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 This study aims to obtain an overview of hedonic shopping value, a description of behavioral 
intention, and the magnitude of the influence of hedonic shopping value on behavioral intention 
with supply chain analysis. The design of this study was cross sectional using a descriptive and 
verification type approach; namely by exposing the related variables to test the relationship or 
influence which then formed conclusions. The object of research that is the dependent variable 
is behavioral intention and hedonic shopping value. The population in this study were members 
of the Adidas Community 3Foil.id in Indonesia. The method used is probability sampling with a 
sample size of 218 respondents with characteristics that respondents must be Members of Adidas 
Community 3Foil.id, at least 18 years old, and have shopped at least more than once on Adidas 
products and intend to buy back. The data analysis technique used is structural equation modeling 
(SEM). The findings of this study show that the existence of hedonic shopping value and 
behavioral intention is in a fairly good category. Moreover, hedonic shopping value has a 
significant influence on behavioral intention. The findings managerially imply that companies 
stimulate the hedonic motivation of 3Foil.id Adidas Community Members in Indonesia, because 
hedonic shopping values affect customer satisfaction and consumer behavioral intention in 
supply chain perspective, especially for multinational companies. 
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1. Introduction 

Shopping tourism is one of the tourism industries that is experiencing significant growth in the world (Astari et al., 2017). 
Shopping has become a thing that is done by tourists every time they travel both the archipelago and foreign tourists. In a 
supply chain analysis, it is incomplete if tourists on a trip do not spend time to shop and multinational products were 
available to be bought. Foreign and domestic companies in Indonesia compete to meet the needs, desires, and understand 
consumer behavior (Aisyah et al., 2019). The increasing growth of the upper class, there will be opportunities to meet the 
lifestyle that needs to be fulfilled by the company owner. A person's lifestyle in the world expressed in him is influenced 
by his activities, interests and thoughts (Kotler & Gertner, 2002). Companies must know and understand the behavior of 
their target markets (Schiffman et al., 2009). At present most consumers in Indonesia are more leisure oriented when 
shopping. For example, shopping for Adidas products is one indicator that Adidas products are supported by its integrated 
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supply chain management and differentiation are needed by the community (Wijatmoko, 2014; Hofmann & Knébel, 2016; 
Mefford, 2011). Shoe companies in Indonesia are considered to be experiencing significant development and has connected 
with global supply chain manufacturing (Murdoyo, 2014; Er & MacCarthy, 2002). Increasing business competition in the 
field of shoes makes many choices for customers to be able to choose products that match their expectations. Companies 
must pay more attention to the quality and price of their products in order to attract consumers to buy back in the future. 
Moreover, there are a number of shoe products in Indonesia that present towards the upper class or premium, one of which 
is Adidas brand shoes. As a multinational company with global supply chain management, Adidas offers premium, quality 
products that make a person pay more to get it. The advantages and disadvantages of Adidas shoes can affect consumers' 
motivation in shopping with its superior advantages in product quality and global supply chain (Tate et al., 2010; Cordon 
et al., 2013; Taylor, 2009). In many parts of world, Adidas is capable of retaining its loyal consumers by supply chain 
segmentation and integration (Roscoe & Baker, 2014; Du, 2007). Members of the Adidas Community 3Foil.id are one of 
the adidas shoe lovers communities in Indonesia, whose many members have a high level of hedonism. Other research 
shows that with the motivation of hedonic shopping value, a person will behave again in the future to conduct behavioral 
intention which means to influence consumers to be loyal and want to be involved in business development and progress 
(Khuana, 2016). Based on the background that has been stated, the problems that arise are: 
 
RQ1. What is the description of behavioral intention that will be measured through indicators of loyalty, recommendations 
and premium prices for 3Foil.id Adidas Community Members in Indonesia? 
RQ2. What is the description of hedonic shopping value that will be measured through indicators of adventure shopping, 
social shopping, gratification shopping, idea shopping, role shopping, and value shopping for 3Foil.id Adidas Community 
Members in Indonesia? 
RQ3. Is there a hedonic shopping value effect on behavioral intention on the 3Foil.id Adidas Community Members in 
Indonesia? 
 
