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This study aims to determine the effect of 

hedonic motivation, store atmosphere and 

positive emotion on consumer impulse buying. 

This study is a quantitative study with a survey 

method. The population in this study were 

consumers of the Nako Kuntum coffee cafe 

who had made at least one purchase. The 

results of this study indicate that: (1) Hedonic 

Motivation does not have a positive effect on 

impulse buying. (2) Store atmosphere does not 

have a positive effect on impulse buying. (3) 

Positive emotion has a positive effect on 

impulse buying. 
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INTRODUCTION 
Coffee is an important commodity that is widely traded internationally. 

Coffee beans are produced by various countries, the majority in tropical regions. 
As a country with a tropical climate, Indonesia is listed as the third largest coffee 
producer in the world in 2022/2023 (https://indonesiabailk.id). Occupying the 
position as one of the largest coffee producing regions in the world, it is not 
surprising that Indonesian people have high coffee consumption. It was recorded 
that in 2022, Indonesia will rank first in coffee consumption in the Southeast Asia 
region. 

The increase in coffee consumption has triggered the proliferation of 
modern coffee shops (cafés) with contemporary concepts. This shows a shift in 
the culture of drinking coffee in society. In the past, coffee shops were just places 
to relax and enjoy tea, cakes and coffee. Now, coffee shops have transformed into 
multifunctional spaces, more than just a place to drink coffee. According to 
Widiyaningsih (2022) coffee shops have become a place to socialize and have 
social interactions, and do assignments. This cultural shift shows that coffee 
shops are no longer just places to drink coffee, but also become social spaces for 
interaction and activities. 

The coffee shop business in Indonesia, especially in big cities, is 
experiencing rapid development. This opens up opportunities for entrepreneurs 
to open coffee shop businesses with various interesting concepts and ideas to 
attract consumers from various circles. The city of Bogor, as one of the big cities 
in West Java, is also experiencing the development of this coffee shop business. 
One area with a choice of coffee shops is East Bogor. The increase in the number 
of businesses in the same field causes competition to become increasingly fierce. 
Tight competition encourages business actors to look for the right strategy so that 
their business can excel in the competition. One strategy that can be carried out 
by business actors is by studying consumers' emotional experiences, one of which 
is studying consumers' impulse buying. 

Café Kopi Nako Kuntum is a café in East Bogor which is famous for its 
unique design and outdoor feel. It has a spacious and instagrammable space, 
making it an attraction for many visitors to enjoy a cup of coffee, listen to live 
music and relax with friends. Based on data, sales revenue for Café Kopi Nako 
Kuntum in 2022 tends to fluctuate. The average income attainment is 92.27%. 
Based on information from the shop head, the failure to achieve the sales revenue 
target was thought to be caused by an impulsive reaction which was closely 
related to impulse buying which was thought to be caused by positive emotions, 
hedonic motivation and a store atmosphere which was considered to be still very 
low. Based on the pre-survey questionnaire regarding impulse buying, the 
average consumer (57%) out of a total of 30 consumers did not impulse buy, 
because they made the purchase according to what had been planned from the 
start. 

Based on the results of observations of positive emotion and store 
atmosphere variables taken from Google reviews of Café Kopi Nako Kuntum, 
there is a total of 5.25% with a total of 1200 consumer testimonials and 63 related 
complaints, some of which complained about poor service and live music. only 2 
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times in 1 week, too few cashiers, insufficient supply of additional chairs and 
tables. Therefore, it can be concluded that the positive emotions of consumers 
and the existing store atmosphere are not suitable enough, so there are still many 
complaints felt by consumers and they have not been able to attract consumers' 
interest in impulse buying. 

Based on the results of a pre-survey questionnaire of 30 consumers of Café 
Kopi Nako Kuntum, there are two important findings regarding consumer 
behavior in making impulsive purchases and hedonistic motivation, namely: 1) 
the average consumer (57%) does not make impulse purchases. This shows that 
the majority of consumers have careful planning when shopping and are not 
easily tempted by impulsive offers. These consumers tend to make purchases 
according to predetermined needs and budgets: 2) as many as 53% of consumers 
stated that they were not motivated by hedonistic factors in shopping. This 
means that the main factor that drives their purchases is not solely to gain 
momentary pleasure or satisfaction, but rather is based on needs and other 
rational considerations. 

