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Penelitian ini bertujuan untuk mengetahui pengaruh Trend Fashion dan Impulse Buying terhadap Keputusan Pembelian konsumen di Hongkong Fashion, Medan. Metode penelitian yang digunakan adalah kuantitatif asosiatif dengan pengumpulan data melalui kuesioner kepada 93 responden. Analisis data menggunakan regresi linear berganda, uji t, uji F, dan koefisien determinasi (R²).
Hasil regresi menunjukkan bahwa Trend Fashion berpengaruh negatif signifikan terhadap keputusan pembelian (β = -0,205; p = 0,004), sementara Impulse Buying berpengaruh positif signifikan (β = 1,234; p = 0,000). Uji t menunjukkan bahwa Impulse Buying lebih dominan (t = 16,249) dibandingkan Trend Fashion (t = -2,996). Hasil uji F menunjukkan bahwa secara simultan keduanya berpengaruh signifikan terhadap keputusan pembelian (F = 696,752; p = 0,000). Nilai R² sebesar 82,3% menunjukkan bahwa model sangat baik dalam menjelaskan variabel dependen.
Keputusan pembelian lebih dipengaruhi oleh dorongan emosional (Impulse Buying) daripada pertimbangan terhadap tren. Strategi pemasaran sebaiknya menekankan aspek emosional tanpa mengabaikan tren yang relevan.

Kata Kunci	: Trend Fashion, Impulse Buying, Keputusan Pembelian, Konsumen Fashion.
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ABSTRACT

The objective of the research was to determine the effect of fashion trends and
impulse buying on consumer purchase decisions at Hongkong Fashion, Medan.
The research method used was quantitative_associative, with data collected
through questionnaires from 93 respondents. Data analysis used multiple linear
regression, ttest, F-test, and coefficient of determination (R?). The regression
results showed that fashion trends had a significant negative effect on purchase
decisions (8 = -0.205; p = 0.004), while impulse buying had a significant positive
effect (B = 1.234; p = 0.000). The t-test showed that impulse buying was more
dominant (t = 16.249) than fashion trends (t = -2.996). The F-test results
indicated that both simultaneously had a significant effect on purchase decisions
(F = 696752 p = 0.000). The R value of 82.3% indicates that the model
adequately explains the dependent variable. Purchase decisions are more effected
by emotional drives (impulse buying) than by considerations of trends. Marketing
ies should emphasize emotional aspects without ignoring relevant trends.





