (-) then decreases. 

 e: Error  
 
 

RESULT 
 

Multiple Linear Regression Analysis 
Multiple regression analysis is used to determine the effect of Shopping Lifestyle and 

Fashion Involvement on Impulse Buying BehaviorHigh Income Community in Mataram City. To 
see how the regression function can be formulated from the calculation results, see table 1., below. 
 

Table 1. Significance of Individual Parameters 

Model 
Unstandardized 

Coefficients 
B Std. Error 

1 (Constant) -0.117 0.170 
  Shopping Lifestyle 0.435 0.091 
  Fashion Invovement 0.648 0.083 

a Dependent Variable: Impulse Buying Behavior 
 

Through table 1., above, the function of linear regression can be formulated as follows: 
 

Y = -0.117 + 0.435X1 + 0.648X2 
 
Information : 
Constant  = -0.117  Y = Impulse Buying Behavior 
b1  = 0.435  X1 = Shopping Lifestyle 
b2  = 0.648  X2 = Fashion Invovement 
 

The linear function mentioned above can be described as follows. A constant value of -0,117 
means that if each independent variable, namely Shopping Lifestyle and Fashion Involvement, has a 
value of 0, then Impulse Buying Behavior. High Income Community in Mataram Cityis worth -
0.178. This means that the Impulse Buying Behavior when there is no Fashion Invoice and 
Shopping Lifestyle is -0.178. 

The regression coefficient of Shopping Lifestyle (b1) which is worth 0.435 means that if the 
Shopping Lifestyle variable (X1) is added to the research model, then it has an effect on Impulse 
Buying Behavioramounted to 0.435. The positive shopping lifestyle regression coefficient (b1) 
means that the higher the Shopping Lifestyle, the Impulse Buying Behavior. High Income 
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Community in Mataram City will be higher too. Likewise, on the other hand, the lower Shopping 
Lifestyle, will effect to lower Impulse Buying Behavior. 

The regression coefficient of Fashion Involvement (b2) which is worth 0.648 explains that if 
the Fashion Involvement variable (X2) is added to the research model, then it has an effect on 
Impulse Buying Behaviorequal to 0.648. The regression coefficient of Fashion Involvement (b2) 
which is positive means that the higher the Fashion Involvement, the Impulse Buying Behavior. 
High Income Community in Mataram will get higher. 

 
Partial Significance Test Results (t-test) 

The partially influence of Shopping Lifestyle and Fashion Involvement on the Impulse 
Buying Behavior of the High Income Community in Mataram, used t-test. From the information in 
table 2, that the positive t value for the Shopping Lifestyle variable is 4.786 and the positive t value 
for the Fashion Involvement variable is 7.777. To find answers to existing hypotheses, it is 
necessary to compare the t count with the t table. 
 

Table 2. The Results of The T-Test 

Model 
Standardized 
Coefficients 

Beta 
Thitung Sig. 

Shopping Lifestyle 0.370 4.786 0.000 
Fashion Involvement 0.600 7.777 0.000 

Dependent Variable: Impulse Buying Behavior 
 

By using a 95% confidence level where α = 5%, the results for the t table are 1.992 (in 
Appendix 7). So because t count Shopping Lifestyle> t table (4,786> 1,992) and t count Fashion 
Invoice> t table (7,777> 1,992) it can be concluded that there is a significant influence of Shopping 
Lifestyle and Fashion Involvement on Impulse Buying Behavior of High-Income Communities in 
the Mataram. 

The first hypothesis (H1) states that "The higher the Shopping Lifestyle, the higher the 
Impulse Buying BehaviorHigh Income Community in Mataram City" which has been submitted 
and proven by the results of the T-test where t count Shopping Lifestyle> t table (4,786> 1,992). 
Besides, the significance value of 0.000 which is smaller than 0.05 (5%) indicates that Shopping 
Lifestyle has a significant effect on the Impulse Buying Behavior of the High Income Community 
in Mataram, meaning that the higher the lifestyle of consumers in the fashion category (the higher 
the Impulse Buying Behavior. Therefore, the first hypothesis (H1) can be accepted. 

The second hypothesis (H2) states that "The higher the Fashion Involvement, the higher the 
Impulse Buying Behavior. High Income Community in Mataram" which has been submitted and 
proven by the results of the T-test with the t value of Fashion Invovement> t table (7,777> 1,992). 
Besides, the significance value of 0.000 which is smaller than 0.05 (5%) indicates that the Fashion 
Involvement has a significant effect on the Impulse Buying Behavior of the High Income 
Community in Mataram City, meaning that the higher the Fashion Involvement, the higher the 
Impulse Buying Behavior of High Income Community in Mataram City. Therefore, the second 
hypothesis (H2) can be accepted. 

