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Abstract

This study aims to analyse and investigate the influence of shopping lifestyle, fashion
involvement, and self confidence towards impulse buying behavior on the Generation Y. Using online
questionnaires the data were collected. The number of respondents who identified as samples in this
study was a hundred fashion product consumers that categorized as Generation Y. The SmartPLS was
employed to test the hypotheses.

The results show that shopping lifestyle and self confidence signiffgEIntly and positively related
to fashion involvement. Furthermore, shopping lifestyle significan§] and positively related to impulse
buying behavior. While fashion involvement and self confidence had no significant atfect to impulse
buying behavior on the Generation Y.
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Introduction

In the marketing literature it is well known that there is an existence of Generation (cohort) which is
play an important role in marketing science because a generation describes a group of individuals that born in a
particular year group (Gilboa, Fabio, Marinacci, & Schmeidler, 2010). Experience in different generation,
affect them to think and act, and lead to different attitudes from each group generation (Strauss & Howe, 1991).

Marteney (2010) suggests that human generation is divided into six categories. The first generation is
the Greatest Generation those who were born in1901 to 1924 (world war 1I). The second generation is the
Silent Generation those who were born in 1925 to 1942, The third generation is the Baby Boomers those who
were born in 1943 to 1960. The fourth generation is Generation X those who were born in 1961 to 1981. The
fifth generation is Generation Y those who were born in 1982 to 1994, and the sixth generation is Generation Z
those born in 1995to 2010 (Merdina, 2012). Consumer of Generation Y represents a significant percentage of
population and recognized as an important market segment and shows the difference with previous generations
in shopping lifestyle (Bakwell& Mitchel, 2003).

The objective of this study is to analyse and investigate the influence of shopping lifestyle, fashion
involvement, and self confidence towards impulse buying behavior on the Generation Y. Empirical research on
this domain has to-date largely focused on western consumers and little evidence is available from Asian
countries, particulalrly Indonesia. This study contributes to the consumer behaviour area by examining the
relationship of those variables to Generation Y in Indonesia.




LITERATURE REVIEW
Generation Y

Generation Y are people who were born from 1982 to 1994 (Merdina, 2012). Consumer of Generation
Y represents a significant percentage of population and recognized as an important market segment and shows
the difference with previous generations in shopping lifestyle (Bakwell & Mitchel, 2003).

Don Tapscott, Grown Up Digital author (2009), mentions that Generation Y or millennial are net
generation who have characteristics as follows: loved freedom, customization, scrutiny, integrity, loved
collaboration, loved entertainment, fast, and loved innovation. More over, Generation Y prefers to choose a
product that is known through the information they got from television or internet, and then they will decided to
buy the product or not.

Shopping Lifestyle

Shopping lifestyle is defined as behaviors exhibited by the buyer which associated with a responses and
personal opinion about purchasing a product (Cobb & Hoyer, 1986). ShoppifBJlifestyle is a shopper style that
occurs specifically gave a pressure on shopping lifestyle which includes shopping activities. interests and
opinions, and reflection as a complex social activity, recreation, and economic phenomena. Basically shopping
lifestyle understood as a social phenomenon that is done by consumers as a form of recreation and economic
activity (Visser & Preez, 2001).

Fashion Involvement

Fashion involvement is a behavior refers to the interest of attention with category of fashiorBroducts
(such as clothes). Fashion involvement used primarily to predict the variables of behavior which is related to
products such #§ clothes, purchasing behavior and consumer characteristics (Browne & Kaldenberg, 1997).
O’Cass (2004) found that fashion involvement on clothes are closely related to personal characteristics (women
and young people). and knowledge of fashion which is turn affect consumer confidence in making purchasing
decisions.

Self Confidence

Self confidence defined as a feeling of containing the power, the ability and skills to perform
something which is based on the confidence to succeed (Bandura, 1977). Self confidence begins from own self
determination, to do everything we want and need in life. Self confidence starts from faith in self, so that we are
able to face the challenges of life and to do something about it (Angelis, 2003:10).

Impulse Buying Behavior

Impulse buying behavior defined as a different purchasing behavior with purchase plan before going to
the store (Dell, Roger, & Coney, 2001). Impulse buying behavior is a tendency of consumers to make
spontaneous purchases, not reflected, in a rush, and encouraged by motional psychological aspects of a product
and tempted by the persuasion of marketers (Stern, 1962).