2. Literature Review 
 
The growth of the world footwear industry is largely contributed by sport-based tourism, and use by loyal consumers. 
Supported by a globally integrated supply chain management, this industry can directly target consumers by offering shoes 
at premium prices (Majeed & Rupasinghe, 2017; Soroor et al., 2009; Bruce et al., 2004; Tantra, 2018). Directly, these 
various offers will influence consumer spending patterns and their shopping acivities. Shopping activities initially carried 
out by consumers are motivated by rational motives, which are related to the benefits provided by the product. Experience 
became the main thing sought by consumers in early 2010 rather than the products and services themselves (Koeswandi et 
al., 2017). Another value that affects shopping activities carried out by consumers is the value that is emotional or known 
as hedonic shopping value. Consumers will also pay attention to aspects of enjoyment and pleasure that can be obtained in 
addition to the benefits of the product that will be enjoyed in the shopping activities they do. Hence, hedonic values are 
defined as motivations that are triggered through the five senses, imagination and emotions, where these three bases are a 
reference for classification of hedonic motivation to make purchases based on experience (Arnold & Reynolds, 2003). The 
customer experience is reflected in the ability of the company's service providers to keep customers loyal, pay premium 
prices, and spread positive words of mouth. Companies need to pay attention to behavioral intention as one of the important 
aspects in facing competition. The high satisfaction of customers who feel excitement can have an impact for a repeat 
purchase and are willing to recommend it to others, and this is also relevant to the shoe industry (Gupta et al., 2007). 
Behavioral intention has an important role in an effort to show consumer behavior about experience to maintain customer 
relationships in the long run (Solomon et al., 2007). Behavioral intention affects several components, namely; consumer 
attitudes toward the behaviors they exhibit, the social pressures they receive, and control over the behaviors they receive 
(Kanuk and Schiffman, 2012; Khuana, 2016; Pourkhani et al., 2019). 
 
The low behavioral intention in the long run can affect customer loyalty, decrease company revenue, and threat the 
company's presence in the future (Kim et al., 2013; Rahi et al., 2018). Research that has been done previously shows that 
there are several ways that can be done to increase low behavioral intention by forming or increasing consumer preferences 
for products. In addition, it can also be done by building hedonic shopping values that are in accordance with the emotions, 
satisfaction, and enjoyment of consumers (Kristina et al., 2017). The problem of low behavioral intentions must be corrected 
quickly, because if consumers are less willing to recommend a product to others, that means competing shoe products take 
other ways to attract consumers (Wibowo et al., 2016). Behavioral intention is able to describe the extent to which a person 
formulates a conscious plan to do or not do some behavior in the future (Foroughi et al., 2016). There are two groups of 
behavioral intention, namely positive and negative, positive conditions generally consist of the intention to recommend, the 
intention to reuse and accept to pay a higher price (Balikçioglu, 2015). Negative conditions include complaints to friends 
or external institutions, and turn to competitors (Foroughi et al., 2016; Handayani et al., 2018). 
 
