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INTISARI 

Penelitian ini bertujuan untuk mengetahui pengaruh dari Kecerdasan 

Emosional terhadap Impulsive Buying produk kosemetik pada wanita generasi 

milenial. Rancangan penelitian menggunkan pendekatan kuantitatif korelasional 

dengan teknik sampling non-probability samping yakni purposive sampling. 

Sampel yang digunkan dalam penelitian ini sebanyak 272 responden. Pengumpulan 

data menggunakan koesioner yang di sebarkan melalui google form dan pengujian 

data menggunakan analisis regresi linier sederhana. Hasil yang diperoleh adalah 

terdapat pengaruh yang signifikan antara Kecerdasan Emosional terhadap 

Impulsive Buying dengan arah yang negatif. Hasil uji menunjukan sigifikansi 

sebesar 7.444 > 1.650. Artinya terdapat pengaruh yang signifikan. Besaran 

pengaruh kecerdasan emosional terhadap impulsive buying sebesar 17%. Artinya 

17% perilaku Impulsive Buying dijelaskan oleh Kecerdasan Emosional sementara 

sisanya dijelaskan oleh varibel lain. 

Kata kunci: Kecerdasan Emosional, Impulsive Buying Online, Produk Kosmetik, 

Generasi Milenial 
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ABSTRAK 

This study aims to determine the effect of Emotional Intelligence on 

Impulsive Buying of cosmetic products in millennial women. The research design 

uses a correlational quantitative approach with a side non-probability sampling 

technique, namely purposive sampling. The sample used in this study was 272 

respondents. Data collection used a questionnaire which was distributed via google 

form and data testing used simple linear regression analysis. The results obtained 

are that there is a significant influence between Emotional Intelligence on Impulsive 

Buying in a negative direction. The test results showed a significance of 7,444 > 

1,650. This means that there is a significant influence. The magnitude of the 

influence of emotional intelligence on impulsive buying is 17%. This means that 

17% of Impulsive Buying behavior is explained by Emotional Intelligence while 

the rest is explained by other variables. 

Keywords: Emotional Intelligence, Impulsive Buying Online, Cosmetic Products, 

Millennial Generation. 
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