BABV
KESIMPULAN DAN SARAN

5.1 Kesimpulan

Penelitian ini dilaksanakan untuk mengetahui dan menganalisis pengaruh
celebrity endorsement dan sales promotion terhadap impulsive buying fashion
online pada generasi Z. Adapun hasil dari penelitian ini memiliki kesimpulan
sebagai berikut:

1. Variabel celebrity endorsement berpengaruh positif namun tidak signifikan
terhadap impulsive buying fashion online pada generasi Z dengan Arief
Muhammad sebagai brand ambassador pada brand Erigo. Berdasarkan hasil
uji t dari analisis regresi linear berganda, nilai thiwng untuk variabel celebrity
endorsement adalah 0.614, yang lebih kecil dari twver 1,652, dan nilai
signifikansi adalah 0,540, yang lebih besar dari 0,05. Hal in1 menunjukkan
bahwa variabel celebrity endorsement berpengaruh positif namun tidak
signifikan terhadap impulsive buying fashion online pada generasi Z.
Dengan demikian, HO diterima dan HI1 ditolak, yang berarti variabel
celebrity endorsement tidak berpengaruh terhadap impulsive buying fashion
online pada generasi Z.

2. Variabel sales promotion berpengaruh positif namun tidak signifikan
terhadap impulsive buying fashion online pada generasi Z dengan Arief
Muhammad sebagai brand ambassador pada brand Erigo. Berdasarkan hasil
uji t dari analisis regresi linear berganda menunjukkan bahwa nilai thitung
untuk variabel sales promotion adalah 7.637, yang lebih kecil dari tewbel
1,652, dan nilai signifikansi sebesar 0,001, yang lebih besar dari 0,05. Hal
ini mengindikasikan bahwa variabel sales promotion berpengaruh positif
namun tidak signifikan terhadap impulsive buying fashion online pada
generasi Z. Oleh karena itu, HO diterima dan H1 ditolak, yang berarti
variabel sales promotion tidak berpengaruh terhadap impulsive buying

fashion online pada generasi Z.
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5.2 Implikasi Manajerial

Implikasi manajerial dari pembahasan dan hasil analisis dalam penelitian
tentang pengaruh celebrity endorsement dan sales promotion terhadap impulsive
buying fashion online pada generasi Z dengan Arief Muhammad sebagai brand
ambassador pada brand Erigo Dimana dari hasil temuan dari penelitian ini
ditemukan bahwa sales promotion berpengaruh positif dan siginifikan sehingga
sales promotion memiliki nilai yang lebih tinggi dibandingkan dengan celebrity
endorsement. Maka hal ini berimplikasi pada pada brand Erigo bahwa sales
promotion memiliki peranan yang penting dalam pengambilan keputusan
pembelian oleh konsumen. Maka dalam hal pemasaran brand Erigo harus
memperkuat sales promotion mereka agar dapat menambahkan volume pembelian.
Kesimpulan dari analisis ini adalah sales promotion berpengaruh signifikan dan
dapat menjadi strategi kunci bagi brand Erigo untuk meningkatkan penjualan

produk mereka.

5.3 Keterbatasan Penelitian

Pada penelitian ini ditemukan beberapa keterbatasan yang perlu
diperhatikan, salah satunya terkait dengan kuisoner yang digunakan untuk
mengumpulkan data. Salah satu keterbatasan utama adalah tidak adanya informasi
yang cukup lengkap mengenai sosok Arief Muhammad di dalam kuisoner tersebut.
Selain itu, kuisoner juga tidak menyertakan foto atau gambar yang menggambarkan
Arief Muhammad, yang dapat membantu responden dalam mengenali dan
memahami sosoknya secara lebih jelas. Hal ini berpotensi menimbulkan kesulitan
bagi responden yang belum familiar atau tidak mengetahui Arief Muhammad
sebelumnya, sehingga mereka mungkin kesulitan untuk mengisi kuisoner dengan
akurat dan memberikan jawaban yang tepat. Akibatnya, data yang terkumpul bisa
kurang representatif atau tidak sepenuhnya menggambarkan pandangan yang

sebenarnya dari responden terhadap sosok Arief Muhammad.

5.4 Saran
Berdasarkan hasil penelitian yang telah dilakukan mengenai pengaruh

celebrity endorsement dan sales promotion terhadap impulsive buying fashion
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online pada generasi Z dengan Arief Muhammad sebagai brand ambassador pada

brand Erigo, terdapat beberapa saran yang dapat diberikan untuk peneliti

selanjutnya. Saran-saran ini bertujuan untuk memperluas cakupan dan

meningkatkan kualitas penelitian terkait, serta memberikan wawasan baru dalam

pemahaman perilaku konsumen di kalangan generasi Z.

1.