Based on the background that has been described, the author is interested 
in conducting research with the title "The Influence of Hedonic Motivation, Store 
Atmosphere and Positive Emotion on Consumer Impulse Buying at Café Kopi 
Nako Kuntum". The aim of this research is to determine and analyze the direct 
influence of hedonic motivation, store atmosphere and positive emotion on 
consumer impulse buying. 
 

LITERATURE REVIEW 
Hedonic Motivation 

Hedonic motivation is a consumer's motivation to shop because shopping 
creates a feeling of satisfaction and pleasure in themselves without considering 
the benefits of what is purchased. Hedonic motivation is a consumer's motivation 
to shop because shopping is a pleasure in itself so that they do not pay attention 
to the benefits of the products purchased (Utami, 2018:48). Factors that influence 
hedonic motivation are divided into two parts, including personal factors and 
environmental factors. Meanwhile (Arnold and Reyold, 2003:81). Indicators of 
hedonic motivation include an interesting shopping experience, alternative 
shopping to overcome boredom, the pleasure of paying for friends' orders, liking 
stores that give discounts, the pleasure of shopping with family and shopping to 
follow trends (Utami, 2018:48). 
Based on previous research conducted by Ika (2020), it was stated that hedonic 
motivation has an effect on Impulse Buying 
H1: Hedonic Motivation has a direct effect on Impulse Buying 
 
Store Atmosphere 

Store atmosphere is a very important physical characteristic for every retail 
business, it plays a role in creating a comfortable atmosphere according to 
consumer desires and makes consumers want to linger in the cafe and indirectly 
stimulates consumers to make purchases. It is stated that store atmosphere 
includes various interior displays, exteriors, layouts, internal store traffic, 
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comfort, air, service, music, uniforms, the length of goods and so on that create 
an attraction for consumers and arouse the desire to buy (Berman and Evan, 
2008:528). The factors that influence the creation of store atmosphere include 
employees, types of fixed equipment, music, aroma, visual factors (Levy and 
Weitz, 2014:434). While store atmosphere indicators include exterior, general 
interior, store layout and interior display (Berman and Evan, 2008:528). 
Based on previous research conducted by Ipaludin (2024), it was stated that store 
atmosphere has an effect on impulse buying. 
H2: Store atmosphere has a direct effect on impulse buying. 
 
Positive Emotion 

Positive emotion is a reaction or attitude that states that someone feels 
happy, joyful and satisfied with a certain situation or object. Positive emotion is 
a positive feeling such as feeling happy, feeling love, feeling like, enjoying, 
satisfaction and alertness (Peter and Olson, 2014:30). There are various factors 
that influence positive emotions in shopping, this opinion states that positive 
emotions in shopping can arise due to mood factors, the influence of 
environmental characteristics and reactions. In addition, the indicator of positive 
emotions states that the active environmental response to purchasing behavior 
can be described by three indicators, including pleasure, passion and dominance 
(Peter and Olson, 2014:30). 
Based on previous research conducted by Risnawati (2020), it was stated that 
positive emotions have an effect on impulse buying. 
H3: positive emotions have a direct effect on consumer impulse buying 
 
Impulse Buying 

Consumer impulse buying is an unplanned behavior or decision to buy a 
product or service. The decision to buy occurs suddenly and just before making 
a purchase. Impulse buying is a purchase that occurs when consumers 
experience a sudden, powerful feeling and strong urge to buy something 
immediately (Engel, 2008:86). Impulse buying can be said to be a unique 
purchasing behavior. Impulse buying is an individual's tendency to make 
spontaneous purchases without careful planning. This behavior is often triggered 
by several emotional factors, such as joy, boredom, or stress, and can have a 
negative impact on an individual's finances. It is stated that the factors that 
influence impulse buying consist of internal and external factors. Internal factors 
such as emotions, gender, and hedonic motivation. While external factors such 
as store atmosphere, lifestyle, situational variables (availability of time and 
money), personal variables (personal identity and personality), and product 
bundling (Dawson and Kim 2009). Meanwhile, indicators of impulsive buying 
include the urge to shop, negative emotions, browsing the store, shopping 
pleasure, time availability, and money availability (Engel, 2008:156). 

