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ABSTRAK 

 

Seiring dengan pesatnya perkembangan teknologi dan budaya gaming global, 

relevansi ekonomi dari perilaku Impulse Buying Tendency dalam industri media 

digital kian meningkat. Perilaku pembelian impulsif ini dapat dipahami secara 

mendalam dengan menguji Impulse Buying Tendency yang membentuk perilaku 

tersebut, terutama melalui interaksi pemain dengan mekanisme pasar di dalam 

video game. Penelitian ini dilakukan untuk menganalisis pengaruh 

Microtransactions terhadap Impulse Buying Tendency pada pemain Genshin Impact 

dalam lingkup komunitas. Pengukuran dilakukan menggunakan dimensi 

Microtransactions yang mencakup Social Content, Hedonic Content, dan Flow 

Experience. Hasil penelitian menunjukkan adanya hubungan positif yang signifikan 

dan kuat dari Microtransactions terhadap Impulse Buying Tendency dengan nilai 

korelasi sebesar 64%. Ditemukan bahwa Flow Experience menjadi dimensi yang 

paling dominan dalam memengaruhi Impulse Buying Tendency dibandingkan 

dimensi lainnya. Selain itu, dikonfirmasi bahwa dimensi afektif memiliki peran 

lebih besar daripada dimensi kognitif Impulse Buying Tendency.  

Kata Kunci: Microtransactions, Impulse Buying Tendency, video game, Perilaku 

Konsumen, Genshin Impact 
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ABSTRACT 

 

With the rapid development of technology and global gaming culture, the economic 

relevance of Impulse Buying Tendency behavior in the digital media industry is 

increasing. This impulsive buying behavior can be understood in depth by 

examining the Impulse Buying Tendency that shapes this behavior, especially 

through player interaction with market mechanisms in video games. This study was 

conducted to analyze the influence of Microtransactions on Impulse Buying 

Tendency among Genshin Impact players within the community. Measurements 

were taken using Microtransactions dimensions that included Social Content, 

Hedonic Content, and Flow Experience. The results of the study show a significant 

and strong positive relationship between Microtransactions and Impulse Buying 

Tendency with a correlation value of 64%. It was found that Flow Experience was 

the most dominant dimension in influencing Impulse Buying Tendency compared to 

other dimensions. In addition, it was confirmed that the affective dimension played 

a greater role than the cognitive dimension of Impulse Buying Tendency. 

Keywords: Microtransactions, Impulse Buying Tendency, video game, 

Consumer Behaviour, Genshin Impact 
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