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ABSTRACT

This study investigated the impact of price consciousness, hedonism, and fashion interest
on positive emotions and subsequent impulsive buying behavior among Matahari.com
customers. Data from 215 participants were analyzed using Structural Equation Modeling
with SPSS and Smart PLS 4. Results indicate positive relationships between hedonism,
price consciousness, and fashion interest with positive emotions during online shopping.
Notably, positive emotions serve as a catalyst for impulsive buying on Matahari.com.
However, sales promotions were not found to be effective moderators in influencing the
connection between impulsive purchasing and actual transactions on the platform. The
study emphasizes the strategic significance of aligning promotions with consumer
preferences, including hedonistic inclinations, price sensitivity, and fashion interests, to
enhance impulsive buying behavior. These insights contribute to a deeper understanding
of emotional dimensions in online consumer behavior and offer practical implications for
E-Commerce platforms, particularly Matahari.com, to tailor marketing strategies for an
improved online shopping experience. Overall, the research provides actionable insights
that can guide efforts to drive impulsive buying behavior and enhance the effectiveness
of promotions in the E-Commerce context.

Keywords: [Hedonism, Price Consciousness, Fashion Interest, Positive Emotion, and
Impulsive Buying]

Xi



TABLE OF CONTENTS

TITLE PAGE ..ottt ettt sttt sttt et st e e sesne e eneane e i
APPROVAL PAGE ...ttt sttt sttt sttt ettt i
PANEL OF EXAMINER APPROVAL PAGE ..ot i
ACKNOWLEDGMENTS ...ttt ennee s v
STATEMENT OF ORIGINALITY ...ttt Vi
SIMILARITY INDEX REPORT ...ttt vii
GPT ZERO REPORT .....oiiiiiiie ettt ettt e e st e e e e nnnnee s viii
SCIENTIFIC PUBLICATION APPROVAL FOR ACADEMIC INTEREST ........ccccec..eee. IX
ADVISOR APPROVAL FOR PUBLICATION .....cciiiiiiii ittt X
ABSTRACT .ot e e e e e e s e e e e e e e e e n e e e et e e anraae s Xi
ABSTRAK L.ttt xii
TABLE OF CONTENTS ..ottt e et e e e e e Xiii
LIST OF FIGURES ... ..ottt e e nnae e e nnaee e XVi
LIST OF TABLE ...ttt ettt sttt n e nens XVii
LIST OF EQUATIONS ...ttt ettt snae e e nnae e e nnaee e Xix
LIST OF ABBREVIATIONS ... ..ottt e e XX
(O o A ol I PSR OPSSUSRPSR 1
1.1 Background RESEAICH .........ccociiiiiiiiieee e 1

1.2 Problem SateMENT...........oiiieeiie e 7

1.3 ReSEarCh QUESLIONS ..........oiieieiieiieie ettt re s nee e nnees 8

1.4 ReSEArCh ODJECHIVES........ocviitiiiiiiieiiiieie et 8

1.5  Research ContribULIONS ........ccoouiiieieiieieee e 9

1.6 Research Method and Variable............ccccoeiiiiiiiieiicc e 9
1.6.1  ReSearch Method.........cccouviieiiee e 9

1.6.2  Research Variable ..o 10

1.7 Master ProjeCt OULIINE .........coiiiiiiiiieeee s 10
CHAPTER T oottt sttt ettt seebe st neneens 12
2.1 HEOONISM ..ottt st re e b 12

2.2 PriCE CONSCIOUSINESS ....covieriiirieiiesiesieesieeieaseesteeeesseesteeseesseesteeeessessreeneesseessens 14

Xiii



2.3 FAShION INTEIEST ... .o 15

2.4 POSIIVE EMOLION. ...ttt e 17
2.5 SAlES PrOMOTION .. ..ottt st ne e 18
2.6 IMPUISIVE BUYET ..o 20
2.7 Hypothesis FOrmulation ... 22
2.8 ReSeArCh MO L.........ooiiiieiee e 24
2.9 Previous Research Table.........ccooiiiiiiiiii e 25
2.10 RESEAICN GaAP ....iiiveeiicie et 30
CHAPTER H ..ottt b bbbt 32
3.1 RESEAICN DESIGN.....iciiiiiciieciie ettt st nre s 33
3.1.1  The Scope 0f RESEAICN .......ccccviiiiiice e 33
3.2 Sample Collection MethodS..........coviieiieiiiie e 33
32,1 POPUIALION. ...t 33
322 SAMPIE s 34
KRG T D -1 r- W 0] 1 [T o] o USSR 35
3.3 1 Primary DAl .....cooeoeeiiiiiieiieeee e 35
3.3.2  SECONUANY DAL ..ot 36
3.4 Data AnalysisS MEtNOUS ..........ccviiiiiiiicieee e 36
341  Data QUALY TESE ..cueiiieiiiiiiieeieeee e 37
3.4.2  Inner Model ANAIYSIS ..o 43
3.4.3  HYPOLNESIS TESE ..ot 45
3.4.4  Research Operational Variables...........c.ccocviiiiiiiiiiie, 48

