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ANALISIS IMPULSE BUYING PRODUK LUXCRIME PADA BRAND IMAGE 

DAN PRICE DISCOUNT  (STUDI KASUS: GENERASI MILENIAL YANG 

ADA  DI JAKARTA)  

Naufa Nadiyah Regiana 

ABSTRAK 

Anak muda yang dikenal sebagai kaum milenial khususnya perempuan memiliki 

banyak minat, salah satunya adalah keinginan akan produk kosmetik akhir – akhir ini 

menjadi sangat dekat dengan masyarakat .Tujuan dari penelitian ini  untuk mengetahui 

pengaruh Brand Image dan Price Discount pada konsumen milenial terhadap Impulse 

Buying produk Luxcrime di Jakarta. Responden yang terlibat dalam penelitian ini 

sebanyak 100 pembeli produk Luxcrime. Dengan menggunakan pendekatan kuantitatif 

deskriptif, data diolah dengan menggunakan software SPSS dengan menggunakan 

metode penelitian uji instrumen, uji statistik deskriptif, uji asumsi klasik, uji kelayakan 

model dan uji hipotesis. Hasil penelitian menunjukkan Brand Image berpengaruh 

positif dan signifikan pada Impulse Buying produk Luxcrime, sedangkan Price 

Discount tidak berpengaruh pada Impulse Buying produk Luxcrime secara parsial. 

Brand Image dan Price Discount berpengaruh secara simultan pada Impulse Buying 

produk Luxcrime. 

Kata Kunci: Impulse Buying, Brand Image, Price Discount, Luxcrime 
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 IMPULSE BUYING ANALYSIS OF LUXCRIME PRODUCTS ON BRAND 

IMAGE AND PRICE DISCOUNT (CASE STUDY: MILENIAL GENERATION 

IN JAKARTA) 

Naufa Nadiyah Regiana 

ABSTRACT 

 

Young people, known as millennials, especially women, have many interests, one of 

which is the desire for cosmetic products - lately it has become very close to the 

community The purpose of this study was to determine the effect of Brand Image and 

Price Discount on millennial consumers on Impulse Buying Luxcrime products in 

Jakarta. Respondents involved in this study were 100 buyers of Luxcrime products. By 

using a descriptive quantitative approach, the data is processed using SPSS software 

using the research method instrument test, descriptive statistical test, classical 

assumption test, model feasibility test and hypothesis testing. The results showed that 

Brand Image has a positive and significant effect on Impulse Buying Lxcrime products, 

while Price Discount has no effect on Impulse Buying Luxcrime products partially. 

Brand Image and Price Discount have a simultaneous effect on Impulse Buying 

Luxcrime products. 

Keywords: Impulse Buying, Brand Image, Price Discount, Luxcrime  
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