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ABSTRACT

Faizatul Mardiyah (2026). The Influence of Advertising Attractiveness, Discounts,
and Fashion Involvement on Generation Z's Impulse Buying with Positive Emotion
as a Moderating Variable on Fashion Products at TikTok Shop.

This study examines the influence of (1) advertising attractiveness,
discounts, and fashion involvement simultaneously toward impulse buying on
fashion products at TikTok Shop among Generation Z; (2) advertising
attractiveness, discounts, and fashion involvement partially toward impulse buying
on fashion products at TikTok Shop among Generation Z; and (3) positive emotion
on the relationship between advertising attractiveness, discounts, and fashion
involvement with impulse buying on fashion products at TikTok Shop among
Generation Z.

Data collected from two hundred and fifty-two Generation Z TikTok
Shop users in Indonesia. Multiple Linear Regression Analysis and Moderate
Regression Analysis (MRA) were the data analysis techniques.

The study revealed that advertising appeal, discounts, and fashion
involvement had a positive and significant influence on impulse purchases, both
partially and simultaneously. The higher the level of promotional appeal, discounts,
and fashion involvement, the greater the increase in impulse purchases of fashion
products on TikTok Shop. Further findings demonstrated that positive emotions
acted as a moderator, strengthening the relationship between advertising appeal,
discounts, and fashion involvement with impulse purchases.

Keywords: advertising attractiveness, discounts, fashion involvement, impulse
buying, positive emotion.
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ABSTRAKSI

Faizatul Mardiyah (2026). Pengaruh Daya Tarik Iklan, Diskon, dan Fashion
Involvement terhadap Pembelian Impulsif Generasi Z dengan Emosi Positif sebagai
Variabel Moderasi pada Produk Fashion di TikTok Shop.

Penelitian ini dilakukan untuk (1) menganalisis pengaruh daya tarik
iklan, diskon, dan fashion involvement secara parsial terhadap pembelian impulsif
produk fashion di TikTok Shop pada Generasi Z; (2) menganalisis pengaruh daya
tarik iklan, diskon, dan fashion involvement secara simultan terhadap pembelian
impulsif produk fashion di TikTok Shop pada Generasi Z; dan (3) menganalisis
pengaruh emosi positif terhadap hubungan antara daya tarik iklan, diskon, dan
fashion involvement dengan pembelian impulsif produk fashion di TikTok Shop
pada Generasi Z.

Responden penelitian adalah 252 pengguna TikTok Shop dari kalangan
Generasi Z di Indonesia. Data dikumpulkan melalui kuesioner on/ine dan diolah
menggunakan analisis regresi linear berganda serta Moderated Regression Analysis
(MRA).

Hasil penelitian mengungkapkan bahwa daya tarik iklan, diskon, dan
fashion involvement memiliki pengaruh yang positif dan signifikan terhadap
pembelian impulsif, baik secara parsial serta simultan. Semakin tinggi tingkat daya
tarik promosi, diskon, dan fashion involvement, maka semakin meningkatkan
pembelian impulsif produk fashion di TikTok Shop. Temuan lain membuktikan
bahwa emosi positif ditemukan berperan sebagai moderator, memperkuat hubungan
antara daya tarik iklan, diskon, dan partisipasi dalam dunia mode dengan pembelian
impulsif.

Kata Kunci: Daya Tarik Iklan, Diskon, Fashion Involvement, Pembelian Impulsif,
Emosi Positif.
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