Bagi penulis selanjutnya, diharapkan dapat menambah variabel lain karena
penelitian ini hanya fokus pada dua variabel utama, yaitu celebrity
endorsement dan sales promotion. Untuk penelitian selanjutnya, disarankan
untuk mempertimbangkan penambahan variabel lain yang mungkin
berpengaruh terhadap impulsive buying, seperti kepercayaan merek (brand
trust), kualitas produk, pengalaman pengguna (user experience) dalam
berbelanja online, atau perceived value (nilai yang dirasakan konsumen
terhadap suatu produk). Dengan memperluas variabel-variabel yang diteliti,
peneliti dapat memperoleh gambaran yang lebih komprehensif mengenai
faktor-faktor yang mempengaruhi keputusan pembelian impulsif di
kalangan generasi Z.

Penelitian ini menggunakan pendekatan kuantitatif dengan kuesioner untuk
mengumpulkan data. Meskipun pendekatan ini memberikan hasil yang
objektif, peneliti selanjutnya disarankan untuk menggabungkan pendekatan
kualitatif, seperti wawancara mendalam (in-depth interviews) atau diskusi
kelompok terfokus (focus group discussion). Dengan pendekatan kualitatif,
peneliti dapat menggali lebih dalam mengenai pemikiran, perasaan, dan
alasan di balik perilaku impulsif generasi Z saat berbelanja fashion online,
serta mendapatkan pandangan yang lebih mendalam mengenai peran

celebrity endorsement dan sales promotion.
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LAMPIRAN 1 KUISONER

Celebrity Endorsment

No. | Pertanyaan SS KS | TS | STS

1 Penampilan Arief Muhammad menarik

2 Penampilan Arief Muhammad Raka
menyenangkan

3 Saya menyukai Arief Muhammad

4 Penampilan Arief Muhammad elegan

5 Penampilan Arief Muhammad berkharisma

6 Arief Muhammad dapat diandalkan

7 Arief Muhammad jujur dalam menyampaikan
pesan iklan

8 Arief Muhammad konsisten dalam
menyampaikan pesan iklan

9 Pesan iklan yang disampaikan Arief Muhammad
dapat dipercaya

10 | Arief Muhammad seorang ahli

11 | Arief Muhammad berpengetahuan luas

12 | Arief Muhammad berkualitas

13 | Arief Muhammad terampil
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2. Sales Promotion

Pernyataan Impulsive Buying

SS

KS

TS

STS

Saya mudah tertarik untuk
berbelanja
karena adanya kupon hadiah yang

menarik.

Saya berbelanja karena adanya

diskon//potongan harga yang besar.

Saya tertarik berbelanja karena adanya

diskon/potongan harga yang rutin.

Saya tertarik berbelanja karena adanya

pemberian voucher belanja.

Saya sering mencari informasi
mengenai
promo belanja pakaian yang sedang

berlangsung.

Saya berbelanja karena adanya

penawaran “Buy one get one™.
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3. Impulisve Buying

No

Pertanyaan

SS

KS

TS

STS

1

Saya mengalami
dorongan atau
desakan secara
mendadak, kadang-
kadang tak
tertahankan atau
sulit dihentikan
untuk membeli
suatu produk yang

tidak direncanakan

Saya mempunyai
kecenderungan
menelusuri toko
lebih lama
sehingga terkadang
melakukan
pembelian barang
yang tidak

direncanakan.

Saya senang
berbelanja
sehingga
seringkali membeli
produk yang tidak

direncanakan

Saya memiliki
dana ekstra,
sehingga
cenderung
melakukan
pembelian yang
tidak direncanakan

ketika berbelanja
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LAMPIRAN 2 DATA KUISONER