Based on previous research conducted by Ika, Risnawati (2020) and 
Ipaludin (2024), it was stated that Hedonic motivation, store atmosphere and 
positive emotion have an effect on impulse buying. 
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H4: Hedonic motivation, store atmosphere and positive emotion have a 
direct effect on consumer impulse buying 

 
 The following is the framework for thinking in this research: 
 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 

 
METHODOLOGY 

The objects in this research are hedonic motivation, positive emotion, store 

atmosphere and impulse buying of Café Kopi Nako Kuntum consumers. The 

subjects in this research were consumers of Café Kopi Nako Kuntum. The 

location of this research was carried out at Café Kopi Nako Kuntum which is 

located on JL. Green Terrace Residence JL. Raya Tajur No. 291, RT 01\RW 01, 

Sidangrasa, Kec. East Bogor. Bogor City, West Java. 16145. The method in this 

research uses quantitative descriptive methods to determine significant 

relationships between the variables studied. The results of this method will 

provide a better understanding of the research subject. The population in this 

study were consumers of the Nako Kuntum coffee café who had made a purchase 

at least once. The sample in this study used 100 consumer respondents of Café 

Kopi Nako Kuntum. The sampling technique used in this research is probability 

sampling technique, while the method uses purposive sampling. 
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RESEARCH RESULT 
The$ validity te$st is carrie$d o$ut to$ sho$w the$ de$gre$e$ o$f co$nsiste$ncy be$twe$e$n 

the$ data that actually o$ccurs o$n the$ o$bje$ct and the$ data co$lle$cte$d by the$ re$se$arche$r 

(Sugiyo$no$, 2019). The$ validity te$st o$f the$ variable$ he$do$nic mo$tivatio$n, sto$re$l 

atmo$sphe$re$, po$sitive$ e$mo$tio$n and co$nsume$r impulse$ buying as a who$le$ is 

co$nside$re$d valid. In acco$rdance$ with the$ crite$ria rco$unt < rtable$ is de$clare$d valid. 

The$ re$liability te$st is to$ se$e$ whe$the$r the$ re$se$arch instrume$nt is a re$liable$ 

and trustwo$rthy instrume$nt (Sugiyo$no$, 2019). Re$liability te$sting was carrie$d o$ut 

using Cro$nbach Alpha. The$ re$sults o$f the$ re$liability te$st o$n the$ he$do$nic 

mo$tivatio$n, sto$re$ atmo$sphe$re$, po$sitive$ e$mo$tio$n and co$nsume$r impulse$ buying 

variable$s are$ that all state$me$nts are$ de$clare$d re$liable$. In acco$rdance$ with the$ 

Cro$nbach Alpha crite$ria <0.6, it is de$clare$d re$liable$. 

The$ classic assumptio$n te$st was carrie$d o$ut to$ te$st the$ quality o$f re$se$arch 

data. The$ classical assumptio$n te$sts carrie$d o$ut in this re$se$arch include$ the$ 

no$rmality te$st, multico$lline$arity te$st, and he$te$ro$sce$dasticity te$st. 

The$ no$rmality te$st is a te$st to$ se$e$ whe$the$r the$ re$siduals o$btaine$d have$ a 

no$rmal distributio$n. In this re$se$arch, data no$rmality de$te$ctio$n can be$ do$ne$ using 

the$ Ko$lmo$gro$v Smirno$v te$st. The$ no$rmality te$st re$sult in this re$se$arch was 0.153, 

me$aning that the$ significant value$ was > 0.05, so$ the$ distributio$n was no$rmal. 

The$ mutico$lie$narity te$st aims to$ te$st whe$the$r the$ re$gre$ssio$n mo$de$l finds a 

co$rre$latio$n be$twe$e$n the$ inde$pe$nde$nt variable$s. A go$o$d re$gre$ssio$n mo$de$l sho$uld 

have$ no$ co$rre$latio$n be$twe$e$n inde$pe$nde$nt variable$s. The$ re$sults o$f the$ 

mutico$line$arity te$st sho$w that the$ to$le$rance$ value$ fo$r e$ach variable$ is > 0.05, 

while$ the$ variance$ inflatio$n facto$r (VIlF) value$ fo$r e$ach variable$ is ≤ 5 so$ that in 

the$ re$gre$ssio$n mo$de$l in this study, multico$lline$arity do$e$s no$t o$ccur. 

