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CHAPTER V  

CONCLUSION  

 

5.1 Conclusion  

Based on the results of research conducted through various stages based on data 

collection, data processing, and data analysis. Then the following conclusions can be 

drawn: 

1. Consumer emotional intelligence has a significant influence on impulsive 

buying behavior. So this study accepts hypothesis one (H1) that has been 

proposed, whether consumer emotional intelligence influences impulsive 

buying behavior. 

2. Generation is not able to be a moderating variable of consumer emotional 

intelligence on impulsive buying behavior. Because in the result in table 4.7 

shows consumer emotional intelligence interact generation with value 0.531 

which is greater than 0.05 so the hypothesis 2 (H2) about generation 

moderated the effect of consumer emotional intelligence on impulsive buying 

behavior is not acceptable. Which is no matter which generation it is, whether 

generation X and Y or generation Z can be an impulsive person, and it depends 

on the person itself, that generation can control their emotional intelligence or 

not. 

3. Gender is not able to be a moderating variable of consumer emotional 

intelligence on impulsive buying behavior. Because in the result in table 4.8 

shows consumer emotional intelligence interact gender with value 0.882 

which is greater than 0.05 so the hypothesis 3 (H3) about gender moderated 

the effect of consumer emotional intelligence on impulsive buying behavior is 

not acceptable. Which is no matter which gender it is, whether female or male 

can be an impulsive person, and it depends on the person itself, they can 

control their emotional intelligence or not. 
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5.2 Managerial Implication   

Based on the results of the research that has been done, the managerial implications 

that can be given are as follows: 

1. It is recommended to pay attention to the level of service that can make 

consumers comfortable when shopping, such as not forcing consumers to 

make transactions and negotiating prices aggressively. So that makes 

consumers feel anxious, uncomfortable, frustrated, even embarrassed to 

continue buying. Ensuring consumer comfort is the main thing to convince 

consumers to make further purchases, such as providing information 

patiently and not in a hurry when consumers question services or goods 

will add positive service value to consumers. In this case, the more 

comfortable consumers feel when shopping, the more positive consumers 

feel to shop and buy something compared to when consumers feel annoyed 

or uncomfortable. 

2. The promotion method is in the form of television advertising media that 

contains some meanings and emotions such as feelings that inspire and can 

attract the attention of consumers. So it is highly recommended that the 

product or service in the advertisement that is displayed can contain 

emotions that can be felt by consumers and have the delivery of emotions 

that can make consumers feel touched so they can think about continuing 

it until the purchase. 

 

5.3 Research Limitation 

Based on the results of the research conducted, several limitations can be considered 

for further research and the limitations of this study are as follows: 

1. Lack of respondents as a result of using online questionnaires so that at the time 

of closing the questionnaire, researchers only managed to get 151 respondents. 

Because of this problem, this study must combine generations X and Y due to 

the lack of respondents born in the X and Y generations collected by the 

researcher. Where researchers can only collect 10 respondents to make 
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generations X and Y have 33 respondents so that to achieve the minimum 

number for data processing, generations X and Y must be combined 

2. In this study, in the questionnaire on emotional intelligence variables, you must 

delete or not use 7 question items in data processing reliability and regression 

because the negative annotations in these 7 question items cause the seven 

items to be not valid. 

 

5.4 Suggestion for Further Research 

Based on the research that has been done, the suggestions that can be given by 

researchers are as follows: 

1. In future research, it is recommended that generations X and Y can stand alone 

without combining. So for the next research, it is better for the researcher to 

get a large number of respondents, especially in generations X and Y. 

2. In future research, if you want to use generation as moderation, it is 

recommended to add or research a new generation, namely the alpha 

generation which will be in the spotlight in the years to come as a new target 

market for business people.  

3.  In further research, the researcher recommends that the question items on the 

consumer emotional intelligence variable can use positive annotation on the 

question items so the respondent doesn’t have any misleading understanding 

of the question. 
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Attachment 1 

Questionnaire 

Consumer Identity 

Year of Birth: 

Age: 

Gender: 

CONSUMER EMOTIONAL INTELLIGENCE 

Choose one of the answers according to your feelings with (√): 1) Not at all 

represent; 2) Slightly represent; 3) Moderately represent; 4) Quite represent; 5) 

Extremely represent. 

no Gambar Question  1 2 3 4 5 

1 

 

Indicate the amount of sadness expressed in 

this picture. 

     

2 

 

Indicate the amount of excitement expressed 

by the product in this picture. 

     

3 

 

Indicate the amount of relaxation expressed 

by the product in this picture 

     

4 

 

Indicate the amount of guilt expressed in 

picture. 

     

5 

 

Indicate the amount of surprise expressed in 

this picture. 
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Choose one of the answers according to your feelings with (√): 1) Useless; 2) 

Slightly useless; 3) Neutral; 4) Quite useful; 5) Extremely useful. 

NO Question 1 2 3 4 5 

6 How useful might it be to feel tension when interacting with an 

aggressive/pushy salesperson when making a purchase? 