O o 1 el I Y SRS US 52
4.1  Overview of Matahari Department STOre ..........cccoovverieieieien e, 52
4.2 Data DESCIIPHION ...eeeuiiiiiiitieie ettt 53
4.2.1  Description of Respondent Data ...........cccoovereriirnieie i 54
4.3  Data QUAlILY TESE ...ciuieiiiieiiee e e 62
4.3.1  Validity TEStDY SPSS.......ooioi e 62
4.3.2  Validity Test by Smart PLS ..o 65
4.3.3  READIITY TESL...cuiiieiieicc e 72
4.3.4  Inner Model ANALYSIS......ccoiiiiiiiiiieie s 73

Xiv



Hypothesis test

Evaluation Model Fit Goodness of Fit
Discussion

CHAPTER V

Conclusions

Implications

Sales Promotion Implication

Practical IMPlCAtioN ........c.cccoeiieiiiicce e
Recommendations
REFERENCES

APPENDIX

XV



LIST OF FIGURES

Figure 1.1 Number of internet users worlwide at 2022 ...........c.cccevvivevivere e 1
Figure 1.2 Number of internet users in Indonesia at 2023...........cccccovveiierenienieenenie e 2
Figure 1.3 Estimate of E-Commerce transaction in Indonesia from 2021-2023............... 2
Figure 1.4 The map of e-commerce in indonesia Q2 2022 ..........cccoovieienininesieieen 3
Figure 2.1 Theoritical FrameWOIK .........cccccveiioiiiiesieie e 25
Figure 4.1 Model Structure for Validity Test by Smart PLS 4 ..., 65
Figure 4.2 Model Structure for Q Square Test by Smart PLS 4 ........cc.cccoooveviieiiennenn, 74
Figure 4.3 Model Structure for Hypotesis Test by Smart PLS 4 .........cccocovvviiiiiiienn, 75

XVi



LIST OF TABLES

Table 2.1 Previous Research Table ... 25
TabIe 3.1 LIKEIT SCAIE ...ttt nre s 36
Table 3.2 Operational Research Variables...........ccooiiiiiiiiiie e 50
Table 4.1 Respondent Profile...........oooiiiiiiiiie s 54
Table 4.2 Distribution of Respondents’ Answer Regarding Hedonism .............cccceevennen, 56
Table 4.3 Distribution of Respondents’ Answers Regarding Prices Conciousnes ............ 57
Table 4.4 Distribution of Respondents’ Answers Regarding Fashion Interest .................. 58
Table 4.5 Distribution of Respondents’ Answers Regarding Sales Promotion ................. 59
Table 4.6 Distribution of Respondents’ Answers Regarding Positive Emotion ................ 60
Table 4.7 Distribution of Respondents’ Answers Regarding Impulsive Buying................ 61
Table 4.8 Validity Test Result of HEAONISIM .........ccviiiiiiiieieieseee e 62
Table 4.9 Validity Test Result of Price CONSCIOUSNES..........ccvreereerieiierieriesiesieesie e seeas 63
Table 4.10 Validity Test Result of Fashion INterest ...........c.cccvveveeie v 63
Table 4.11 Validity Test Result of Sales Promotion.............cccccoveiieiiiicvicic e 64
Table 4.12 Validity Test Result of Positive EMOLION ...........ccccovevieviiiiiicie e 64
Table 4.13 Validity Test Result of Impulsive BUYing ..........cccoveiieiiiieiicie e 65
Table 4.14 Outer Loading TeSt RESUIL............coviiiiiiee e 66
Table 4.15 Convergen Validity TeSt RESUIL ........c.ccveiiiiiiiicicceeceee e 68
Table 4.16 Cross Loading TeSt RESUIL .........ccviiiiiiiice e 68
Table 4.17 Fornell Lacker TeSt RESUIL ........cooviiiiiiieeeee e 70
Table 4.18 Heterotrait Monotrait (HTMT) RatiO ........ccoocveiiieiiiciic e 71
Table 4.19 INNEr VIF RESUIL .......ooiiiiee s 72
Table 4.20 Reliability TeSt RESUIL .......ccviiiieie e 73

Xvii



Table 4.21 R Square TeSE RESUIL .....cc.eoveiieiecie e 73

Table 4.22 Q Square TeSt RESUIL ........ccveiieii e 74
Table 4.23 Hypothesis TESE RESUIL .........ccccueiiicciciiiiess st 75
Table 4.24 F SQuare TESE RESUIL ........c.cceveeeececeeeiee ittt 77
Table 4.25 SRMR TESERESUIL ..ot 79

XViii



LIST OF EQUATIONS

Equation 1 FOMUIA SIZE ..o 35

XiX



I T o A

HS
PC
Fl

PE
SP

LIST OF ABBREVIATIONS

: Hedonism

: Price Consciousnes
: Fashion Interest

: Positive Emotion

: Sales Promotion

: Implusive Buying

XX



	b27f6ed0edce13864fedad6b8fe90d937eff99c76e2afa2f14eed9b1352bfe39.pdf
	b27f6ed0edce13864fedad6b8fe90d937eff99c76e2afa2f14eed9b1352bfe39.pdf
	b27f6ed0edce13864fedad6b8fe90d937eff99c76e2afa2f14eed9b1352bfe39.pdf
	b27f6ed0edce13864fedad6b8fe90d937eff99c76e2afa2f14eed9b1352bfe39.pdf