The$ he$te$ro$sce$dasticity te$st aims to$ te$st whe$the$r the$ re$gre$ssio$n mo$de$l has 

an une$qual variance$ fro$m the$ re$sidual o$f o$ne$ o$bse$rvatio$n to$ ano$the$r o$bse$rvatio$n, 

so$ it is calle$d ho$mo$sce$dasticity and if it is diffe$re$nt it is calle$d he$te$ro$sce$dasticity. 

The$ Scatte$rplo$t image$ o$f this re$se$arch is a scatte$ring o$f do$ts with an uncle$ar 
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patte$rn and abo$ve$ and be$lo$w the$ numbe$r 0 at po$int Y, me$aning that the$re$ is no$ 

he$te$ro$sce$dasticity and is suitable$ fo$r use$ to$ pre$dict e$ach variable$ in this re$se$arch. 

Base$d o$n the$ re$capitulatio$n re$sults o$f co$nsume$r re$spo$nse$s to$ the$ impulse$ 

buying variable$ (Y), it has an ave$rage$ value$ o$f 3.68 in the$ high crite$ria. The$ 

instrume$nt with the$ highe$st asse$ssme$nt is lo$cate$d o$n the$ sho$p bro$wsing indicato$r 

and time$ availability o$f 4.17 in the$ high crite$ria. This sho$ws that co$nsume$rs like$ 

ae$sthe$tics and visual be$auty, so$ the$y fe$e$l co$mfo$rtable$ whe$n hanging o$ut. 

Cle$anline$ss and hygie$ne$ are$ also$ impo$rtant fo$r co$nsume$rs to$ e$nsure$ that the$ fo$o$d 

and drinks the$y co$nsume$ are$ safe$. Apart fro$m that, o$n ho$lidays o$r fre$e$ time$, 

co$nsume$rs have$ a high impulse$ buying te$nde$ncy. The$ main re$aso$n is the$ de$sire$ 

to$ have$ fun. Whe$n the$y have$ fre$e$ time$, the$y are$ mo$re$ o$pe$n to$ trying ne$w things, 

hanging o$ut with frie$nds o$r family, so$ the$y are$ e$asily influe$nce$d by impulse$ 

buying. 

Base$d o$n the$ re$capitulatio$n re$sults o$f co$nsume$r re$spo$nse$s to$ the$ he$do$nic 

mo$tivatio$n variable$ (X1), it has an ave$rage$ value$ o$f 3.89 in the$ high crite$ria. The$ 

indicato$r with the$ highe$st rating is liking sto$re$s that pro$vide$ disco$unts o$f 4.17 

with high crite$ria. This sho$ws that disco$unts allo$w co$nsume$rs to$ save$ mo$ne$y 

whe$n buying pro$ducts o$r se$rvice$s at cafe$s. This make$s the$m fe$e$l mo$re$ satisfie$d 

with the$ir purchase$ be$cause$ the$y ge$t adde$d value$ at a lo$we$r price$. 

Base$d o$n the$ re$capitulatio$n re$sults o$f co$nsume$r re$spo$nse$s to$ the$ sto$re$ 

atmo$sphe$re$ variable$ (X2) it has an ave$rage$ value$ o$f 4.03 in the$ attractive$ crite$ria. 

The$ indicato$r with the$ highe$st rating is the$ sto$re$ e$xte$rio$r with 4.18 in the$ 

attractive$ crite$ria, this sho$ws that co$nsume$rs fe$e$l that the$ signbo$ard displaye$d is 

cle$arly attractive$ be$cause$ co$nsume$rs can e$asily find the$ lo$catio$n o$f Café Ko$pi 

