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1. Latar Belakang
Perkembangan pasar ritel saat ini begitu pesat, hal ini berdampak semakin tinggunya persaingan dalam usaha. Perusahaan yang ingin berhasil dalam persaingan ini harus menguasai pasar. Salah satu aktivitas yang harus dilakukan dalam menguasai pasar adalah melalui aktivitas pemasaran yang baik yakni berfokus pada needs dan wants konsumen. Perusahaan harus mampu memenuhi needs dan wants konsumen.
Menurut Anwar Prabu Mangkunegara (2009: 4) perilaku konsumen adalah tindakan-tindakan yang dilakukan oleh individu atau organisasi yang berhubungan dengan proses pengambilan keputusan dalam mendapatkan, menggunakan barang-barang atau jasa ekonomi dapat dipengaruhi lingkungannya, namun adakala pembelian dilakukan begitu saja ketika konsumen melihat suatu produk. Tipe pembelian seperti ini disebut impulse buying atau pembelian tanpa yang direncanakan sebelumnya.
Rachmawati (2009: 45) menyatakan bahwa ketika seseorang melakukan impulse buying bisa dipengaruhi oleh beberapa faktor, yaitu hedonic shopping value, shopping lifestyle, dan positive emotion. Betty Jackson dalam Edwin Japarianto dan Sugiono Sugiharto (2011: 33) mengatakan bahwa shopping lifestyle merupakan ekspresi tentang lifestyle dalam berbelanja yang mencerminkan perbedaan status sosial. Tirmizi et al. dalam Mega Usvita (2016: 72) positive emotion sendiri didefinisikan sebagai suasana hati yang mempengaruhi dan menentukan intensitas pengambilan keputusan konsumen.
This study aimed to investigate the effects of leadership styles on counterproductive work behavior, quality of working life, and psychological empowerment. The target population was employees in SOE Islamic banks in Malang Raya, Indonesia. A proportional random sampling was used to obtain a sample size of 160 from the 310 bank employees. SEM-PLS, a measurement and structural equation model was employed to explain the relationship between variables. The results showed that transformational leadership could reduce employee counterproductive work behavior through quality of work-life, while transactional leadership increases this behavior. Furthermore, the quality of work-life cannot mediate the effect of transactional leadership on counterproductive work behavior, while psychological empowerment cannot moderate the impact of transformational leadership on quality of work-life (Sabran et al., 2022).
Human Capital is undeniably a very important factor for economic growth. In this paper, we investigate the impact of Human Capital on growth using the Neoclassical and Endogenous Growth models. We use the Generalized Method of Moment (GMM) method with 8 different Human Capital proxies measured in terms of quantity and quality of education. Using the LSDV method, we find: (i) Human Capital plays a significant role in explaining growth, (ii) Identical initial technology assumption cannot be ignored in the growth model, (iii) The selection of proxies in terms of quantity and quality of education is very influential on the conclusion of the impact of Human Capital. to growth. With the GMM method, it is concluded that followers will diffuse to catch- up leader, while countries that are close to the leader will take advantage of the power of innovation. Our results also reinforce the view that trade and institutions are two of the most influential factors in our model. Finally, it is important to examine the issue of income inequality in developing country growth models and the issue of reverse causality between education and economic growth (Soegiarto et al., 2022).
Human resources are seen as one of the most important assets that must be maintained, especially the existence of employees’ performance, which is needed for the sustainability of organizational performance. Factors which may affect the employees’ performance, are information and communication technology (ICT) and empowerment. Therefore, there is a need for human resources that are able to master technology quickly, adaptively and responsively to changing technologies. Also, it is necessary to empower employees that operate useful information and communication technology to effectively and efficiently complete their work. This study aims to determine the relationship of empowerment toward the organizational performance, to determine the role of ICT as a mediator of empowerment toward the organizational performance. A total of 200 questionnaires were distributed to employees Regional Drinking Water Company East Java Indonesia, and finally 128 questionnaires were collected and used as a sample in this study. The data were examined using smart Partial Least Squares (PLS). The results showed that empowerment has a direct effect on employee performance. In addition, information and communication technology mediated the effect of empowerment on employee performance (Ekowati et al., 2021).
The purpose of this study was to examine the influence of job satisfaction and organizational commitment towards organizational citizenship behavior. The study was a case study on employees of local water company “Tirta Mahakam” located in Kutai Kartanegara Regency. Quality of service will always be a significant factor for organizations that focus on customer satisfaction. It is done to improve business activity and organizational performance. To have excellent quality services depends on the human resources of the organization. The organization needs human resources that are performing well. Human resources/employees who show strong OCB are believed to be able to perform better. That is why organizations need to create employees with strong OCB. This study was a causal associative study using a quantitative approach. Data were collected using a closed questionnaire with a total sample of 83 respondents, and the selection of respondents chosen using simple random sampling. The results showed that job satisfaction and organizational commitment simultaneously affected organizational citizenship. Job satisfaction partially influenced organizational citizenship behavior. Organizational commitment partly influenced organizational citizenship behavior. Job satisfaction was proven to have the most significant influence (Iskandar et al., 2019).
The aim of this study was to analyze the impact of 900 VA electricity tariff adjustments on household consumption patterns in East Borneo. This policy potentially increased the poverty, considering that in the last few years, East Borneo had experienced a contraction in economic growth. The analysis of this study used the Linear Approximation of Almost Ideal Demand System (LA/ AIDS), and the concept of elasticity to reach the objectives of this study using Susenas in 2016 and 2017. The results of the analysis showed that the policy indirectly had more impact on all residential electricity customers rather than on 900 VA and above customers. The residential electricity customers would generally be more responsive to reduce the non-staple consumption in addition to respond the subsidies revocation, compared to 900 VA and above users. This circumstance was certainly related to the economic condition of 900 VA and above residential electricity customers who were more capable, so the food needs were no longer a household staple. Meanwhile, the middle economic households would continue to maintain the nutritional status of the household by continuing to consume high protein food sources (fish / meat / eggs / milk). Meanwhile, based on the type of region, the revocation of 900 VA subsidies and the increase in household non-subsidized tariffs for rural was more responsive than urban households. This was understandable since the level of electricity dependence of the urban community was quite high than the rural area (Sari & Adawiyah, 2019).
Berdasarkan pembahasan diatas peneliti tertarik untuk melakukan penelitian dengan judul “Pengaruh Shopping Lifestyle Dan Positive Emotion Terhadap Impulse Buying (Studi Pada Toko Oentha Di Tenggarong)”.

