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ABSTRAK 

JOVITA ROSEINA NARISWARI, 21042010249, Pengaruh Hedonic Shopping 

Motivation, Shopping Lifestyle, Dan Positive Emotion Terhadap Impulse 

Buying Produk Merchandise Band Hindia (Studi Pada Komunitas Team Hindia 

Surabaya) 

Perkembangan budaya populer serta digitalisasi berperan besar dalam membentuk 

perilaku konsumtifgenerasi muda, termasuk pembelian merchandise musisi. Penelitian 

ini bertujuan untuk menganalisis pengaruh Hedonic Shopping Motivation, Shopping 

Lifestyle, dan Positive Emotion terhadap Impulse Buying pada pembelian merchandise 

Band Hindia oleh komunitas Team Hindia Surabaya. Metode yang digunakan adalah 

kuantitatif dengan teknik survei melalui kuesioner kepada 285 responden, ditentukan 

menggunakan rumus Slovin. Analisis data menggunakan Partial Least Square (PLS) 

melalui software SmartPLS 4.0. Hasil penelitian menunjukkan bahwa ketiga variabel— 

Hedonic Shopping Motivation, Shopping Lifestyle, dan Positive Emotion —berpengaruh 

positif dan signifikan terhadap Impulse Buying. Variabel yang memiliki pengaruh paling 

kuat adalah Hedonic Shopping Motivation. Temuan ini menegaskan bahwa pengalaman 

emosional, gaya hidup belanja, dan suasana hati positif menjadi faktor penting pemicu 

perilaku pembelian impulsif pada merchandise musisi. 

Kata Kunci: Hedonic Shopping Motivation, Shopping Lifestyle, Positive Emotion, 

Impulse Buying 
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ABSTRACT 

JOVITA ROSEINA NARISWARI, 21042010249, The Influence of Hedonic Shopping 

Motivation, Shopping Lifestyle, and Positive Emotion on Impulse Buying of Hindia 

Band Merchandise Products (A Study on Team Hindia Surabaya Community) 

The development of popular culture and digitalization play a major role in shaping the 

consumptive behavior of the younger generation, including the purchase of musician 

merchandise. This study aims to analyze the influence of Hedonic Shopping Motivation, 

Shopping Lifestyle, and Positive Emotion on Impulse Buying in the purchase of Band 

Hindia merchandise by the Team Hindia Surabaya community. The method used was 

quantitative with a survey technique through a questionnaire to 285 respondents, 

determined using the Slovin formula. Data analysis used Partial Least Square (PLS) 

through SmartPLS 4.0 software. The results showed that the three variables—Hedonic 

Shopping Motivation, Shopping Lifestyle, and Positive Emotion—had a positive and 

significant effect on Impulse Buying. The variable with the strongest influence is Hedonic 

Shopping Motivation. These findings confirm that emotional experiences, shopping 

lifestyle, and positive mood are important factors that trigger impulsive purchasing 

behavior for musician merchandise. 

Keywords: Hedonic Shopping Motivation, Shopping Lifestyle, Positive Emotion, Impulse 

Buying 
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