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ABSTRAK 

Penelitian ini difokuskan untuk menganalisis dampak pengaruh positive emotion, 
sales promotion, dan product quality terhadap impulse buying pada Gen Z di 
Jakarta. Gen Z dikenal mempunyai karakteristik konsumtif, responsif terhadap tren 
digital, dan mudah dipengaruhi oleh stimulus emosional maupun promosi 
penjualan. Populasi penelitian ini terdiri atas semua kelompok Generasi Z yang 
berada di Jakarta. Sampel yang akan digunakan untuk penelitian ini berjumlah 170 
responden yang dipilih. Metode pengumpulan data responden dilakukan dengan 
survei menggunakan kuesioner sebagai instrumen utama. Penelitian ini 
menggunakan metode analisis kuantitatif yang diolah dengan software SmartPLS 
4. Berdasarkan temuan hasil pengolahan data dapat ditarik kesimpulan bahwa 
bahwa positive emotion, sales promotion dan product quality terbukti berpengaruh 
positif dan signifikan terhadap keputusan pembelian impulsif pada Gen Z. Temuan 
ini menegaskan bahwa emosi positif dapat memicu dorongan belanja spontan, 
promosi penjualan mendorong peningkatan minat beli melalui insentif seperti 
diskon dan flash sale, sementara kualitas produk memperkuat keyakinan konsumen 
dalam mengambil keputusan. Secara teoretis, hasil penelitian ini diharapkan 
memperkaya literatur pemasaran, sementara secara praktis dapat menjadi rujukan 
bagi pelaku usaha fashion lokal dalam menyusun strategi pemasaran yang sesuai 
dengan target konsumen. 

 
Kata Kunci : Positive Emotion, Sales Promotion, Product Quality, Impulse 

Buying 
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ABSTRACT 

This study concentrates on examining the influence of positive emotions, sales 

promotions, and product quality on impulse buying behavior among Generation Z 

in Jakarta. Generation Z is widely recognized for its consumptive tendencies, strong 

responsiveness to digital trends, and susceptibility to both emotional stimuli and 

promotional offers. The research population comprises all Gen Z individuals 

residing in Jakarta, with a selected sample of 170 respondents. Data were collected 

through surveys using structured questionnaires as the primary instrument. The 

analysis was carried out with a quantitative approach, processed using SmartPLS 

4 software. The findings reveal that positive emotions, sales promotions, and 

product quality exert a positive and significant effect on impulsive purchasing 

decisions among Gen Z consumers. These results highlight that positive emotions 

stimulate spontaneous buying impulses, sales promotions enhance purchase 

interest through incentives such as discounts and flash sales, while product quality 

strengthens consumer confidence in making buying decisions. Theoretically, this 

research is expected to contribute to the enrichment of marketing literature, while 

practically it provides valuable insights for local fashion businesses in developing 

marketing strategies tailored to their target audience. 

Keywords: Positive Emotion, Sales Promotion, Product Quality, Impulse Buying
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