Conceptual Framework
In an attempt to describe the relationship between the variables in this study, can be explained through
the frame work scheme as follows:

Shopping Lifestyle (X,)
\ Impulse Buying
Fashion Involvement (X3) > Behavior on

/ Generation 'Y (Y)

Self Confidence (X3)




FIGUREL. Conceptual Framework
Source: Developed for research by the authors

Hypotheses

Shopping lifestyle become one of the most favorable lifestyle, to full this lifestyle people are willing to
sacrifice something to achieve it and it is mostly occurs on fashion oriented-products. Frings (2007) found that
the consumer motif to buy fashion product are various. Like based on to look like fashionable, attractive, to
impress others, be acceptable by friends, pgf} group, or colleagues, or to full psychological the needs. Thus,

H1: shopping lifestyle will have a significant positive effect on fashion involvement on the Generation
Yin Banjarmasin

Most people think shopping as fun social activities, so shopping lifestyle is chosen as a popular way to
spend their leisure time. People love to look for new and interested thing that is offered in the market, shopping
just for fun, people have a desire to innovative products, and the benefits that provided by those products then
people tend to do impulse buying behavior. Impulse buying behavior usually occurs when consumers feel a
strong motivation then turned into a desire to purchase goods or services. Cobb & Hoyer (1986) found that
shopping lifestyle maybe related to impulse Eying behavior. Thus,

H2: Shopping lifestyle will have a significant positive effect on impulse buying behavior on the
Generation Y in Banjarmasin

Fashion involvement refers to a person’s style of the way they dressed by an interest in one’s
appearance. The awareness of fashion identified as an important dimension from (EBneone lifestyle that
influence buying behavior and consumer behavior. Fairhurst & Gentry (1984) found that there is a positive
relation{filip between fashion involvement and impulse buying behavior. Thus,

H3: Fashion involvement will have a significant effect on impulse buying behavior on the Generation Y
in Banjarmasin

Self confidence has an important means of recognition of their existence in social life and community.
Swastha & Handoko (1987) found that everyone has a personality and one of them is self confidence, and it is
effect a different thought about some product. It occurs on the way to chose product, the color of clothes, and
motif on clothes. Thus,

H4: Self confidence will have a significant effect on fashion involvement on the Generation Y in
Banjarmasin

Impulse buying behavior often occurs on certain products that quite attractive to consumers. Like
fashion product or clothes, because clothes is not just serve as body protector but clothes can also be used as a
means of increasing self confidence, prestige and a person's mood. Rook & Fisher (1995) found that impulse
buying behavior usually occurs when consumer feels strong motivation in confidence that come to be a desire
to buy the product. Furthermore, they found that someone’s good mood is more conducive to do impulse
buying. Thus,

H5: Self confidence will have a significant effect on impulse buying behavior on the Generation Y in
Banjarmasin.

METHODOLOGY B
2
In this study, the explanatory method used to test the influence of shopping lifestyle, fashion
involvement, and self confidence towards impulse buying behavior on Generation Y. The samping method that
used in this study was convenience sampling procedure with 100 respondents that filled up the questionnaire on
line. The invitation to particiapte on this study was sent through email, twitter, and other social media. All
measures employed on this study were adapted from previous research that was similar on this study.




Data Analysis Techniques

Structural Equation Model (SEM) with SMART PLS was used to test the hyphoteses. PLS is a
powerful method of analysis (Wold, 1985 in Ghozali, 2008) because it is not based on many assumptions. For
example, the data must be normally distributed, samples should not be large. It can be used to confirm the
[{@cory. PLS also can be used to explain the relationship between latent variables. PLS can as well as analyzing
constructs formed with reflective and formative indicators. It cannot be done by SEM based covariance because
it will be an unidentified model.

EMPIRICAL RESULTS

The data analysis in this study using PLS with program Smart PLS 2.0 and the following results:
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FIGURE 2. Structural Model




TABLE 2. Partial Least Square results

Predicted Predictor Hyp Path Weight Variance R? Critical
Variable Variable due to Ratio
path
Fashion HI 0.51 0.29 0.36 13.96"
Involvement
Shopping

Impulse Lifestyle H2 0.70 0.48 21.81*%
Buying
Behavior
Impulse Fashion H3 -0.00 0 0.00"
Buying Involvement
Behavior
Fashion H4 0.21 0.07 411"
Involvement
Impulse Self Confidence 45 005 0007 048 1.03*
Buying
Behavior

##*gxceeds minimum acceptable level 0.015
*#*exceeds minimum acceptable level 1.96

All the constructs in this study have average variance explained (AVE) exceeded 0.50. Thus, the
measures exhibited saffactory convergent validity. More over, the composite relialfiry of the constructs were
between 0.82 — 0.90. Hypotheses were tested using PLS based on the value of R?, average variance extracted
(AVE), regression weights and bootstrap critical ratios (t-values) and path variance. Table 2 shows that the cut-
off point for the path coefficient is 0.015 (15%) of the variance and the bootstrap critical ratios for the path
estimates should be greater than 1.96 as recommended by Ghozali (2008). Based on these results, the
hypotheses 1, 2, and 4 were accepted and the hypotheses 3 and 5 were rejected.