No
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LAMPIRAN 3 SPSS

UJI VALIDITAS REABILITAS KUESIONER

UJI VALIDITAS KUESIONER CELEBRITY ENDORSEMENT

Correlations

3 ) P3 P4 Ps PG P7 P8 P9 P10 P11 P12 P13 | TOTAL
P1 Pearson Correlation 1 7247 6097 6757 6437 525”512 5217 5837 4127 455”463 5217 762
Sig. (2-tailed) 000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 195 195 195 195 195 195 195 195 195 195 195 195 195 195
P2 Pearson Correlation 724" 1 5497 25T 6317 6337 6027 127 07 4737 5437 582" 612" 816"
Sig. (2-tailed) .000 .000 ,000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 195 195 195 195 195 195 195 195 195 195 195 195 195 195
P3 pearson Correlation ~ .609"" 549" 1 5847 5127 4e9” 4367 401’ 3637 4627 3337 366 3747 6537
Sig. (2-tailed) .000 000 000 .000 000 .000 .000 .000 .000 .000 .000 .000 .000
N 195 195 195 195 195 195 195 195 195 195 195 195 195 195
P4 Pearson Correlation  .675" 625" 5847 1 753" 5607 5197 5197 565 4887 498" 5517 5137 784"
Sig. (2-tailed) .000 000 .00 .00 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 195 195 195 195 195 195 195 195 195 195 195 195 195 195
PS5 Pearson Correlation  .643  .6317  .512"° 753" 1 5677 452" 4147 497" 3837 482" 5587 51177 742”7
Sig. (2-tailed) 000 000 .000 000 000 .000 .000 .000 .000 .000 .000 .000 .000
N 195 195 195 195 195 195 195 195 195 195 195 195 195 195
P6 Pearson Correlation - .525°  .633°  .469" 560"  .567 1 6700 5707 5557 4947 516 5457 5447 763"
Sig. (2-talled) ~  .000  .000 .000 000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N / 195 195 195 195 195 195 195 195 195 195 195 195 195 195
P7 Pearson Correlation  .512°  .602°°  .436° 519 452" 670" 1 838"  .768" 564" 5907 6347 6337 g12”
Sig. (2-tailed) 2000 000 2000 000 2000 000 000 1000 000 000 000 000 000
N “ /TE 195 195 195 195 195 195 195 195 195 195 195 195 195
P8 Pearson Correlation 5217 6127 4017 5197 4147 570" L8387 1 .830° 5947 6197 684”7 6437 8137
Sig. (2-tailed) 2000 000 000 000 2000 000 2000 2000 000 000 000 000 000
D 195 195 195 195 195 195 195 195 195 195 195 195 195 195
P9 Pearson Correlation  .583"° 607"  .363 5657 4977 5557 7687 .8307 1 5377 606" 666 .62  .812”
 Sig. (2-tailed) 000 000 000 000  .000 000 000 000 000 000 000 .000 000
N 195 195 195 195 195 195 195 195 195 195 195 195 195 195
P10 PearsonCorrelation 412 473" 462" 488" 383" 494" 564" 594" 537" | B 617" 629" 5687 7207
Sig. (2-tailed) 2000 000 000 000 000 000 2000 000 2000 N 000 000 000 000
N | 195 195 195 195 195 195 195 195 195 195 195 195 195 195
PL1 | Pearson Correlation 455" ~ 543" 333" . 498" 482" 5167 590" 6197 606" | 617" 1 802" 695" 766"
"Sig. (2-tailed) 000 .000 000 .000 000 .000 000 .000 000 .000 000 000 000
Y 195 195 195 195 195 195 195 195 195 195 195 195 195 195
P12 PearsonCorrelation 463" 582" 366"  .551” 558" 545" 634" 684" 666"  .629"  .02" 1 824" g20”
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000  .000 000 000 000
N 195 195 195 195 195 195 195 195 195 195 195 195 195 195
P13 PearsonCorrelation.. 521" 612" 374" 513" 511" | 544" 633" 643" | 862" 568" 695" 824" 1 799"
Sig. (2-tailed) 000 .000 000 000 .000 .000 000 .000 000 000 000 000 000
N . 195 195 195 195 195 195 195 195 195 195 195 195 195 195
TOTAL Pearson Correlation  .762°  .816"  .653" 784" 742" 763" 812" 813" 812" 720" 766" 820" 799" 1

Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000 000 000 000
N 195 195 195 195 195 195 195 195 195 195 195 195 195 195

=*_Correlation is significant at the 0.01 level (2-tailed).

Case Processing Summary

N %
Cases  Valid 195 100.0
Excluded® 0 .0
Total 195 100.0

a. Listwise deletion based on all

variables in the procedure.

UJI REABILITAS KUESIONER CELEBRITY ENDORSEMENT

Reliability Statistics

Cronbach's
Alpha N of Items
.943 13
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Item-Total Statistics

Scale Corrected Cronbach's

Scale Mean if Variance if ftem-Total Alpha if ltem

tem Deleted  Item Deleted Correlation Deleted
P1 44.0667 70.032 717 .939
P2 43.9897 68.835 rrr 937
P3 44.4462 70.516 .581 .943
P4 44.1795 69.746 742 938
P5 44.2308 69.127 .686 .940
PG 44.1692 69.420 714 .939
P7 44.1538 69.358 i 937
P8 44.0718 69.675 rrr 937
P9 44.0872 69.791 776 937
P10 44.4462 69.754 .662 .940
P11 44.0462 70.116 722 .938
P12 43.9692 69.319 .785 937
P13 43.9282 70.026 762 937

UJI VALIDITAS KUESIONER SALES PROMOTION

Correlations

s1 52 s3 s4 S5 6 totalll

s1 Pearson Correlation 1 550" 6347 739" 521" 468" 799"
Sig. (2-tailed) .000 .000 .000 .000 000 .000