The third hypothesis (H3) states that “Fashion Involvement has a dominant effect on 
Impulse Buying Behavior of High Income Community in Mataram" which has been proposed and 
proven by the partial test results in table 4:12., with the partial correlation value of Fashion 
Involvement to Impulse Buying Behavior of 0.678 is greater than the correlation value of Shopping 
Lifestyle to Impulse Buying Behavior of 0.494. These findings indicate that Fashion Involvement 
has a dominant effect on the Impulse Buying Behavior of the High Income Community in Mataram 
City. Therefore, the third hypothesis (H3) can be accepted. 
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Table 3. Partial Correlation Test Results 

Variable Correlations 
Zero-order Partial Part 

Shopping Lifestyle 0.861 0.494 0.212 
Fashion Involvement 0.903 0.678 0.345 

a. Dependent Variable: Impulse Buying Behavior 
 

 
DISCUSSION 

 
The Influence of Shopping Lifestyle Against Impulse Buying Behavior  

The results showed that there was a significant effect of Shopping Lifestyle on the Impulse 
Buying Behavior of High-Income Communities in Mataram City. This is following the opinion of 
Japaryianto and Sugiharto (2011) which states that shopping lifestyle has a significant effect on 
impulse buying behavior. Shopping is one of the most popular lifestyles. To fulfill this lifestyle, 
people are willing to sacrifice something to achieve it and this tends to lead to impulse buying. 

The relationship between shopping lifestyle and impulse buying behavior is revealed by 
(Kosyu, 2014) who states that lifestyle from time to time and shopping is one of the most popular 
lifestyles, to fulfill this lifestyle people are willing to sacrifice something to achieve it and this tends 
to result in impulse buying. A lifestyle that continues to evolve has made shopping one of the most 
popular places for someone to fulfill their needs. The higher consumers shop with hedonic 
motivation and shopping becomes a lifestyle, the greater the likelihood of impulsive buying. 

Lifestyle or lifestyle is broadly defined as a way of life that is identified by how people 
spend their time (activities), what they consider important in their environment (interests), and what 
they think about themselves and also the world around them (opinions), according to Sutisna 
(2001). Shopping from time to time has become one of the most popular lifestyles, to fulfill this 
lifestyle, people are willing to sacrifice something to achieve it and this tends to result in impulse 
buying. When there is an impulsive purchase, it will provide more emotional experience than 
rational, so it is not seen as a suggestion, product life is short, small size, and easy to store 
(Japarianto and Sugiharto, 2011).  

The results of this study are supported by the results of research conducted by Deviana and 
Giantari (2016) which show that shopping lifestyle has a significant positive effect on impulse 
buying behavior. Meanwhile, research conducted by Chusniasari and Prijati (2015) shows that 
shopping lifestyle affects impulse buying. 
 
The Influence of Fashion Involvement on Impulse Buying Behavior  

The results showed that there was a significant influence of the Fashion Involvement on the 
Impulse Buying Behavior of High-Income Communities in Mataram City. This result is in line with 
the concept put forward byJapariyanto (2011) states that fashion is closely related to personal 
characteristics and knowledge about fashion, which in turn is influenced by consumer confidence in 
making purchase decisions. Also, a positive relationship between the level of involvement and the 
mode of purchase of clothing is that consumers with fashion involvement prefer the purchase of 
clothes. Therefore, it is assumed that consumers with fashion involvement prefer to use impulse 
buying. 

The results of this study are following the opinion of Japariyanto (2011) that fashion is 
closely related to personal characteristics and knowledge of fashion, which in turn are influenced by 
consumer confidence in making purchase decisions. Also, a positive relationship between the level 
of involvement and the mode of purchase of clothing is that consumers with fashion involvement 
prefer to purchase clothes. Therefore, it is assumed that consumers with fashion involvement prefer 
to use impulse buying. 
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According to Fairhurst and Gentry (1984), fashion involvement refers to the style a person 
views from the way they dress with an interest in someone's appearance. Awareness will fashion is 
identified as an important dimension of a person's lifestyle that influences consumer behavior by 
creating shopping desires that can lead to unplanned buying behavior. 

Gregory Stone inSusiska (2013: 25) states that the effect of fashion involvement on impulse 
buying behavior, namely fashion is a person's instrument in expressing his identity. Fashion can 
validate and help cement identities. Someone will pay attention to the way they dress they choose to 
get validation and an audience which will strengthen that person's self-concept. Fashion is also 
categorized as high involvement items because consumers buy with its symbolic meaning, the 
image that is generated and this psychological satisfaction will affect impulse buying because it will 
motivate consumers strongly which turns into a desire to buy products directly so that usually 
consumers will make purchases that are not. planned. 

Relationshipfashion involvement in impulse buying is emphasized by Park, et. al (2006) 
who stated that fashion involvement directly affects fashion that impulse buying oriented. For 
consumers, when shopping for fashion impulse buying orientation will support the strong 
association of product involvement with impulse buying tendency for specific products (clothing 
and accessories) or fashion involvement.  