CONCLUSIONS

Implications shopping lifestyle to fashion involvement

Based on the results of statistical calculations, it can be concluded that the construct shopping lifestyle
significantly effected on the construct of fashion involvement. It can be seen from the value of T-statistic
greater thanl .96, which is equal to 13,96. Thus, hypothesis one (H1) in this study were accepted. This
suggests that a person who has a high shopping lifestyle tend to have a high fashion anyway. This phenomenon
can occur because the suspected respondent (in this case Generation Y) tend liked to shop and spend their
money to make purchases on fashion-oriented goods.

To stimulate consumer’s shopping lifestyle on fashion product, the marketer can present products with
the latest fashion products. Marketers can make a team to look for new ideas in create a trend, connections are
connected and integrated with suppliers to share information on the products that will be sold as a fashion trend
with good quality, and etc.

Implications lifestyle shopping on impulse buying behavior

Based on the results of statistical calculations, it can be concluded that the construct shopping lifestyle
significantly effect on construct impulse buying behavior. It can be seen from the value of T-statistic greater
than1.96, which is equal to 21,81. Thus, hypothesis two (H2) in this study were accepted. This suggests that
a person who has a shopping lifestyle relatively high tend to spend more time in shopping centers and willing to
make unplanned purchases than those who are not fond of shopping. This phenomenon can occur because the
alleged activities of shopping for Generation Y, is no longer about fashion products to meet the needs, but




rather to satisfy the pleasure and as a symbol of a particular image. The desire to shop is often encouraged them
to buy goods that really are not needed and only based on interest in those goods through patterns and motif.

To stimulate consumer’s shopping lifestyle in unplanned purchases on fashion products, the marketer
can do it by modify the display at their store. Display is one form of business marketers to create a stimulus for
shopping. The purpose of the display is to highlight the fashion trend or demonstrate how products should be
used. The way to do that is to introduce color trends of the season by combine the products with a specific
theme, put a writing special price or special offer in the store, and decorate the store which made it more
interesting and dramatic as possible in order to represent the image of store and stuff in it.

Implications of self confidence to fashion involvement

Based on the results of statistical analysis, it can be concluded that the self confidence significantly
effect on fashion involvement construct. It can be seen from the value of T-statistic greater thanl .96, which is
equal to 4,11. Thus, hypothesis four (H4) in this study were accepted. It shows that the higher a person's self
confidence, the higher involvement of knowledge about fashion and fashion it self. This phenomenon can occur
because the alleged involvement of the media (television, intermet, magazines, aand others) which affects the
way they dressed and a tendency to find out things in trend. Thus, in choosing fashion products, they tend to be
influenced by self-esteem and subjective knowledge on products of fashion which they got from the media
around them.

To stimulate consumer’s self confidence in product fashion, the marketers can do this by providing
comprehensive information and details about the latest fashion products. The way to do that is doing intensive
sales promotion through advertising and publishing product catalogs to increase awareness of fashion products,
especially on a product that in trend. With the promotion is expected to make consumers become more aware of
the importance of fashion and more confident in their clothes.

References
Angelis, B. D. (2003). Confidence: Finding it and Living it. Hay House Inc.

Bakwell, C., & Mitchel, V.-W. (2003). Generation Y female consumer decision making style. International
Journal of Retail and Distribution Management , 95-106.

Bandura, A. (1977). Social Learning Theory. New York: General Learning Press.

Browne, B. A, & Kaldenberg, D. O. (1997). Conceptualizing self-monitoring: links to materialism and product
involvement. Journal of Consumer Marketing ,31-44.

Cobb, C.J., & Hoyer, W. D. (1986). Planned Versus Impulse Purhase Behavior. Journal of Retailing ,384-409.
Dell, H.,Roger,J. B., & Coney, K. (2001). Consumer Behavior. New York: McGraw-Hill Higher Education.
Djarwanto, P., & Pangestu, S. (2001). Statistik Induktif. Y ogyakarta: BPFE.

Fairhurst, A. G., & Gentry, J. (1984). Fashion Involvement: An Instrument validation procedure. Clothing and
Textiles Research Journal , 10-14.

Ferdinand., A. T. (2006). Structural Equation Modelling Dalam Penelitian Manajemen. Semarang: Badan
Penerbit Universitas Diponegoro.

Frings, G. 8. (2007). Fashion: From Concept to Consumer. Prentice Hall.