2. Tujuan
1. Untuk menganalisis pengaruh shopping lifestyle terhadap impulse buying pada toko oentha di tenggarong.
2. Untuk menganalisis pengaruh positive emotion terhadap impulse buying pada toko oentha di tenggarong.
3. Untuk mengetahui pengaruh shopping lifestyle dan positive emotion secara simultan terhadap impulse buying pada toko oentha di tenggarong.
4. Untuk mengetahui variabel independen yang berpengaruh paling dominan terhadap Impulse Buying Pada Toko Oentha Di Tenggarong.

3. Manfaat Penelitian
Pada hakekatnya suatu penelitian yang dilaksanakan oleh seseorang diharapkan akan mendapatkan manfaat tertentu. Begitu pula dengan penelitian ini diharapkan mendatangkan manfaat:
1. Manfaat Teoritis
Penelitian  ini diharapkan  dapat  menambah  wawasan  dan keragaman  di ilmu manajemen khususnya di bidang manajemen pemasaran 
2. Manfaat Praktis
a. Bagi Peneliti
Penelitian ini diharapkan dapat menambah wawasan  serta pemahaman berkaitan dengan shopping lifestyle, emosi positif, dan impulse buying
b. Bagi Mahasiswa
Penelitian  ini diharapkan   dapat  menambah   wawasan dan menjadi rujukan apabila  akan melakukan  penelitian berkaitan dengan masalah yang sama
c. Bagi Universitas
Penelitian   ini  diharapkan   dapat   menambah   referensi   kepustakaan dalam ilmu manajemen khususnya dalam hal impulse buying.