The results of this study support the results of Prastia's (2012) study which shows that 
fashion involvement has a significant effect on impulse buying behavior. Research conducted by 
Japarianto and Sugiharto (2011) shows that fashion involvement has a significant effect on impulse 
buying behavior. Likewise, research conducted by Rivolis (2014), which found that fashion 
involvement has a significant effect on impulse buying behavior.  
 
The Dominance of the Influence of Fashion Involvement on Impulse Buying Behavior  

The results showed that Fashion Involvement had a dominant effect on the Impulse Buying 
Behavior of the High Income Community in Mataram City. Clothing is closely related to personal 
characteristics (ie women and youth) and knowledge about fashion, which in turn are influenced by 
consumer beliefs in making purchasing decisions. Also, a positive relationship between the level of 
involvement and the mode of purchase of clothing is that consumers with high fashion involvement 
prefer the purchase of clothes. Therefore, consumers with higher fashion involvement prefer to use 
fashion-oriented impulse buying. 

Impulsive buying behavior or impulsive buying behavior is defined as unplanned buying 
behavior characterized by relatively fast decision making and a desire to have. Purchases like this 
are described as more exciting, unintentional, and difficult to avoid than planned buying behavior. 
Impulsive buyers usually do not think in their minds, are emotionally attracted to an object, and 
have a desire for immediate gratification (Amos et al., 2014). Berman (2010: 207) states that this 
impulsive buying behavior occurs when consumers buy products or brands that they did not plan to 
enter when entering a store, reading letters or catalogs, viewing shopping TV shows, shopping 
online, and so on. Most of the consumer's decision to buy is in the hands of the retailer. 

Meanwhile, Fashion Involvement is someone's involvement with a clothing product because 
of their needs, interests, interests, and values for the product. Furthermore, Shopping Lifestyle is a 
consumer lifestyle related to fashion (clothing). 

The tendency to buy the latest clothes when you look at them and the low trend of shopping 
for well-known fashion brands in the Mataram area makes Fashion Involvement more dominant in 
influencing Impulse Buying Behavior than Shopping Lifestyle. It could be that this happened as a 
result of the Covid 19 pandemic that hit Indonesia, especially in the city of Mataram, which has not 
gradually begun to grow until now. Shopping Lifestyle behavior is not the dominant thing in 
determining consumer buying behavior. 
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CONCLUSION 
 

From the results of the research and discussion above, the research conclusions that can be 
drawn are: 
(1) There is a significant influence of Shopping Lifestyle on the Impulse Buying Behavior of High-

Income Communities in Mataram City. This means that the higher the Shopping Lifestyle, the 
higher the Impulse Buying Behavior of the High Income Community in Mataram City. 

(2) There is a significant influence from the Fashion Involvement on the Impulse Buying Behavior 
of the High Income Community in Mataram City. That is, the higher the Fashion Involvement, 
the higher the Impulse Buying Behavior of the High Income Community in Mataram City. 

(3) Fashion InvovementThe dominant influence on the Impulse Buying Behavior of the High 
Income Community in Mataram City. This means that in influencing the Impulse Buying 
Behavior of the High Income Community in Mataram, Fashion Invoice has a more dominant 
role compared to Shopping Lifestyle. 

 
MANAGERIAL IMPLICATIONS 

 
As for some suggestions that can be recommended based on the results of the study, direct 

purchases by consumers are still in the medium category This happens because the aspects of 
Shopping Lifestyle, and Fashion Involvement are indeed in the medium category. What Matahari 
needs to do is to carry out promotions through electronic media and social media and start providing 
online ordering tools with an easy system. It is hoped that this can increase impulsive buying from 
customers who have been there for a long time before Covid 19 occurs. 
 

RESEARCH LIMITATIONS 
 

The aspect that was felt to be lacking in this study was the determination of respondents as 
many as 100 people, but in practice, the questionnaires returned were 74 respondents. Also, the 
formulation of indicators in compiling a measuring instrument for each research variable is still 
limited to one author only so that a more varied study of measurement has not been formulated. For 
researchers who are interested in the same title and study, the proper consideration should be to 
make a survey sample by determining High Come people not only Matahari consumers because 
there are still many high-quality fashion stores that can be entered by researchers. 
 

FUTURE RESEARCH DIRECTIONS 
 

For the next researcher, it is necessary to distribute questionnaires using online techniques. 
This study uses direct techniques so that many obstacles are encountered and the number of 
respondents who fill in is much less than the respondents previously determined. Next, a variable 
needs to be added when assessing Impulse Buying Behavior, namely shopping Enjoyment 
Tendency. Shopping enjoyment tendency is a shopper's individual characteristics that indicate a 
tendency that shopping is fun and can provide an enjoyable experience. According to Engel et al. 
(2005) shopping can relieve feelings of loneliness and eliminate boredom; shopping can be a sport 
and can be filled with the passion of hunting for goods; shopping can provide an escape, fulfill 
fantasies, and relieve depression. With the addition of this variable, it fits perfectly when it comes to 
impulse Buying Behavior. 
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