3. Research Methods  
 
This research was conducted to find a picture of the hedonic shopping value of behavioral intention. The independent 
variables in this study are hedonic shopping value with adventure shopping, social shopping, gratification shopping, idea 
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shopping, role shopping, and value shopping. Meanwhile, the dependent variable is behavioral intention with dimensions 
of loyalty, recommendation, and premium price. Based on the variables studied, the type of this research is descriptive and 
verification research with explanatory survey method. The purpose of this descriptive study is to find out the overall picture 
of the hedonic shopping value of behavioral intention. Verification research aims to test the truth of the relationship between 
hedonic shopping values and behavioral intention. Population relates to the whole group of people, events, symptom objects, 
phenomena, or events that are the center of attention of researchers to be investigated (Hermawan, 2006: 143). The 
population selected in this study is the Indonesian people who belong to the 3Foil.id Adidas shoe lovers community. This 
study used a sample of 218 respondents, based on consideration of the level of confidence of 0.95 with α 0.05 and errors 
that might occur no more than 10%. Sources of data used are secondary data and primary data. The primary data source in 
this study was obtained from a questionnaire distributed to a number of respondents in accordance with the targets 
considered to be representative of the entire population of the research data, namely through a survey of 3Foil.id Adidas 
Community Members. Data collection techniques used were questionnaires, literature studies, and observations. Data 
analysis activities in this study were carried out through several stages ranging from compiling data, selecting data, 
tabulating data, analyzing data and testing. Hypothesis testing in this study was conducted using structural equation 
modeling (SEM) analysis techniques. Data processing using AMOS 19.0 for Windows and SPSS 24.0 for Windows. 
 
4. Results 

 
4.1. Assumption of Structural Equation Modeling 
 
First, the sample size provides the basis for estimating sampling errors. The sample in this study was set with ∝ = 5% or 
0.05 obtained a minimum sample size (n) of 218 respondents, so this study uses the Maximum Likelihood estimation of 
non-formal data. Second, AMOS 19.0 output results indicate that the value of the critical ratio skewness value shows that 
the data set is normally distributed because each variable's critical ratio value is between -2.58 to 2.58. Meanwhile, the 
multivariate critical ratio value of -1,163 indicates that this study has multivariate normally distributed data. It can be seen 
in Table 1 of data normality test results. 
 
Table 1  
Data Normality Test Results 

Variable min max skew c.r. kurtosis c.r. 
Pre 14.000 28.000 -.456 -2.763 -.431 -1.305 
Rec 9.000 21.000 -.422 -2.557 -.529 -1.603 
Loy 17.000 35.000 -.201 -1.219 -.453 -1.370 
Adv 10.000 21.000 -.295 -1.785 -.807 -2.444 
Soc 10.000 21.000 -.374 -2.267 -.439 -1.329 
Gra 10.000 21.000 -.384 -2.324 -.565 -1.710 
Ide 10.000 21.000 -.290 -1.757 -.902 -2.731 
Rol 10.000 21.000 -.179 -1.086 -.564 -1.708 
Val 12.000 21.000 -.104 -.629 -.446 -1.349 
Multivariate -2.207 -1.163 

 
Third, outlier data test results showed the farthest distance from the d-square mahalanobis value is 22.209 and the closest 
distance is 8.856. The p1 and p2 values of the data with the farthest mahalanobis value are 0.020 and 0.988 respectively 
where one of the p1 and p2 values means> 0.05 so it can be said that there is no outlier data and no need to be discarded 
(Table 2). 
 
Table 2  
Data Outliers Testing Results 

Assumption 
Mahalanobis Distance (d2) 

Max. Min. 2 
Outliers 19.693 9.032 38.88514 

Source: Data Processing Results, 2019 
Multicollinearity: the output results give the determinant value of the sample covariance matrix = 2229995,71. This value 
is far from zero so it can be interpreted that there is no multicollinearity and singularity in the analyzed data  

 
4.2. Structural Equation Modeling Testing 
 
After the model is made, then the data that has been through the basic assumption testing stage can be added to the research 
model for the next SEM testing phase. The data added consisted of 218 samples with 30 items in question, 18 items for 
hedonic shopping value variable questions and 12 items for behavioral intention variable questions.  
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Fig. 1. Model Specifications 

 
The results of data processing is based on using AMOS software version 19 for windows, in this study the value of degree 
of freedom (DF) obtained is 45-19 = 26. This figure shows a positive number so that it can be said that identification in this 
research model is over identified which allows estimation and assessment of the model to be done further. Indicators and 
constructs that form each other in this research model can be said to be valid, because it shows the results of loading factors 
with a value> 0.5. The highest factor loading factor is hedonic shopping value in forming behavioral intention with a value 
of 0.347, the lowest result is shown by hedonic shopping value in forming the dimension of shopping value with a value of 
0.511. Table 3 shows the measurement model estimation testing results. 