N 195 195 195 195 195 195 195
s2 Pearson Correlation  .550" 1 7127 628" 497" 643" 812"
 Sig. (2-tailed) .000 .000 .000 .000 .000 000
N I 195 195 195 195 195 195 195
53 Pearson Correlation  .634"  .712° 1 .742" 587 552"  .858°

' Sig. (2-tailed) .000 000 000 .000 .000 .000

N 195 195 195 195 195 195 195

sa  pearson Correlation  .739" 628" 742" 1 657" 566~  .883""

 Sig. (2-tafled) .000 000 .000 .000 2000 .000

N, 195 195 195 195 195 195 195

55 Pearson Correlation  .5217  .497" 587"  .657 1 534" 783"
'Sig. (2-tailed) .000 .000 .000 .000 .000 000

N 195 195 195 195 195 195 195
6 Pearson Correlation 468" = 6437 552 566" | .534" | T
Sig. (2-tafled) 000 000 000  .000 .000 000

N 195 195 195 195 195 195 195

totall  Pearson Correlation  .799”  .812"  .858"  .883" 783" 768" 1

Sig. (2-tailed) 000 .000 .000 .000 .000 .000
N 195 195 195 195 195 195 195

**_Correlation is significant at the 0.01 level (2 -tailed).

Case Processing Summary

N %
Cases  Valid 195 100.0
Excluded® 0 .0
Total 195 100.0

a. Listwise deletion based on all

UJI REABILITAS KUESIONER SALES PROMOTION

variables in the procedure.

Reliability Statistics

Cronbach's

Alpha N of ltems

.899 6
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Item-Total Statistics

Scale Corrected Cronbach's

Scale Mean if Wariance if ltem-Total Alpha if ltem

tem Deleted  Item Deleted Correlation Deleted
51 19.6410 19.087 700 .B85
52 19.3744 19.751 733 881
53 19.5282 18.766 .789 872
54 19.5590 18.433 .B24 .B66
55 19.8000 18.882 670 .B91
S6 19.6615 19.390 .B57 .892

UJI VALIDITAS KUESIONER IMPULSIVE BUYING

Correlations
1 12 13 14 totall
n Pearson Correlation 1 5477 5407 449" 7757
Sig. (2-tailed) 000  .000  .000 .000
N 195 195 195 195 195
12 Pearson Correlation  .547" 1 6407 5207 | 834"
Sig. (2-tailed) 000 .000 .000 000
N N 195 195 195 195
13 Pearson Correlation  .540"  .640" 1 644" 865"
Sig. (2-tailed) .000 .000 .000 000
N \" 195 195 195 195 195
14 Pearson Correlation  .449"  .520" 644" 1 793"
Sig. (2-tailed) .000 .000 .000 .000
A 195 195 195 195 195
totall  Pearson Correlation  .775°  .834°  .865 = .793" 1
Sig. (2-tailed) .000 000 000  .000 '
N 195 195 195 195 195

**_Correlation is significant at the 0.01 level (2 -tailed).

Case Processing Summary

N %
Cases  Valid 195 100.0
_Exauded‘ 0 .0
?otal— 195 100.0

a. Listwise deletion based on all
variables in the procedure.

UJI REABILITAS KUESIONER IMPULSIVE BUYING

Reliability Statistics

Cronbach's
Alpha N of ltems
.834 4
Item-Total Statistics
Scale Corrected Cronbach's
Scale Mean if Wariance if ftem-Total Alpha if ltem
tem Deleted  Item Deleted Correlation Deleted
11 10.2308 8.354 .599 818
12 10.0769 7.638 .683 782
13 10.2615 7.545 742 754
14 10.3385 8.349 .B35 .B03
STATISTIKA DESKRIPTIF
Descriptive Statistics
std.
N Minimum  Maximum Mean Deviation
CE 195 13 65 47.82 9.021
IB 195 4 20 13.64 3.665
5P 195 1 8 2.02 .B18
Valid N (listwise) 195
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ANALISIS REGRESI LINIER BERGANDA & KOEFISIEN DETERMINASI &

Variables Entered/Removed?
Variables Variables
Model Entered Removed Method
1 SP, CEP Enter

a. Dependent Variable: IB
b. All requested variables entered.

