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Abstract. impulsive buyingortheimpulsivepurchase is an important aspectoftheconsumer behaviour 
in marketing activity. Formore than40 yean impulsive buying has becoming an important research topic; 
but the impulsive buying process and the variables affecting it are still quite unknown. The growthof 
the Internet shopping hascaused an increaseof impulse buying. This research tried to develop amodel 
o€unpuisebuyingintheonlineauctjonsituation(impulse bidding).Theresearch wascanied outby spreadmg 
thequestionnaire tothewinneroftheonline auction in wuw.ebay.de.ThedatawasanalysedwithStructural 
Equation Modelling (SEM) h m  the statisticssoftware package AMOS(AndysisofMomentSbuctures). 
Theresultshowedthat impulsive buyingcan bedeveloped throughobservingthe influenceofurges to 
buy impulsively, the reason and theeffect ofbrowsing, the ability oftime andmoney. Browsing was 
influencedby perceivedmoney available,andurges to buy impulsively wasaffected positively by browsing 
and impulse buyingtendency. 

Keywords: impulsive buying, online auctionsituation(impulse bidding), browsing, impulse buying 
tendency, perceived timeavailable, perceivedmoney avilable. 

Abstrak, I q d s i v e  buyingatau pembelianimpulsif mempakanaspekpentingdari perilaku konsumendan 
kegiatanpemamran.Selamalebih dari4Otahun impulsive buyingtelahmenjadisalahsatureseardr -I 

s e m a k i n b y a d o ~ u n d m e ~ ~ ~ b ~ i n g .  ~eneliti&~menc~ba&~&ban~i$nmodel 
impulse buyingddamsituasi lelangonline (impulse bidding)dengan meneliti pengaruh ahibut urgesto 
b y impulsively, browsing, imp& b yingtendenq,perceiwdrimeuvailabfe danperceivedmoneymoilable. 
Penelitiandilakukandenganmenyebarkan kuesionerkqadapemenang lelang onlinediw.ebay.de. Data 
dianalisis denganStnrcturalEquarion Modelling(SEM)dari paketsoftwarestatistik AMOS (Anulysis 
ofMome~Struc~ues). Hasil yangdiperoleh menunjukkan bahwamodel im&6uyingpadasuasanalelmg 
online dapat dikembangkan dengan melihaf pengaruh urgesto buy impulsively, browsing, danperceived 
moneyav&le.~~r(~,~mgdipengddehperceivedmoneym~lable,dan wgestobuymive& 
dipengaruhi secarapositifoleh browsingdanimpulse b uyingtendency. 

Kata kunci: impulse buying, lelang online(impu1se bidding), browsing, impulse buyingtendency, 
perceivedtime~~(~~labk,perceivedmormeymailabfe. 

Pada awal tahun 1980-an, Holbrook dan 
Hirschamn (1982) mendorong para peneliti 
d i  bidang konsumen untuk meneliti 
penjelasan emosional yang melandasi 
perilaku konsumsi. Mereka mengemukakan 
bahwa selama ini para peneliti telah 
menghabiskan banyak usaha untuk 
mempelajari pembelian rasional yang 

dilakukan konsumen, oleh karena itu 
Holbrook dan Hirschman (1982) me- 
nyarankan para peneliti untuk melakukan 
suatu penelitian atas konsumsi yang 
didasarkan oleh perasaan, salah satunya 
adalah impulse buying. 

Pada tahun-tahun selanjutnya mulai 
bermunculan penelitian mengenai impulse 


