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ABSTRAK

Tujuan penelitian ini adalah menganalisis pengaruh hedonic motive, visual
merchandising terhadap impulse buying melalui positive emotion sebagai variabel
intervening pada konsumen produk 3Second di Kudus. Pendekatan yang digunakan
dalam penelitian ini adalah pendekatan deskriptif kuantitatif. Sampel adalah 120
konsumen produk 3Second di Kudus dan pengambilan sampel menggunakan
purposive sampling. Teknik pengumpulan data yang digunakan dalam penelitian
ini adalah kusioner. Teknik analisis data menggunakan SEM AMOS 24. Hasil
penelitian menunjukkan bahwa hedonic motive berpengaruh positif dan signifikan
terhadap positive emotion pada konsumen produk 3Second di Kudus. Visual
merchandising berpengaruh positif dan signifikan terhadap positive emotion pada
konsumen produk 3Second di Kudus. Hedonic motive tidak berpengaruh terhadap
impulse buying pada konsumen produk 3Second di Kudus. Visual merchandising
berpengaruh positif dan signifikan terhadap impulse buying pada konsumen produk
3Second di Kudus. Positive emotion berpengaruh positif dan signifikan terhadap
impulse buying pada konsumen produk 3Second di Kudus. Positive emotion
memediasi pengaruh hedonic motive terhadap impulse buying pada konsumen
produk 3Second di Kudus. Positive emotion memediasi pengaruh visual
merchandising terhadap impulse buying pada konsumen produk 3Second di Kudus.

Kata Kunci : Hedonic Motive, Visual Merchandising, Positive Emotion,
Impulse Buying.
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ABSTRACT

The purpose of this study was to analyze the influence of hedonic motive,
visual merchandising on impulse buying through positive emotion as an intervening
variable on consumers of 3Second products in Kudus. The approach used in this
study is a quantitative descriptive approach. The sample was 120 consumers of
3Second products in Kudus and sampling used purposive sampling. The data
collection technique used in this study was a questionnaire. The data analysis
technique used SEM AMOS 24. The results showed that hedonic motive had a
positive and significant effect on positive emotion on consumers of 3Second
products in Kudus. Visual merchandising had a positive and significant effect on
positive emotion on consumers of 3Second products in Kudus. Hedonic motive did
not affect impulse buying on consumers of 3Second products in Kudus. Visual
merchandising had a positive and significant effect on impulse buying on
consumers of 3Second products in Kudus. Positive emotion had a positive and
significant effect on impulse buying on consumers of 3Second products in Kudus.
Positive emotion mediated the effect of hedonic motive on impulse buying on
consumers of 3Second products in Kudus. Positive emotion mediated the effect of
visual merchandising on impulse buying on consumers of 3Second products in
Kudus.

Keywords: Hedonic Motive, Visual Merchandising, Positive Emotion, Impulse
Buying.
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