 
Table 3 
Measurement Model Estimation Testing Results 

Model Estimate 
BI  HSV .347 
Val HSV .625 
Rol HSV .628 
Ide HSV .692 
Gra HSV .737 
Soc HSV .755 
Adv HSV .708 
Loy BI .815 
Rec BI .788 
Pre BI .781 
Note: BI= behavioral intention; HSV= hedonic shopping value; Val= value shopping; Rol= role shopping; ide= idea shopping; Gra= gratification 
shopping; Avd= adventure shopping; Loy= Loyalty; Rec= recommendations; Pre= premium price 

 
Based on the measurement model estimation testing that shows the results of all dimensions and valid constructs (> 0.5), 
the test can be carried out to the next stage, namely structural model testing through testing fit. 
 
4.3. Structural Model Match Test 
 
Structural model analysis is related to the evaluation of parameters that show causal relationships or the effect of one latent 
variable on other latent variables. The structure of the hedonic shopping value model to behavioral intention after a goodness 
of fit test is seen in Fig. 2 presenting the structural model of the hedonic shopping value on behavioral intention. 
 

 
Fig. 2. Structural Model of Hedonic Shopping Value on Behavioral Intention 
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SEM analysis shows the value obtained from the influence of hedonic shopping value on behavioral intention is 0.35. Table 
4 shows the results of estimated hedonic shopping value model parameters for behavioral intention. 
 
Table 4  
Estimation Results of the Hedonic Shopping Value Model Parameters for Behavioral Intention 

Model Estimate * SE C.R P RW SRW 
HSV  BE .923 .347 .226 4.088 *** 

 
The results of the significance test of the estimated path coefficients in the model after trimming are all significant at the 
5% error rate or the p-value value <0.05. 
 
4.4. Overall Model Fit 
 
The overall model fit test is carried out to evaluate in general the degree of compatibility or goodness of fit. In the Goodness 
of Fit test, the assessment criteria can be carried out according to the opinions of various experts. The Goodness of Fit Test 
Results show that although not all Goodness of Fit measures are in accordance with the recommendations and greater than 
the cut-off value, it can still be concluded that the overall model is fit because RMSEA value of 0.057 ≤ 0.08 (good fit), 
AGFI value 0.923 ≥ 0.90 (good fit), TLI value 0.966 ≥ 0.90 (good fit). In the goodness of fit test of this research model, 
there is a criterion value that has fulfilled the requirements by having a good fit value. So that it can be said that this model 
is declared marginally feasible to be used as a tool in confirming a theory that has been built based on existing observational 
data or it can be said that this model is fit or acceptable (Table 5). 

 
Table 5  
Goodness of Fit Test Results 

No Goodness of Fit Measures Cut-off value Results Model Evaluation Absolute Fit Measures 

1 Statistic Chi-square (X2) (df= 
43) χ²hit < χ²Table  44.305 Good Fit 

2 Goodness of Fit Index (GFI) GFI ≥ 0.90 good fit, 0.80 ≤ GFI < 
0.90 marginal fit 0.956 Good Fit 

3 Root Mean Square Error of 
Approximation (RMSEA) ≤ 0.08 0.057 Good Fit 

4 Trucker-Lewis Index (TLI) TLI ≥ 0.90 good fit, 0.80 ≤ TLI < 
0.90 marginal fit 0.966 Good Fit 

5 Adjusted Goodness of Fit 
Indices (AGFI) ≥ 0.90 0.923 Good Fit 

6 Comparative Fit Index (CFI) CFI ≥ 0.90 good fit,  0.80 ≤ CFI < 
0.90 marginal fit 0.975 Good Fit 

7 Parsimonious Goodness of fit 
Index (PGFI) PGFI < GFI 0.552 Good Fit 

8 Parsimonious Normed Fit Index 
(PNFI) 

The higher the better, compared to 
alternative models 0.681 Good Fit 

 
4.5. Hypothesis testing 
 
The influence between variables is said to be significant if the value of T-statistics is greater than 1.96. Table 6 shows a 
significant influence between hedonic shopping value variables on behavioral intention. 
 