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .279% .078 .068 3.537
a. Predictors: (Constant), 5P, CE
ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 203.076 2 101.538 8.116 .OOGb
Residual 2402.073 192 12.511
Total 2605.149 194 RN
a. Dependent Variable: IB
b. Predictors: (Constant), SP, CE
Coefficients?
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 7.944 1.461 5.436 .000
| CE 091 .028 " 224 | 3223 .001
sp 661 31z 148 2123 035

a. Dependent Variable: 1B

82



LAMPIRAN 4 JURNAL UTAMA

ISSN 2303-1174 N.N. Y. Kambey.. J. D. D. Massic., R. T. Sacrang
THE IMPACT OF CELEBRITY ENDORSEMENT AND SALES PROMOTION ON
GENERATION Y’'S ONLINE FASHION IMPULSIVE BUYING IN MANADO

PENGARUH CELEBRITY ENDORSEMENT DAN PROMOSI PENJUALAN TERHADAP
PEMBELIAN IMPULSIF FASHION ONLINE PADA GENERASI Y DI MANADO
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Kata Kundi: Celebrity Endorsement, Promasi Pemjualan, Pembelian Impulsif

INTRODUCTION

Research Background
The internet is a versatile tool accessible to everyone, with a user base in Indonesia reaching 212.9 million
individuals. This widespread access has significantly influenced various aspects of daily life. including shopping.
Thc surge in online shops has led to a transformation in marketing practices, making online marketing
ndispensable for companies. Social media, being a valuable platform, allows individuals to explore their preferred
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brands, and the convenience it Offers as 4 sboppmg platform has led to impulsive buying. Marketers play a crucs
role in engaging customers through persuasive activities, given the influential impact of social media

Generation Y is the generation bom between 1981 and 1996, currently aged 27-42 (Ministry of Finance
Indonesia, 2021). They are the first generation to grow up with widespread internet access, tends to exhibit
impulsive buying behavior due to their substantial spending power). From year to year, Generation Y members”
expenditures on fashion items, including apparel. accessories and footwear. Generation Y deserves close attention
from marketers especially on online market because G ion Y 1s are very likely to spend their cash
as quickly as they acquire it, usually on consumer goods and personal services (Xu, 2007).

In this present-day, where social media has become a widespread presence among individuals, employing
celebrity endorsers stands out as one of the foremost and favored marketing approaches. Celebrity endorser is an
individual who receives public prominence for endorsing a consumer good by featuring a product in an
advertisement (McCracken’s, 1989). Companies use celebrities as a part of marketing communication plans to
reinforce corporate or brand image. To align their brands, themselves, and endorsers, businesses pay significant
sums of money.

Regardless of the type of goods, using a celebril lhudvmofﬂn publicity and attention-grabbing
power of the celebrity. instantly recognizable a 2ble nsumers, the allure and goodwill attached to the
person can be transferred to the product. Produet eategory thatarcmos clmelymlnedmmmmcncmnsfaﬂnon
products. Whenehoosmglworhs " hdl-endpmductssuchasnmkmp,
clothes, shoes, and accessoncs, ¢ !f nendation. therefore, efficient
communication and persuasion products such as clothes and
(Annn and Santhi, ’016).

cs ﬂgymyalso anusq.\enlpownnlchalhngcsndoom fuﬁhecmmrs such
as, implausible expectations, impuolsive buying, incompatibility with the product, and final outcomes of quality
and legitimacy. Companies will face tangible challenges when companies use celebrity endorsements and sales
promotions, such as, product disappointment. overspending and debt, irrelevant endorsements, impulsive
purchase of unnecessary items. Consumers must be conscious of these issues and assess celebrity endorsements

and sales promotions wisely..- ?
m ving of marketing strategics

Thus, this study 1s
namely celebrity endorsement and sales ﬁ; opcfull), y using these approach, online
shop businesses especially in social media « ct strategies from the knowledge of both the
celebrity endorsement and sales promdtion’s impact on online impulsive buying to attract or influence more online
consumers especially Generation Y with their purchasing power that may result in the upgrade of oaline shops in
social media in this digital era and to increase profit.

Raeud Objectives
. To find out the influence of Celebrity Endorsement and Sales Promotion on Generation Y's online fashion
impulsive buying simultancously
2. To find out the influence of Celebrity Endorsement on Generation Y's online fashion impulsive buying
partially.
3. To find out the influence of Sales Promotion on Generation Y's online fashion impulsive buying partally.

THEORETICAL FRAMEWORK

Marketing

American Marketing Association (AMA) Board of Directors define marketing as the activity, set of
institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for
customers, clients, partners, and society at large. Kotler (2003) defines marketing as “the art and science of
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choosing target markets, and getting, keeping. and growing customers through creating, communicating,
delivering superior custormner value.

Consumer Behavior

Consumer Behavior can be defined as the study of behavior encomp the processes through
which individuals or groups select, purchase, use, or dispose of products, services, ideas, or experiences to fulfill
their needs and desires. Initially referred to as buyer behavior, this field fi d on the interaction b
consumers and producers during the purchase stage (Hoyer et al., 2017).