Nako$ Kuntum. Apart fro$m that, the$ building de$sign lo$o$ks ae$sthe$tic with a co$ne$ 

de$sign co$nce$pt plus lo$ts o$f shady tre$e$s, giving an attractive$ and co$mfo$rtable$ 

impre$ssio$n. Apart fro$m that, the$ available$ parking space$ is attractive$ be$cause$ it 

is quite$ spacio$us so$ it can acco$mmo$date$ a large$ numbe$r o$f ve$hicle$s. 
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Base$d o$n the$ re$capitulatio$n re$sults, co$nsume$r re$spo$nse$s to$ the$ po$sitive$ 

e$mo$tio$n variable$ (X3) have$ an ave$rage$ value$ o$f 3.96 in the$ high crite$ria. The$ 

Passio$n indicato$r re$ce$ive$d the$ highe$st sco$re$ (4.21) in the$ ve$ry high cate$go$ry. This 

sho$ws that co$nsume$rs o$fte$n visit cafés to$ se$e$k pe$ace$ and tranquility fro$m the$ 

hustle$ and bustle$ o$f e$ve$ryday life$. The$ calm atmo$sphe$re$ o$f the$ café he$lps the$m 

re$lax, fo$cus, fe$e$l calme$r, and incre$ase$ pro$ductivity. 

Multiple$ re$gre$ssio$n analysis is use$d to$ de$te$rmine$ whe$the$r the$re$ are$ two$ 

o$r mo$re$ inde$pe$nde$nt variable$s that have$ a significant influe$nce$ o$n the$ de$pe$nde$nt 

variable$ 

 

Table 1 Multiple Regression Test 

Coefficientsa 

Mo$de$ll 

Unstandardize$d 

Co$e$fficie$nts 

Standardize$

d 

Co$e$fficie$nts 

t Sig. 

Co$lline$arity 

Statistics 

B Std. E$rro$r Be$ta 

To$le$ran

ce$ VIF 

1 (Co$nstant) 8.297 3.141  2.642 .010   

He$ldo$nilc .020 .116 .022 .170 .865 .283 3.533 

Sto$re$l 

Atmo$sphe$lre$l 

.153 .100 .160 1.528 .130 .423 2.367 

Po$siltilve$l E$lmo$tilo$n .687 .137 .604 5.008 .000 .320 3.123 

a. De$lpe$lnde$lnt Varilable$l: Ilmpulse$l Buyilng 

Sumbe$lr : Data dilo$lah, 2024 

Re$gre$ssio$n analysis pro$duce$s the$ fo$llo$wing re$gre$ssio$n e$quatio$n: 

Y = 8,297 + 0,020X1 + 0,153X2 + 0,687X3 + e$ 

The$ co$nstant value$ o$f 8.297 sho$ws the$ ave$rage$ value$ o$f variable$ Y whe$n 

all inde$pe$nde$nt variable$s (he$do$nic mo$tivatio$n, sto$re$ atmo$sphe$re$ and po$sitive$ 

e$mo$tio$n are$ e$qual to$ ze$ro$. The$ he$do$nic mo$tivatio$n co$e$fficie$nt (0.020), sho$ws the$ 

ave$rage$ change$ in the$ impulse$ buying variable$ o$f 0.020 fo$r e$ve$ry o$ne$ unit 

incre$ase$ in the$ variable$ he$do$nic mo$tivatio$n, assuming the$ o$the$r inde$pe$nde$nt 
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variable$s are$ co$nstant. The$ sto$re$ atmo$sphe$re$ co$e$fficie$nt (0.153) sho$ws an ave$rage$ 

change$ in the$ impulse$ buying variable$ o$f 0.153 fo$r e$ve$ry o$ne$ unit incre$ase$ in the$ 

sto$re$ atmo$sphe$re$ variable$, assuming the$ o$the$r inde$pe$nde$nt variable$s are$ 

co$nstant. sho$ws that the$ ave$rage$ change$ in the$ impulse$ buying variable$ is 0.687 

fo$r e$ve$ry o$ne$ unit incre$ase$ in the$ po$sitive$ e$mo$tio$n variable$, assuming that the$ 

o$the$r inde$pe$nde$nt variable$s are$ co$nstant. The$ po$sitive$ co$e$fficie$nt value$ indicate$s 

that the$re$ is a po$sitive$ re$latio$nship be$twe$e$n the$ inde$pe$nde$nt variable$ and the$ 

de$pe$nde$nt variable$ Mo$tivatio$n, sto$re$ atmo$sphe$re$ and po$sitive$ e$mo$tio$n will 

incre$ase$ the$ value$ o$f impulse$ buying. 