4. Tinjauan Pustaka
4.1. Pengertian Shopping Lifestyle
Menurut Diah Pradiatiningtyas (2019: 1) bahwa shopping lifestyle merupakan pilihan seseorang dalam menghabiskan waktu dan uang. Ketersediaan waktu yang lebih banyak konsumen memiliki kesempatan untuk berbelanja dan dengan uang yang tersedia mereka memiliki daya beli yang tinggi.
4.2. Pengertian Positive Emotion
Diah Pradiatiningtyas (2019: 4) berpendapat bahwa emosi positif adalah emosi yang mampu menghadirkan perasaan positif terhadap seseorang yang mengalaminya. Emosi positif dapat didatangkan dari sebelum terjadinya mood seseorang, kecenderungan sifat afektif seseorang dan reaksi pada lingkungan yang mendukung seperti ketertarikan pada item barang, pelayanan yang diberikan ke konsumen, ataupun adanya promosi penjualan.
4.3. Pengertian Impulse Buying
Menurut Kollat & Willet, 1967 dalam Sudarsono (2017: 18) impulse buying merupakan keputusan pembelian yang dilakukan di dalam toko dengan tidak adanya pengakuan eksplisit akan kebutuhan atas pembelian tersebut sebelum masuk ke toko. Pembelian impulsive biasanya timbul ketika konsumen berada di dalam toko dan di rangsang oleh stimuli eksternal (berupa produk yang dilihat) sehingga muncul keinginan dalam dirinya untuk segera membeli produk tersebut.
5. Penelitian Terdahulu
5.1. Anggi M. Wijaya, Moh. Hufron dan A. R. Slamet (2016), “ Pengaruh Shopping Lifestyle dan Fashion Involvement Terhadap Impulse Buying (Sudi Kasus Pembelian Hijab Pada Mahasiswi Fakultas Ekonomi Universitas Islam Malang). E-jurnal Riset Manajemen Prodi Manajemen Fakultas Unisma.
5.2. Diah Pradiatiningtyas (2019), “ Analisis Pengaruh Hedonic Shopping Value, Shopping Lifestyle, Dan Positive Emotion Terhadap Impulse Buying Konsumen Dalam melakukan Pembelian Online Di Marketplace”. Journal Speed-Sentra Penelitian Engineering Dan Edukasi – Volume 11 No 2 – Mei 2019.
5.3. Davota Ikanubun, Sri Murni Setyawati dan Nur Choirul Afif (2019), “Pengaruh Hedonic Shopping Terhadap Impulse Buying Yang Dimediasi Emosi Positif ( Survei Pada Konsumen Toko Fashion Di Kota “X”). Jurnal Ekonomi, Bisnis, dan Akuntansi, 21(1).

6. Variabel Penelitian
6.1. Variabel Independent
a. Shopping Lifestyle (X1)
b. Positive Emotion (X2)
6.2. Variabel Dependent
a. Impulse Buying (Y1)

7. Dimensi/Indikator Variabel
7.1. Shopping Lifestyle (X1)
a. Activities
b. Interest
c. Opinion
Menurut (Suwarman 2003 dan Pradiatiningtyas 2019)
7.2. Positive Emotion (X2)
a. Pleasure
b. Arousal
c. Dominance
Menurut (Mehrabian dan Ruseel, Diah Pradiatiningtyas 2019)
7.3. Impulse Buying(Y1)
a. Urge To Purchase
b. Positive Affect
c. In-Store Browsing
d. Shopping Enjoyment
e. Time Available
f. Money Available
g. Impulse Buying Tendecy
Menurut (Beatty and Ferrel, Wahyudi 2017)

8. Alat/Model Analisis
Dalam analisis data, merupakan bagian yang penting dalam periode metode ilmiah, karena dengan analisis tersebut dapat diberi arti dan makna yang berguna dalam  menentukan masalah penelitian. Metode yang digunakan dalam penelitian ini adalah metode survei dengan pendekatan analisis deskriptif dan analisis verifikatif.
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