Ghozali, 1. (2008). Structural Equation Modeling Metode Alternatif dengan Partial Least Square. Semarang:
Badan Penerbit Universitas Diponegoro.

Gilboa, 1., Fabio, M., Marinacci, M., & Schmeidler, D. (2010). Objective and Subjective Rationality in a
Multiple Prior Model. Econometrica. Journal of The Econometric Society , 755-770.




Hartono, J. (2005). Analisis & Desain Sistem Informasi Pendekatan Terstruktur Teori dan Praktek Aplikasi
Bisnis. Yogyakarta: Andi.

Irawan, H. (2008). 10 Karakter Unik Konsumen Indonesia. Jakarta: Publishing One.
Kuncoro, M. (2003). Metode Riset untuk Bisnis dan Ekonomi. Jakarta: Erlangga.

Marteney, J. (2009). Generational Differences and Communication. 20th Annual Sara Vanum Institute for
Instructional Excellence - A Conference for Part-Time Faculty. Salem, Oregon: Professional Development and

Organizational Development.

Merdina, R. (2012). Potensi Digital Natives Dalam Representasi Literasi Informasi Multimedia Berbasis Web
Di Perguruan Tinggi. Jurnal Pustakawan Indonesia ,5-14.

O'Cass, A. (2004). Fashion Clothing Consumption: Antecedents and Consequences of Fashion Clothing
Involvement. European Journal of Marketing , 869-882.

Rook, D. W., & Fisher, R. J. (1995). Normative Influences on Impulsive Buying Behavior. Journal of
Consumer Research ,305-313.

Stern, H. A. (1962). The significance of impulse buying today . Journal of Marketing , 59-62.
Strauss, W., & Howe, N. (1991). Generations. U.S: Weekly.
Sugiyono. (2007). Statistik untuk Penelitian. Jakarta: CV. Alfabeta.

Swastha, B., & Handoko, H. (1987). Manajemen Pemasaran. Yogyakarta: Erlangga.

Tapscott, D. (2009). Grown Up Digital: How the Net Generation is Changing Your World. New York:
McGraw-Hill.

Visser, E., & Preez, R. d. (2001). Apparel shopping orientation: Two decades of research. Journal of Family
Ecology and Consumer Sciences ,72-81.

Zablocki, B. D., & Kanter, R. M. (1976). The Differentiation of Life-Styles. Annual Reviews of Sociology ,
269-298.




SCAN - Budiman MIICEMA 2nd Paper V1

ORIGINALITY REPORT

15. . 7o 124

SIMILARITY INDEX INTERNET SOURCES  PUBLICATIONS STUDENT PAPERS

PRIMARY SOURCES

.

Submitted to Higher Education Commission

Pakistan
Student Paper

3%

E)

Submitted to The Hong Kong Polytechnic

University
Student Paper

3%

e

Submitted to UC, Irvine

Student Paper

2

=

Submitted to School of Business and
Management ITB

Student Paper

2

£l

O'Cass, A.. "Balancing external adaptation and
internal effectiveness: Achieving better brand
performance”, Journal of Business Research,
200701

Publication

1o

Eun Joo Park, Eun Young Kim, Judith Cardona
Forney. "A structural model of fashion-oriented
impulse buying behavior", Journal of Fashion
Marketing and Management: An International

1o



Journal, 2006

Publication

Aries Susanty, Ferry Jie, Frisky Helvipriyanto.
"Model of information technology adoption in
SMEs Batik case study SMEs Batik Solo and
Pekalongan", 2012 International Conference on
Information Management, Innovation
Management and Industrial Engineering, 2012

Publication

1o

Jay Sang Ryu. "Consumer Attitudes and
Shopping Intentions toward Pop-up Fashion
Stores", Journal of Global Fashion Marketing,
2011

Publication

1o

Submitted to University of Newcastle
Student Paper

1o

Jay Weerawardena, Aron O'Cass, Craig Julian.
"Does industry matter? Examining the role of
industry structure and organizational learning in
innovation and brand performance", Journal of
Business Research, 2006

Publication

1o

Submitted to KDU College Sdn Bhd

Student Paper

1o

Submitted to Universiti Teknologi MARA

Student Paper

1o




13 Amel Graa, Maachou Dani-Elkebir. "Application
of stimulus & response model to impulse buying
behavior of Algerian consumers”, Serbian
Journal of Management, 2012

Publication

1o

Exclude quotes On Exclude matches < 4 words

Exclude bibliography On



	SCAN - Budiman MIICEMA 2nd Paper V1
	by Arief Budiman

	SCAN - Budiman MIICEMA 2nd Paper V1
	ORIGINALITY REPORT
	PRIMARY SOURCES