     

7 How useful might it be to feel hostility when interacting with an 

aggressive/pushy sales person at an auto dealership? 

     

8 How useful might it be to feel joy when consuming unhealthy food 

when maintaining a healthy diet? 

     

9 How useful might it be to feel frustration when purchasing something 

expensive and interacting with an incompetent salesperson? 

     

 

Put an "X" on the choices below that are closest to your feelings, when certain 

situations occur 

10. You felt anxious and became stressed when he thought about having to negotiate 

a price with a car dealer when buying a new car.  When the dealer became pushy and 

began aggressively negotiating the price, you then felt ____.     

1) Self-conscious 

2) Depressed 

3) Ashamed 

4) Overwhelmed 

5) Happy 

 

11. You was in a hurry to eat lunch before an afternoon meeting. When You stopped 

at a fast food restaurant, you were happy to see that there were healthy food choices 

on the menu. After reading the nutritional information you were even more pleased 

about the choice you made, you felt ____.   

1) Depressed 

2) Content 

3) Unsure 

4) Fatigued 

5) Active 
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12. You went into a grocery store happy and left the store feeling sad.  What 

happened in between?  

1) You noticed an elderly lady passing out free samples of food  

2) You went to buy your favorite product and it wasn’t there 

3) You was buying products that made you feel uncomfortable taking to the 

cashier 

4) You realized you had a lot of things to do in the afternoon 

5) You was treated rudely by the cashier 

 

13. You were returning expensive clothes. You felt embarrassed and then you felt 

angry.  What happened in between?  

1) You realized that you should not have bought the clothes in the first place 

2) You saw an old friend in the store who was in a hurry and couldn’t talk 

3) You decided that you couldn’t afford the clothes after all 

4) You was encountered by a salesperson who was suspicious of your intentions 

5) You realized that he lost one of the items you wanted to return 

 

14. You watched a TV commercial.  You felt sad and then you felt guilty.  What 

happened in between? 

1) The commercial was offensive and made you not want to watch anymore 

2) The commercial was inspiring and made you think about an old relationship 

3) The commercial was thoughtful and made you think about losing touch with 

an old friend 

4) The commercial was strange and made you think about his years growing up 

5) The commercial was interesting and made you think about an new career path 
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Choose one of the answers according to your feelings with (√): 1) Very 

Unhelpful; 2) Unhelful; 3) Neutral; 4) Helpful; 5) Helpfully 

NO Question 1 2 3 4 5 

15 You just came back from a day of clothes shopping. You were feeling 

peaceful and content.  How well would the following behavior 

preserve your emotions?  

  

Behavior: You decides it is best to ignore the feeling since it wouldn't 

last 

     

16 You went to your favorite clothing store where you saw a shirt that you 

wanted to buy last week.  You felt stressed and frustrated because the 

shirt that you wanted was no longer there.  How well would the 

following behavior help you reduce your frustration? 

 

Behavior: You should discontinue future shopping at that store. 

     

17 You and your friend want to buy a new car.  The two of you will share 

the car and both have specific preferences in the type of car to be 

purchased.  You and your friend have a good relationship but are 

stubborn about the car that you each want.  How effective would you 

be in maintaining a good relationship with your friend if she/he 

performed the following behavior? 

  

Behavior: You should be sarcastic so that your friend will back down 

and the two of you buy the car that you really wants 

     

18 You has a job in which you are interacts with many of your clients.  

These clients are very important to you and your company since they 

represent large accounts.  You has a great relationship with your 

clients, although today, one of your clients is very rude and made an 

offensive comment to you.  How effective would you be in maintaining 
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a good relationship with this client if performing the following 

behavior?  

 

Behavior: You should become rude and offensive back to the client 

 

IMPULSIVE BUYING BEHAVIOR 

Choose one of the answers according to your feelings with (√): 1) strongly 

disagree; 2) disagree; 3) neutral; 4) agree; 5) strongly agree 

NO Question 1 2 3 4 5 

1 I  often buy things spontaneously      

2 "Just do it" describes the way I buy things      

3 I often buy things without thinking      

4 “I see it, I buy it” describes me       

5 “buy now, think about it later” describes me      

6 Sometimes I feel like buying things on the spur-of-the-moment      

7 I buy things according to how I feel at the moment      

8 I carefully plan most of my purchases      

9 Sometimes I am a bit reckless about what I buy      
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Attachment 2 

Reference Journal 
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Attachment 3 

SPSS Data Processing Results 

 

Table 4.3  

Descriptive Statistics 

 

 N Minimum Maximum Mean Std. Deviation 

GENDER 151 1 2  .499 

GENERATION 151 1 3  .517 

CEI_R 151 1.18 4.36 2.4750 .58964 

IBB 151 1.00 4.22 2.6483 .66387 

Valid N (listwise) 151     

 

 

Table 4.4  

CEI Reliability and Validity Statistics 

Before the item is invalid delated  

 