Impulsive Buying

Impulsive purchasing is an unreasonable purchase that is related with buying quickly and unplanned,
followed by a conflict of mind and emotional motivation. The existence of sentiments exhibited by making a
purchase is connected to the peesence of emotional drive because there is a want to acquire a product instantly
negatively, feeling satisfied. and experiencing a cognitive conflict. (Verplanken and Herabadi, 2001). Impulsive

buying is a buying behavior caused by a very urge, suddenly, and continuous efforts to encourage
consumers to buy an item (Rook. 1987). lnpnln by two factors that are internal and external
factors. TR

Celebrity Endorsement \ g

A celebrity endorser \ L ".;
rmmiﬁmmwnlfou ’{i‘_’h ppes s
substantial research supporting th X
can increase brand re
andgancmapom

Sales Promotion
Sales

purchase of a produ
mix, which also i
process by which pro

strategy commonly used by marketers

lonnhpmh ,‘ n includes time:
customers not to miss ot (Gilbertand

Previous Research
Parmar, Mann and.Gh as in-store stimuli on
impulsive buying. This of purchase) advertising

impacts consumer impulse buying. in ¢ sisent and low involvement products. It also
examined the effect of match-up between product in consumer impulse buying. An
experimental study was conducted o gather data for six different situations uailizing a sample of 218 students in
India. Independent sample i-test was applied totest the hypotheses of the study. The results reveal that the peesence
of a celebrity endosser in POP advertising enhances the consumer impulse buying. Further, the celebrity endorsers
are more effective in cases of high wvolvement products as compared 1o fow involvement products, and the
celebrity match-up with the product category also influences impulse buying, however. oaly in case of high
involvement products.

Amarray (2020) examined the effect of sales promotion on impulsive buying behavior in Morecco. Old
shopping styles in Morocco are changing as consumers become more conscious about where they spend their
money which creates a challenge for marketers. That is why it is fundamental for businesses to be cognizant of
the effect that sales promotion tools have on impulsive buying behavior, not only to apply those tools accordingly
but also to understand what triggers their customers most. The objective of this study is to highlight the effect of
sales promotion tools on impulsive buying behavior in Morocco. Through a comprehensive questionnaire, we
gathered data from 325 respondents using random sampling The responses were coded into SPSS 26, descriptive
and inferential analyses were conducted 1o test the proposed hypotheses. Exploratory factor analyses proved the
reliability of our construct as well as strengthened the model fit, followed by Pearson’s correlation and multiple
regression analyses to expose the causal relationship between our independent, dependent, and cofounding
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variables. The results of the study were; sales promotion tools especially price discount, buy one get one free,
coupons, and sweepstakes showed a significant positive effect on impulsive buying behavior.

Xu (2007) examined the impact of store environment on adult generation Y consumers’ impulse buying.
Generation Y is emerging as an enormous force in the U.S. marketplace, with its growing spending power and its
members” unique spending patterns. This research employed the Mchrabian and Russell (1974) S-O-R model to
study the impact of store environments on the impulse buying behaviors of adult Generation Y consumers. Results
show that store environments have a significant influence on these consumers’ emotional states, including
pleasure and arousal, which in turn influence consumers’ impualse buying behaviors in the store. This study also
indicates that the relationship between store environment and adult Generation Y consumers’ emotional states is
moderated by personal factors such as arousability and by situational factors such as time pressure.

Conceptual Framework

Gen Y’s Online Fashion
Impulsive Buying in Manado(Y)

HI: Celebrity Endorsement jon have Signific ¥'s online fashion

H2: Celebrity : igni impulsive buying
parti \ 4
H3: Sales Promotion b igni 1 on i ¢ buying partially

N\ “3' L""“i\\\“-‘ /4
Research Approach
This research uses quantitative m tDMV nmpau of both vaniables on Generation Y's

online fashion impulsive buying especially online shops in social media. Quantitative research is a systematic and
structured approach that utilizes deductive reasoning fo fest and validate existing theories. It involves the
measurement of variables and the analysis of numerical data to reveal patterns, correlations, or causal relationships
(Leavy, 2017). Researchers employing quantitative methods to collect data using standardized mstruments or
surveys und apply statistical analysis techniques to draw meaningful conclusions. This approach allows for
objective and replicable findings, contributing to the accumulation of scientific knowledge.

Population, Sample, and Sampling Technique
The researcher’s population target of this research is Generation Y or Millennial, people between the age

of 27 — 42 in Manado whom are using the internet and have the experience in purchasing items on online shops,
especially through social media.
Data Collection Method

'l'hcpnmafydamfordussmdymllbeohamdlhmughmcuscofqms( ires. The qu

will be distributed to n.-spondmts to be the source of primary data_ This primary data will provide firsthand msrghls
and perspectives from the participants, contributing to the originality and relevance of the research. For this
rescarch, secondary data will be collected from books, articles, and already existing scientific papers that are
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related to the topic generally in the world. especially in Manado. By utilizing books, articles, and already existing

cientific papers, ¢ her can access a wide range of knowledge and perspectives on the topic and incorporate
existing insights and findings into the research analysis.