Table 2 Results of Multiple Correlation Analysis 

 

 

 

 

 

Sumbe$r : Data dio$lah, 2024 

Base$d o$n Table$ 2, the$ multiple$ co$rre$latio$n co$e$fficie$nt (R) with a value$ o$f 

0.744 sho$ws a stro$ng re$latio$nship be$twe$e$n the$ inde$pe$nde$nt variable$ and the$ 

de$pe$nde$nt variable$. The$ highe$r the$ R value$ (clo$se$r to$ 1), the$ stro$nge$r the$ 

re$latio$nship. The$ co$e$fficie$nt o$f de$te$rminatio$n (R Square$) with a value$ o$f 0.553 

indicate$s that 55.3% o$f the$ variatio$n in Purchase$ Impulse$ can be$ e$xplaine$d by 

the$ inde$pe$nde$nt variable$. The$ highe$r the$ R Square$ value$ (clo$se$r to$ 1), the$ mo$re$ 

variatio$n is e$xplaine$d. Adjuste$d R Square$: A value$ o$f 0.539 indicate$s that 53.9% 

o$f the$ variatio$n in Purchase$ Impulse$ can be$ e$xplaine$d by inde$pe$nde$nt variable$s, 

afte$r co$nside$ring the$ numbe$r o$f variable$s in the$ mo$de$l. The$ Adjuste$d R Square$ 

value$ is slightly smalle$r than R Square$. This indicate$s that adjustme$nts have$ 

be$e$n made$ fo$r the$ numbe$r o$f inde$pe$nde$nt variable$s in the$ mo$de$l. This value$ 

still sho$ws that this re$gre$ssio$n mo$de$l is quite$ go$o$d at e$xplaining variatio$ns in 

impulse$ buying.  

Model Summaryb 

Mo$de$l R R Square$ 

Adjuste$d R 

Square$ 

Std. E$rro$r o$f 

the$ E$stimate$ 

Durbin-

Watso$n 

1 .744a .553 .539 4.453 2.010 

a. Pre$dicto$rs: (Co$nstant), Po$sitive$ E$mo$tio$n, Sto$re$ Atmo$sphe$re$, He$do$nic 

Mo$tivatio$n 

b. De$pe$nde$nt Variable$: Impulse$ Buying 
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Table 3 F Test Result 

ANOVAa 

Mo$de$ll 

Sum o$f 

Square$s df Me$an Square$ F Sig. 

1 Re$gre$ssio$n 2355.906 3 785.302 39.596 .000b 

Re$sidual 1903.934 96 19.833   

To$tal 4259.840 99    

a. De$pe$nde$nt Variable$: Impulse$ Buying 

b. Pre$dicto$rs: (Co$nstant), Po$sitive$ E$mo$tio$n, Sto$re$ Atmo$sphe$re$, He$do$nic mo$tivatio$n 

 

Base$d o$n Table$ 3, Fco$unt is 39,596, while$ Ftable$ ne$e$ds to$ be$ calculate$d 

using the$ significance$ le$ve$l α = 0.05 and de$gre$e$s o$f fre$e$do$m Ftable$ = F (k ; n-k) = 

F (3;100-3) = 3;97 by lo$o$king at the$ re$sults o$f the$ de$gre$e$s o$f fre$e$do$m the$n the$ 

Ftable$ value$ is 2,700 so$ that Fco$unt > Ftable$ (39,596 > 2,700) and has a significant 

value$ o$f 0.000 < 0.05, the$n Ho$ is re$je$cte$d and Ha is acce$pte$d, me$aning he$do$nic 

mo$tivatio$n (X1), sto$re$ atmo$sphe$re$ (X2) and po$sitive$ e$mo$tio$n (X3) simultane$o$usly 

po$sitive$ and significant e$ffe$ct o$n impulse$ buying. This re$se$arch is in line$ with 

re$se$arch by Ika (2020), Risnawati (2020), M.lpaludin, e$t al. (2024). 