Cronbach's 

Alpha N of Items 

.606 18 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

CEI1 42.4371 57.581 .253 .587 

CEI2 43.0464 58.525 .195 .596 

CEI3 42.8543 56.845 .236 .590 

CEI4 42.6291 55.022 .363 .569 

CEI5 42.9868 60.506 .092 .611 

CEI6 43.9868 55.560 .477 .560 

CEI7 44.1258 59.391 .267 .588 

CEI8 43.0596 59.550 .135 .605 

CEI9 43.9470 58.197 .312 .581 

CEI10 42.5629 61.421 .038 .621 

 

 



 
 
 

74 

 

CEI11 43.3576 63.911 -.028 .615 

CEI12 43.0596 60.176 .101 .611 

CEI13_R 43.6291 60.462 .150 .601 

CEI14_R 42.4238 59.579 .153 .602 

CEI15 42.2517 55.856 .364 .570 

CEI16 43.1126 55.274 .344 .572 

CEI17 43.0927 56.565 .298 .580 

CEI18 43.3576 58.325 .191 .597 

 

Table 4.4 

CEI Reliability and Validity Statistics 

After the item is invalid delated  

 

Cronbach's 

Alpha N of Items 

.653 11 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

CEI1 24.02 36.526 .255 .641 

CEI2 24.63 36.702 .234 .645 

CEI3 24.44 35.154 .282 .637 

CEI4 24.21 34.781 .345 .623 

CEI6 25.57 35.153 .469 .606 

CEI7 25.71 37.915 .287 .636 

CEI9 25.53 37.437 .288 .635 

CEI15 23.83 34.992 .381 .617 

CEI16 24.70 34.707 .344 .624 

CEI17 24.68 35.381 .323 .628 

CEI18 24.94 36.950 .201 .652 
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Table 4.5 

IBB Reliability and Validity Statistics 

 

Cronbach's 

Alpha N of Items 

.672 9 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

IBB1 21.7351 26.983 .520 .606 

IBB2 20.5695 29.100 .310 .655 

IBB3 20.7086 28.781 .369 .641 

IBB4_R 21.6887 31.562 .235 .667 

IBB5 20.6954 29.480 .329 .649 

IBB6 20.8013 30.174 .297 .656 

IBB7 21.4636 30.744 .252 .665 

IBB8 21.2252 29.029 .346 .646 

IBB9 21.7881 28.408 .473 .620 

 

Table 4.6  

Simple Regression Analysis 

 

Variables Entered/Removeda 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 CEI_Rb . Enter 

a. Dependent Variable: IBB 

b. All requested variables entered. 
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Model Summary 

Mod

el R 

R 

Square 

Adjusted R 

Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .524a .275 .270 .56714 .275 56.531 1 149 .000 

a. Predictors: (Constant), CEI_R 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 18.183 1 18.183 56.531 .000b 

Residual 47.926 149 .322   

Total 66.109 150    

a. Dependent Variable: IBB 

b. Predictors: (Constant), CEI_R 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.187 .200  5.941 .000 

CEI_R .590 .079 .524 7.519 .000 

a. Dependent Variable: IBB 

 

Table 4.7  

Moderated Regression Analysis Generation 

 

Variables Entered/Removeda 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 CEI_GENERATI

ON, 

GENERATION, 

CEI_Rb 

. Enter 

a. Dependent Variable: IBB 

b. All requested variables entered. 
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Model Summary 

Mod

el R 

R 

Square 

Adjusted R 

Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .530a .281 .266 .56884 .281 19.103 3 147 .000 

a. Predictors: (Constant), CEI_GENERATION, GENERATION, CEI_R 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 18.544 3 6.181 19.103 .000b 

Residual 47.566 147 .324   

Total 66.109 150    

a. Dependent Variable: IBB 

b. Predictors: (Constant), CEI_GENERATION, GENERATION, CEI_R 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.754 .597  2.938 .004 

CEI_R .482 .194 .428 2.491 .014 

GENERATION -.185 .196 -.144 -.947 .345 

CEI_GENERATION .042 .067 .140 .627 .531 

a. Dependent Variable: IBB 

 

Table 4.8  

Moderated Regression Analysis Gender  

 

Variables Entered/Removeda 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 CEI_GENDER, 

CEI_R, 

GENDERb 

. Enter 

a. Dependent Variable: IBB 

b. All requested variables entered. 
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Model Summary 

Mod

el R 

R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .526a .276 .261 .57052 .276 18.702 3 147 .000 

a. Predictors: (Constant), CEI_GENDER, CEI_R, GENDER 

 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 18.262 3 6.087 18.702 .000b 

Residual 47.848 147 .325   

Total 66.109 150    

a. Dependent Variable: IBB 

b. Predictors: (Constant), CEI_GENDER, CEI_R, GENDER 

 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.163 .415  2.804 .006 

CEI_R .575 .153 .510 3.753 .000 

GENDER -.005 .341 -.004 -.014 .989 

CEI_GENDER .019 .129 .040 .149 .882 

a. Dependent Variable: IBB 

 

 

 

 

 

 

 

 

 

 

 