Operational Definition of Research Variables
Table 1. Variable Definition

Variable Definition Indicators
Celebrity A marketing strategy aimed at promoting 1. Celebrity trustworthiness
Endorsement  and enhancing awareness of a product 2 Celebrity artractiveness
(X:) through celebrity (Ezeanya etal, 2022) 3. Celebrity expertise
Sales Sales promotion is the stimulation and 1. On sale (clearance sales and markdowns
Promotion encouraging  activities that marketers 2. Bold sale price on product
(X2) implement to increase the purchasing of a 3. Additional purchase percent off

product or service (Amarray. 2020) 4. Coupon

A:: Gift with purchase
a ™ Free shipping or shipping discount (Dawson
T T P i im 2009)

Impulsive
Buying (Y)

Result
Validity and Reliability Test
The correlation outcome is deemed valid when the significance level is below .05 (5%) and becomes
unreliable when the significance level exceeds .05 (Sugiyono, 2018). I this study, the validity test was examined
using SPSS 24. It is observed that the r values for cach item surpass the r table at the 5% significance level, set at
0.195. Thas indicates the legitimacy of items connected to Celebrity Endocsement (X1, Sales Promotion (X2),
and Generation Y's Online Fashion Impulsive Buying in Manado (Y). The reliability test is conducted to assess
the consistency and stability of responses to a set of questions. In this study, the reliability test was examined
using SPSS 24. The analysis reveals a Cronbach’s Alpha value of 0.850 for the independent variable, signifying
a notable level of reliability in the measurement. This assessment is underpinned by the widely accepted criterion
that deems values exceeding 0.6.
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Classical Assumption Tests
Normality Test

Normeal 2 Mot of Mearesssion
Depondont Variable: Totaly

Experné Can Pt
¢

E” —.- o8 o' e Vo
“oonro- Gwm Pron

The purpose of 2 normali

rigure Z.
Somrewmﬂj
(3 =
i o u-‘ wh the dependent variable and various
independent variables in 2 regres tbution or not (Sekaran, 2003). Upon

examination of the normal plo #‘f? dard pean it 3 dispersion pattern in which
they are distributed in close/p zlite fdrd | poings. tollowrthe ‘disgonal direction of the graph,
serving as a clear indicati C i istri

Multicollinearity

; W"Z', 123)

As shown in the tab S E . (X 0.75! d Sales Promotion (X2)
15 (. 751, it is shown that both vari crange 15 a re Inflation Factoe (VIF)
of Celebrity Endorsement (X1) i 2 Sales Promot i 2 both are below 10.00. In
conclusion, there is no m x ullux:ar bdcpcndg aﬁ 1
o U\ L
OMi AN 'S
Depensert Varlabls Totely

Scutwipiet
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,_| P . . ey - l
. e o ot -

J o ..: - T by |

' o AChSN -

l -, .

1 . i

l _Y_t " T
Figure 3. Heteroscedasticity Test

Source: Data Processed (2023)

Using the Scatterplot Method, the data point’s exhibit dispersion both above and below, or in proximity
to, the value 0. The points are not concentrated solely above or below; there is no formation of a fluctuating pattern
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characterized by widening and narrowing. The distribution of data points lacks a discemible struc
arrangement, indicating no signs of heteroscedasticity.

Multiple Linear Regression
Table 3. Multiple Linear Regression

Unstandardized Standardized

Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -2.317 1.254 -1.847 068
Celebrity Endorsement 395 112 263 3518 001
Sales Promotion 468 058 603 8.053 000

Source: Data Processed (2023)

According to the table 3, the formulation of multiple lincar regression equations is as follows:
Y=2317+ + (0.468 X2

The multiple linear regression eguati
a. The constant value of‘Jl'l :
Generation Y's Online Fasl

t (X1), Sales Promotion (X2) on
/J"\ implics that when the independent
variables are zero, the dep

b. The firstindependent ] dom it mﬁ ficical value of 0.395. This implies
that if it increases ; ion,¥’s Online F : (Y) will be increased
by 0.395. A positi isevident between C Generation Y’s Online

‘A
0.468. This implics
ing will be increased

ol Y 's Online Fashion

Coefficient of Co n(r) valnl:
Coefficient of Determ ;...
Source: Data Processed

The correlation
between the independent & 1
at 0.583, demonstrating that the independe S 58.3% of the variability in the dependent

variable.
Hypothesis Testing
T-Test
Table 5. T-test
Variable T-Count T-Table
Celebrity Endorsement (X1) 3518 1.984
Sales Promotion (X2) 8.053 1.984

Source! Data Processed (2023)