Table 6  
Estimation Results of the Hedonic Shopping Value Model Parameters for Behavioral Intention 

Model Estimate S.E. C.R. P R2 
RW SRW 

BI  HSV .924 .348 .226 4.084 *** .121 
 
Estimation results show that the magnitude of the effect of hedonic shopping value on behavioral intention is positive at 
0.349 seen from the output total effect. With this value it can be said that there is a significant positive effect between 
hedonic shopping value on behavioral intention of 0.349 or 35%. Processing on IBM SPSS AMOS data output version 22.0 
for Windows there are several matrices that show the relationship between the factors forming a latent variable and its 
relationship with factors on other latent variables. Table 7 showed correlation matrix of all items. It presents an estimate or 
estimate of the population correlation matrix of all variables contained in the research model (observed and unobserved) 
with the standard loading factor value under the hypothesis that the research model is correct. 
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Table 7  
Correlation Matrix for all variables 

Dimension Model Correlation 
Premium Price formed Adventure Shopping 0.711 
Recommendations are formed by Adventure Shopping 0.248 
Loyalty is formed by Adventure Shopping 0.194 
Premium Price is formed by Social Shopping 0.755 
Recommendations are formed by Social Shopping 0.263 
Loyalty is formed by Adventure Shopping 0.206 
Premium Price is formed by Gratification Shopping 0.743 
Recommendations are formed by Gratification Shopping 0.258 
Loyalty is formed by Gratification Shopping 0.203 
Premium Price is formed by Idea Shopping 0.695 
Recommendations are formed by Idea Shopping 0.242 
Loyalty is formed by Idea Shopping 0.190 
Premium Price is formed by Role Shopping 0.635 
Recommendations are formed by Role Shopping 0.221 
Loyalty is formed by Role Shopping 0.173 
Premium Price is formed by Value Shopping 0.625 
Recommendations are formed by Value Shopping 0.217 
Loyalty is formed by Value Shopping 0.171 

 
Based on Table 7, it can be seen that the value of the correlation or loading factor dimensions of the hedonic shopping value 
that most form the behavioral intention is the dimension of social shopping that correlates with the dimensions of the 
premium price of 0.755 or 75.5%, while the most small obtained by the dimension of shopping value that correlates with 
the dimension of loyalty of 0.171 or 17.1%. 
 