Table 4 T Test Results 

Coefficientsa 

Mo$de$ll 

Unstandardize$d Co$e$fficie$nts 

Standardize$d 

Co$e$fficie$nts 

t Sig. B Std. E$rro$r Be$ta 

1 (Co$nstant) 8.297 3.141  2.642 .010 

He$do$nic .020 .116 .022 .170 .865 

Sto$re$ Atmo$sphe$re$ .153 .100 .160 1.528 .130 

Po$sitive$ E$mo$tio$n .687 .137 .604 5.008 .000 

a. De$pe$nde$nt Variable$: Impulse$ Buying 

 

Fro$m table$ 4 it can be$ co$nclude$d that: 

1. The$ Influe$nce$ o$f He$do$nic Mo$tivatio$n o$n Co$nsume$r Buying Impulse$ 

Base$d o$n Table$ 4, it can be$ se$e$n that the$ tco$unt fo$r the$ He$do$nic Mo$tivatio$n 

variable$ (X1) o$f 0.170 is smalle$r than the$ t-table$ value$ o$f 1.984 (0.170 < 

1.984) and the$ significant value$ o$f 0.865 is gre$ate$r than 0.05 (0.865 > 0.05). 

So$ Ha1 is re$je$cte$d and Ho$1 is acce$pte$d, which me$ans that partially he$do$nic 
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mo$tivatio$n (X1) has no$ po$sitive$ and significant e$ffe$ct o$n co$nsume$r 

impulse$ buying (Y). 

2.  The$ Influe$nce$ o$f Sto$re$ Atmo$sphe$re$ o$n Co$nsume$r Buying Impulse$ 

Base$d o$n table$ 4, it can be$ se$e$n that the$ t-co$unt fo$r the$ sto$re$ atmo$sphe$re$ 

variable$ (X2) o$f 1.528 is smalle$r than the$ t-table$ value$ o$f 1.984 (1.528 < 

1.984) and the$ significant value$ o$f 0.130 is gre$ate$r than 0.05 (0.130 > 0.05). 

So$, Ha2 is re$je$cte$d and Ho$2 is acce$pte$d, which me$ans that partially the$ 

sto$re$ atmo$sphe$re$ (X2) do$e$s no$t have$ a po$sitive$ and significant influe$nce$ 

o$n co$nsume$r impulse$ buying (Y). 

3. The$ Influe$nce$ o$f Po$sitive$ E$mo$tio$n o$n Co$nsume$r Buying Impulse$s 

Base$d o$n table$ 4, it can be$ se$e$n that the$ tco$unt fo$r the$ po$sitive$ e$mo$tio$n 

variable$ (X3) o$f 5.008 is gre$ate$r than the$ t-table$ value$ o$f 1.984 (5.008 > 

1.984) and the$ significant value$ o$f 0.000 is gre$ate$r than 0.05 (0.130 < 0.05). 

So$, Ha3 is acce$pte$d and Ho$3 is re$je$cte$d, which me$ans that partially 

po$sitive$ e$mo$tio$n (X3) has a po$sitive$ and significant e$ffe$ct o$n co$nsume$r 

impulse$ buying (Y). This re$se$arch is in line$ with re$se$arch by Anggriani 

(2022), Safitri (2020) and Se$tiawan & Ardani (2022). 

CONCLUSIONS AND RECOMMENDATIONS 
Base$d o$n the$ re$sults o$f the$ re$se$arch and hypo$the$sis te$sting that has be$e$n 

carrie$d o$ut, the$ fo$llo$wing co$nclusio$ns can be$ drawn:  

1. Simultane$o$usly he$do$nic mo$tivatio$n, sto$re$ atmo$sphe$re$ and po$sitive$ 

e$mo$tio$n influe$nce$ co$nsume$r impulse$ buying. 

2. He$do$nic mo$tivatio$n has no$ po$sitive$ and significant e$ffe$ct o$n co$nsume$r 

impulse$ buying.  

3. Sto$re$ atmo$sphe$re$ do$e$s no$t have$ a po$sitive$ and significant e$ffe$ct o$n 

co$nsume$r impulse$ buying.  

4. Po$sitive$ e$mo$tio$n has a po$sitive$ and significant e$ffe$ct o$n co$nsume$r impulse$ 

buying.  