Based on the information presented in the table, the subsequent observations were made:

a. The t-value for Celebrity Endorsement (X1) stands at 3.518, with significance level of 0.001 under a 3% alpha
coefficient. The t-count of 3.518 is greater than 1.984, and significance value is 0.00]1 smaller than Alpha
(0.05) It can be concluded that Celebrity Endorsement(X 1) has a significant positive influence on Generation
Y’s Online Fashion Impulsive Buying (Y). It can be affirmed that the hypothesis H2 is validated, stating that
“Celebrity Endorsement (X1) has a significant influence on Generation Y’s Online Fashion Impulsive Buying
in Manado (Y) partially™.
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b. The t-value for Sales Promotion (X2) stands at 8.053, with a significance level of 0.000 under a 3% alpha
coefficient. The t-count of 8.053 exceeds 1.984, and the significance level of 0.000 is lower than the Alpha
(0.05). It can be concluded that Sales Promotion (X2) has a significant positive influence on Generation Y's
Online Fashion Impulsive Buying (Y), It can be affirmed that the hypothesis H3 is validated, stating that “Sales
Promotion (X2) has a significant influence on Generation Y's Online Fashion Impulsive Buying in Manado
(Y) partially.

F-Test
Table 6. F-Test

F-Count F-Table
70.303 3.09
Source! Data Processed (2023)

Considering the F-Test results provided, it indicates that the F-count stands at 70.303. At a significance
lcwlofOOSandaOS%couﬁdeneelevﬂ.mglhef il | 'n—k) {2: 100 - 2 = 98), the coeresponding value
for 98 in F distribution table is 3.09. According tothis ¢ son, the F-count value of 70.303 exceeds the F-
table of 3.09. Thus, it can be inferred that Celehe and Sales Promotion (X2) as independent
variables jointly have a significant i i on Impulsive Buying in Manado (Y)
as the dependent variable. Theref ity Endorsement (X1) and Sales
i ive Buying in Manado

)&mﬂy pet , . e m podsandpcmonal

The Impact of Celebrity M
The t-test result reveals a signi n%&mm ity Endorsement (X1 ) on Generation Y's

Online Fashion Impulsive Buying in M wope of this ivestigation, three indicators of
celebrity endorsement have been identified namely, celebrity trustworthingss; attractiveness and expertise. These
indicators are employed in the questionnaire o' gather information regarding the respondent’s perspectives on the
utilization of celebrity endorsement as a marketing strategy. The result from the questionnaire indicates that a
majoxity propostion of participants express “agreement” with the efficacy of employing celebrity endorsements
as a marketing strategy, as it persuades them to make purchases from online shop oa social media. This inclination
is attributed 10 the respondents’ trust in the endorsers’ reviews, their appealing appearance, and effective
communication skills in promoting the products. Similar result was found in previous study that claims celebeity
endorsement has positive outcomes for impulse buying, because consumers are influenced by celebrity’s
attractiveness, trustworthiness, and expertise of promoting a product (Zhu, Amelina and Yen, 2022).

The Impact of Sales Promotion on Generation Y's Online Fashion Impulsive Buying

The t-test result reveals a significant positive impact of Sales Promotion (X2) on Generation Y’s Online
Fashion Impulsive Buying in Manado (Y). Within the framework of this research six indicators of sales promotion
have been identified, specifically: on sale (clearance sales and markdowns), bold sale price on product, additional
purchase percent off, coupon, gift with purchase. free shipping or shipping discount. These indicators are
integrated into the questionnaire to gather information about respondents’ perspectives on the application of sales
promotion as a marketing strategy. The findings indicate that Generation Y are inclined to buy products when
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those items are discounted. and they show particular interest in promotions presented through posts containing
the word “discount”. The result also reveals that Generation Y are encouraged to purchase product for the
additional discount of pm.hasmg more than one product. Online shops frequently give vouchers or coupons for
their cust The g ¢ affirm that a significant number of respondents find their purchase decisions
are influenced by the voucltrs or coupons. They also prefer to purchase fashion products which will come along
with free gift. And for the last indicator. majority of the respondents agree, with some expressing strong
agreement, that the decision to purchase fashion products from online shops on social media is influenced by the
availability of free delivery or discounted delivery services. Previous study also confirmed that Generation Y
exhibit a keen interest in promotional offerings, notably gravitating towards enticements such as discounts and
bonuses. which evoke a sense of excitement when recalling specific advertisements (Parmar, Mann and Ghuman,
2020).

CONCLUSION AND RECOMMENDATION

Conclusion

from the research on “The Impact
Fashion Impulsive Buying in M:
as follows:

5 he trust of consumers
oty skills in pmmoung

mpluncmanon of free delivery or d\snoum:.d dclntrv options. as partof the pmmouuml strategies. By
offering such benefits, online shop businesses especially on social media can take positive advantage of
Generation Y 's impulsive buying in contributing the increase of profit.

3. Subsequent research 1o enhance this studyon Generation Y 's impulsive buying by adding other variables that
were not included namely, packaging design, virtual payment, pees pressure or even non-economic factors
(social or cmotional gratification).
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