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ABSTRACT 

 

Noorhayati (2025). The Influence of Perceived Enjoyment, Parasocial 

Relationship, Perceived Behavioral Control, Price on Psychological Ownership 

and Repurchase Intention of the Virtual Item Blessing of the Welkin Moon among 

Genshin Impact Players. Management Study Program. Faculty of Economics and 

Business. Lambung Mangkurat University. Academic Advisor: Nuril Huda. 

This study aims to analyze: (1) The effect of Perceived Enjoyment on 

Psychological Ownership. (2) The effect of Perceived Enjoyment on Repurchase 

Intention. (3) The effect of Parasocial Relationship on Psychological Ownership. 

(4) The effect of Parasocial Relationship on Repurchase Intention. (5) The effect of 

Perceived Behavioral Control on Psychological Ownership. (6) The effect of 

Perceived Behavioral Control on Repurchase Intention. (7) The effect of Price on 

Repurchase Intention. (8) The effect of Psychological Ownership on Repurchase 

Intention.  

This research uses a quantitative method with data collected through online 

questionnaires. The population in this study consists of Genshin Impact players who 

intend to repurchase the Blessing of the Welkin Moon virtual item. The sample was 

selected using purposive sampling, totaling 309 respondents. The data were 

analyzed using the Structural Equation Model (SEM) approach based on Partial 

Least Square (PLS) with SmartPLS 4.0 software. 

The result of this study indicate that : (1) Perceived Enjoyment has a positive 

and significant effect on Psychological Ownership. (2) Perceived Enjoyment has a 

positive and significant effect on Repurchase Intention. (3) Parasocial Relationship 

has a positive and significant effect on Psychological Ownership. (4) Parasocial 

Relationship has a positive and significant effect on Repurchase Intention. (5) 

Perceived Behavioral Control has a positive and significant effect on Psychological 

Ownership. (6) Perceived Behavioral Control has a positive and significant effect 

on Repurchase Intention. (7) Price has a positive and significant effect on 

Repurchase Intention. (8) Psychological Ownership has a positive and significant 

effect on Repurchase Intention.  

Keywords : Perceived Enjoyment, Perasocial Relationship, Perceived Behavioral 

Control, Price, Psychological Ownership, Repurchase Intention 
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ABSTRAK 

 

Noorhayati (2025). Pengaruh Perceived Enjoyment, Parasocial Relationship, 

Perceived Behavioral Control, Price terhadap Psychological Ownership dan 

Repurchase Intention Virtual Item Blessing of the Welkin Moon pada Pemain 

Genshin Impact. Program Studi Manejemen. Fakultas Ekonomi dan Bisnis. 

Universitas Lambung Mangkurat. Pembimbing: Nuril Huda. 

Penelitian ini bertujuan untuk menganalisis: (1) Pengaruh Perceived 

Enjoyment terhadap Psychological Ownership. (2) Pengaruh Perceived Enjoyment 

terhadap Repurchase Intention. (3) Pengaruh Parasocial Relationship terhadap 

Psychological Ownership. (4) Pengaruh Parasocial Relationship terhadap 

Repurchase Intention. (5) Pengaruh Perceived Behavioral Control terhadap 

Psychological Ownership. (6) Pengaruh Perceived Behavioral Control terhadap 

Repurchase Intention. (7) Pengaruh Price terhadap Repurchase Intention. (8) 

Pengaruh Psychological Ownership terhadap Repurchase Intention. 

Penelitian ini menggunakan metode kuantitatif dan pengumpulan data 

melalui kuesioner yang dibagikan secara daring. Populasi pada penelitian ini adalah 

pemain Genshin Impact yang berniat melakukan pembelian ulang terhadap 

Blessing of the Welkin Moon. Pengambilan sampel dilakukan dengan teknik 

purposive sampling sebanyak 309 responden. Data penelitian dianalisis 

menggunakan pendekatan Structural Equation Model (SEM) berbasis Partial Least 

Square (PLS) menggunakan software SmartPLS 4.0.   

Hasil penelitian ini menunjukkan bahwa: (1) Perceived Enjoyment 

berpengaruh positif dan signifikan terhadap Psychological Ownership. (2) 

Perceived Enjoyment positif dan signifikan terhadap Repurchase Intention. (3) 

Parasocial Relationship berpengaruh positif dan signifikan terhadap Psychological 

Ownership. (4) Parasocial Relationship berpengaruh positif dan signifikan 

terhadap Repurchase Intention. (5) Perceived Behavioral Control berpengaruh 

positif dan signifikan terhadap Psychological Ownership. (6) Perceived Behavioral 

Control berpengaruh positif dan signifikan terhadap Repurchase Intention. (7) 

Price berpengaruh positif dan signifikan terhadap Repurchase Intention. (8) 

Psychological Ownership berpengaruh positif dan signifikan terhadap Repurchase 

Intention. 

Kata Kunci : Perceived Enjoyment, Perasocial Relationship, Perceived 

Behavioral Control, Price, Psychological Ownership, Repurchase Intention 
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