Base$d o$n the$ re$se$arch re$sults and co$nclusio$ns that have$ be$e$n o$btaine$d, the$ autho$r 

pro$po$se$s the$ fo$llo$wing sugge$stio$ns: 
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1. Co$nsume$r impulse$ buying is fo$und with the$ smalle$st state$me$nt, name$ly 

making purchase$s whe$n be$ing tre$ate$d by the$ family. Cafés are$ o$fte$n use$d 

as a place$ fo$r family gathe$rings. Cafés ge$ne$rally have$ a co$mfo$rtable$ and 

re$laxe$d atmo$sphe$re$, with attractive$ de$co$ratio$ns and calming music. This 

make$s the$ family fe$e$l at ho$me$ and can re$lax to$ge$the$r. So$ that co$nsume$rs 

can carry o$ut impulse$ buying activitie$s 

2. Po$sitive$ e$mo$tio$ns are$ e$xpre$sse$d with the$ smalle$st state$me$nt o$f fe$e$ling 

guide$d sho$pping by the$ café e$nviro$nme$nt. This happe$ns due$ to$ a lack o$f 

inte$ractio$n and co$mmunicatio$n be$twe$e$n e$mplo$ye$e$s and co$nsume$rs. The$ 

so$lutio$n is that café manage$me$nt must be$ able$ to$ cre$ate$ a frie$ndly and 

o$pe$n atmo$sphe$re$ fo$r inte$ractio$n be$twe$e$n staff and custo$me$rs. e$nco$urage$ 

staff to$ co$mmunicate$ with custo$me$rs in a po$lite$ and frie$ndly manne$r. Ask 

custo$me$rs abo$ut the$ir e$xpe$rie$nce$s and liste$n to$ the$ir sugge$stio$ns.  

3. He$do$nic mo$tivatio$n was fo$und with the$ smalle$st state$me$nt o$f fe$e$ling that 

yo$u had an inte$re$sting e$xpe$rie$nce$ whe$n sho$pping at Nako$ Kuntum co$ffe$e$. 

The$re$ is a ne$e$d fo$r manage$me$nt e$valuatio$n re$garding co$nsume$r he$do$nic 

mo$tivatio$n to$ impro$ve$ co$nsume$r e$xpe$rie$nce$ whe$n visiting. Amo$ng o$the$r 

things, manage$me$nt can incre$ase$ live$ music activitie$s mo$re$ fre$que$ntly, 

ho$ld wo$rksho$ps o$n vario$us inte$re$sting things, such as baristas, art o$r 

pho$to$graphy and cre$ate$ activitie$s fo$r the$ co$mmunity so$ that co$nsume$rs 

can ge$t inte$re$sting e$xpe$rie$nce$s whe$n visiting Café Ko$pi Nako$ Kuntum. 

4. Sto$re$ atmo$sphe$re$ is fo$und with the$ smalle$st state$me$nts o$f chairs and 

table$s which are$ e$no$ugh to$ acco$mmo$date$ the$ co$nsume$rs who$ co$me$. 

Co$nside$ring that chairs and table$s are$ the$ mo$st impo$rtant thing in a café, 

the$ busine$ss o$wne$r o$r manage$me$nt must always e$nsure$ that the$ sto$ck o$r 

supply o$f spare$ chairs is fulfille$d so$ that whe$n the$ café is busy with 

visito$rs, manage$me$nt can pro$vide$ additio$nal chairs to$ visito$rs who$ do$n't 

ge$t a place$. 
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ADVANCED RESEARCH 
Fo$r furthe$r re$se$arch, it is sugge$ste$d to$ co$ntinue$ the$ re$se$arch by adding o$the$r 

variable$s such as inte$rnal facto$rs (ge$nde$r) and e$xte$rnal facto$rs such as cultural 
variable$s (availability o$f time$ and mo$ne$y), pe$rso$nal variable$s (pe$rso$nal ide$ntity 
and pe$rso$nality). In additio$n, furthe$r re$se$arche$rs are$ sugge$ste$d to$ try the$ re$se$arch 
me$tho$d with the$ path analysis me$tho$d to$ find o$ut whe$the$r furthe$r re$se$arch has 
an e$ffe$ct o$r no$t. 
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