5. Discussion 
 
In this study the behavioral intention variable consists of three dimensions with 12 indicators. This study found that the 
sequence of behavioral intention dimensions of the highest value was loyalty, premium price and recommendation. When 
viewed based on the overall dimensions of behavioral intention, the first dimension of loyalty that gets the highest 
achievement with a percentage of 80.4% of the score obtained is 6189 compared to the ideal score of 7700, meaning that 
most of the members of the Adidas 3Foil.id community in Indonesia can be said consumers are willing to go back to buying 
Adidas products quite high. The premium price dimension achieved the lowest achievement with a percentage of 77.7% 
with an ideal score of 6160 and obtained a score of 4789, it can be said that members of the Adidas 3Foil.id community in 
Indonesia are still quite low compared to the dimensions of loyalty and recommendation. This illustrates that the premium 
price dimension is one factor that must be considered by companies and consumers. The results show that the loyalty 
dimension has an important role in creating behavioral intention. This illustrates that the loyalty dimension is a factor of 
concern to consumers because loyalty is a very strong consumer commitment to buy back or replace products consistently 
in the future, despite the situational influence and marketing efforts that have the potential to cause switching behavior. 
Moreover, in this study the hedonic shopping value variable consists of six dimensions with 18 indicators. This study found 
that the dimensions of the hedonic shopping value sequence of the highest value are adventure shopping, value shopping, 
social shopping, grafitication shopping, role shopping and idea shopping. The dimension of adventure shopping gets the 
highest percentage of achievement with a score of 3787 or 82.7% of the ideal score of 4578 meaning it can be said that 
members of the Adidas 3Foil.id community in Indonesia almost all have an adventure spirit in shopping. Most of the 
members of the 3Foil.id Adidas community shop because there is something that can arouse the consumer's own shopping 
excitement, one of which is through the shopping experience so that consumers feel they have their own world when they 
talk about Adidas shoes through their friends. The dimension of idea shopping has the lowest achievement of all dimensions 
with a percentage of 76.8% of the total score of 3517 compared to the ideal score of 4578. In these conditions it also shows 
that the majority of consumers also believe that doing shopping activities aims to follow the trend of Adidas shoes exist in 
the community. Members of the Adidas Community 3Foil.id in Indonesia mostly follow the new fashion trends to see new 
products or things. Usually consumers see something new from advertisements or promotions offered through mass media 
so as to make members of the Adidas community feel compelled to follow the trend to be recognized. The results showed 
that the dimension of adventure shopping has an important role in creating hedonic shopping value. It also can encourage 
consumers to assume that shopping activities as an adventure that reinforces the consumer's hedonic values associated with 
feelings, fantasies, pleasures, and senses, where the experience affects one's emotions. Lastly, results note that the significant 
influence is the T-statistics test results with a value of 4.003, which is above 1.96. So it can be said that the hedonic shopping 
value influences behavioral intention in 3Foil.id Adidas Community Members in Indonesia. Members of the Adidas 
Community 3Foil.id in Indonesia certainly have an assessment of their motivation to buy Adidas shoes, not just from 
wanting to shop but taking into consideration the social status they receive, gifts to themselves or to their closest relatives 
and also because they can only enjoy themselves. as an experience wearing shoes at a premium price. With this motivation, 
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a person will behave again in the future to conduct behavioral intention in the sense of influencing consumers to be loyal 
and want to be involved in business development and progress. 
 
6. Conclusion 
 
The findings from analysis of hedonic shopping values of Adidas as a multinational company with superior global supply 
chain showed that hedonic shopping value was described from dimensions consisting of adventure shopping, social 
shopping, gratification shopping, idea shopping, role shopping and value shopping, which are in quite good categories. This 
shows that the hedonic value felt by members of the Adidas 3Foil.id community in Indonesia can be said to be quite good 
overall. The dimension that gets the highest response is the adventure shopping dimension, while the dimension with the 
lowest response acquisition is the idea shopping dimension. Behavioral intention among members of the Adidas 3Foil.id 
community in Indonesia can be seen from its dimensions consisting of loyalty, recommendations and premium prices which 
are in quite good categories. This shows that the behavioral intention condition of Adidas has shown quite good 
performance. The dimension that gets the highest response is the loyalty dimension and the dimension with the lowest 
response acquisition is the premium price. Moreover, hedonic shopping value statistically has a positive and significant 
influence on behavioral intention among members of the 3Foil.id Adidas community in Indonesia. This is indicated by the 
large value of critical ratio that is far greater than t arithmetic which causes Ho to be rejected. This means that hedonic 
shopping value is a significant explanation of behavioral intention. This shows that the better the hedonic value is given, 
the more it creates an intention to behave positively. The findings managerially imply that companies must stimulate the 
hedonic motivation of 3Foil.id Adidas Community Members in Indonesia, because hedonic shopping values affect customer 
satisfaction and consumer behavioral intention. The higher the consumer's hedonic shopping value, the higher the level of 
positive behavioral intention given by 3Foil.id Adidas Community Members in Indonesia. The implementation that can be 
done by companies is by holding interesting promos that are often published on social media, in collaboration with 
influencers throughout Indonesia, but also by increasing the trend of events that are rife in the world of Indonesian Sports 
such as Marathon, Event Running with Adidas, or Snickers society with frequent promos or events that are in line with the 
premium image of Adidas, consumers will often shop and can form the hedonic shopping value sought by consumers. 
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