
 

 



 

 



 

 



 

 

MOTTO 

 

 

“Every action has a reaction, every act has a consequence, and very kindness 

has kind reward.” 

 

“If you fall a thousand times, stand up millions of times because you do not 

know how close you are to success” 

 

“Sukses adalah berani bertindak dan punya prinsip” 
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Abstrak 

 

Penelitian ini dilatar belakangi oleh banyaknya remaja yang cenderung melakukan 

impulsive buying, dengan tujuan untuk mengetahui hubungan antara gaya hidup 

brand minded dengan kecenderungan impulsive buying pada remaja. Hipotesis 

dalam penelitian ini adalah adanya hubungan positif antara gaya hidup brand 

minded dengan kecenderungan impulsive buying pada remaja. Penelitian ini 

dilakukan di kawasan Surabaya dengan jumlah 100 orang dengan ciri-ciri remaja 

yang memiliki rentang usia yang berkisar 12-21 tahun. Instrumen penelitian ini 

menggunakan 2 skala, yaitu Skala Gaya Hidup Brand Minded yang terdiri dari 30 

item (ɑ = 0,950, rentang rix = 0,454-0,742), dan Skala Kecenderungan Impulsive 

Buying yang terdiri dari 40 item (ɑ = 0,965, rentang rix = 0,430-0,799. Hasil 

analisis menggunakan Spearman’s Rho. Hasil uji Spearman’s Rho menunjukkan 

bahwa ada korelasi positif antara gaya hidup brand minded dengan 
kecenderungan impulsive buying (r = 0,299, p = 0,003). Hasil penelitian ini 

menunjukkan bahwa hipotesis diterima, hal ini berarti ada hubungan positif antara 

gaya hidup brand minded dengan kecenderungan impulsive buying pada remaja. 

Kata Kunci: Gaya Hidup Brand Minded, Kecenderungan Impulsive Buying, 

Remaja 

 

 

 

 

 

 

 



 

 

THE RELATION BETWEEN BRAND MINDED LIFESTYLE AND THE 

IMPULSIVE BUYING TENDENCY IN ADOLESCENTS 

 

Ghazlina Ayunda Widhia Putri 

511304945 

Faculty of Psychology, University of 17 Agustus 1945 Surabaya 

2017 

 

This research is motivated by the number of adolescents who tend to do impulsive 

buying , with the aim to know the relationship between the brand minded lifestyle 

and the impulsive buying tendency in adolescents. This research was conducted at 

Surabaya with 100 subjects which have age range about 12-21 years old. The 

research instrument applied two scales, the name is Brand Minded Lifestyle scale 

consist 30 items (ɑ = 0,950, range rix = 0,454-0,742), and The Impulsive Buying 

Tendency scale consist of 40 items (ɑ = 0,965, range rix = 0,430-0,799). This 

research use Spearman’s Rho for the correlate analysis. The result of the analysis 

of the Spearman’s Rho, showed that there was a positive correlation between the 

lifestyle brand minded and the impulsive buying (r = 0,299, p = 0,003). This 

research result indicate that the hyphotesis accepted. This means there is positivity 

relation between the brand minded life style and the impulsive buying tendency in 

adolescents. 

Key words : The Brand Minded Lifestyle, The Impulsive Buying, Adolescents.  
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