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ABSTRACT 

Impulsive buying has become increasingly prevalent among K-Pop fans, yet 
the psychological mechanisms underlying this behavior remain 
insufficiently understood. In particular, limited research has examined the 
moderating role of emotional intelligence in the relationship between 
celebrity worship and impulsive buying among early adults. This study 
investigated whether emotional intelligence moderates the association 
between celebrity worship and impulsive buying among 268 Indonesian K-
Pop fans aged 20–30 years. Data were analyzed using multiple regression 
and Moderated Regression Analysis (MRA). The overall model was 
statistically significant and explained 22% of the variance in impulsive 
buying (R² = .220, p < .001). Celebrity worship and emotional intelligence 
were both significant predictors of impulsive buying (p < .001). Furthermore, 
the interaction between celebrity worship and emotional intelligence was 
significant (B = 0.039, p < .001), indicating a moderating effect. Specifically, 
higher levels of emotional intelligence weakened the relationship between 
celebrity worship and impulsive buying, suggesting that emotional 
intelligence functions as a psychological resource that enhances self-
regulation in consumer decision-making. These findings contribute to the 
literature on fandom behavior and consumer psychology by demonstrating 
that emotional intelligence can shape the behavioral consequences of 
celebrity attachment. The results also offer practical implications for 
counselors, educators, and marketers seeking to promote healthier 
consumption patterns among fan communities. 
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Introduction 

The rapid expansion of digital commerce has fundamentally reshaped 

consumer decision-making, increasing susceptibility to impulse buying, 

particularly among younger generations. Impulsive buying, defined as 

spontaneous, unplanned purchasing driven by affective impulses rather than 

deliberative evaluation, has been consistently linked to diminished financial 

well-being, emotional distress, and maladaptive consumption patterns (Fenton-

O’Creevy et al., 2018; Sansone & Sansone, 2012). While this phenomenon has 

been widely studied in general consumer contexts, it becomes particularly 

pronounced in emotionally charged environments where identity, attachment, 

and social belonging are deeply implicated. 

One such context is contemporary fan culture, especially within the global 

rise of K-Pop fandoms. Unlike conventional consumer groups, fandoms operate 

as affective communities in which consumption is not merely functional but 

symbolic and identity-expressive. Empirical evidence suggests that fans 

frequently engage in high-frequency, high-intensity purchasing behaviors, 

including repeated album purchases, merchandise accumulation, and 

participation in exclusive fan events, often driven by emotional attachment rather 

than utilitarian needs (Yue et al., 2023; Chen et al., 2022). This raises important 

questions regarding the psychological mechanisms that translate fan attachment 

into consumption behavior. 

A central construct in understanding this phenomenon is celebrity worship, 

defined as an intense parasocial attachment in which individuals develop a one-

sided emotional bond with a public figure (Maltby et al., 2005; Brooks, 2018). 

Through parasocial interaction and identity-based internalization processes, fans 

may come to incorporate the values, preferences, and symbolic meanings 

associated with celebrities into their self-concept. As a result, consumption of 

idol-related products can function as a form of emotional expression, identity 

reinforcement, and perceived relational closeness. Prior research has generally 

linked higher levels of celebrity worship to increased susceptibility to 

consumption-related outcomes, including impulsive and compulsive buying 
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tendencies (Rehman & Ahmed, 2022; Beltran et al., 2024). 

However, emerging evidence suggests that this relationship may not be 

uniformly positive or straightforward. Some studies indicate that the effects of 

celebrity worship on consumer behavior may vary depending on contextual and 

individual factors, with certain forms of fandom engagement associated with 

more reflective or regulated consumption patterns (Chen et al., 2022; Shahran & 

Mishra, 2025). This inconsistency highlights a critical limitation in the existing 

literature, which has largely relied on direct-effect models and overlooked the 

potential role of individual-level regulatory mechanisms. 

One theoretically relevant mechanism is emotional intelligence, defined as 

the capacity to perceive, understand, and regulate emotions in ways that facilitate 

adaptive functioning (Salovey & Mayer, 1990; Goleman, 1999). Emotional 

intelligence has been consistently associated with improved self-regulation, 

reduced impulsivity, and more deliberate decision-making in consumption 

contexts (Šeinauskienė et al., 2021; Vihari et al., 2022). Importantly, rather than 

acting solely as a direct predictor of behavior, emotional intelligence may 

function as a boundary condition that shapes how emotional attachments, such 

as those found in celebrity worship, translate into purchasing actions. 

Despite these theoretical linkages, research integrating celebrity worship 

and emotional intelligence within a single analytical framework remains limited. 

Existing studies tend to examine either the direct influence of celebrity-related 

variables on impulsive buying (Khoi, 2023) or the role of emotional intelligence 

in regulating consumption behavior more broadly (Vihari et al., 2022), without 

explicitly modeling their interaction. Moreover, such relationships have rarely 

been examined within non-Western cultural contexts, where collectivistic values 

and identity-based consumption may further shape the dynamics of fan 

behavior. 

Addressing this gap, the present study investigates the moderating role of 

emotional intelligence in the relationship between celebrity worship and 

impulsive buying among early adult K-Pop fans in Indonesia. By adopting a 

moderated regression framework, this study aims to move beyond simplistic 

assumptions of linear effects and provide a more nuanced understanding of how 

affective attachment and emotional regulation jointly shape consumer behavior 

in fandom contexts. 
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Method 

This study employed a quantitative, cross-sectional survey design to 

examine the relationships among celebrity worship, emotional intelligence, and 

impulsive buying. While this design is appropriate for testing associational 

relationships among psychological constructs, it does not permit causal 

inference. Accordingly, all directional terms are interpreted in a statistical rather 

than causal sense (Creswell, 2014). Participants in this study were 268 K-Pop fans 

residing in Malang City, Indonesia. The inclusion criteria were: (a) aged 20–30 

years (early adulthood), (b) self-identifying as a fan of Korean artists (including 

groups, soloists, actors, or actresses), and (c) having purchased at least one K-

Pop-related item (e.g., concert tickets, merchandise, or idol-endorsed products). 

The sample comprised 206 females (76.9%) and 62 males (23.1%). The female-

predominant composition is consistent with K-Pop fan demographics reported 

in prior studies (Gusliani et al., 2023) and is acknowledged as a limitation for 

generalizability. 

The sample consisted of 206 females (76.9%) and 62 males (23.1%). Due to 

the lack of a definitive sampling frame for the K-Pop fan population in Malang, 

the sampling method used was non-probability sampling. Specifically, a 

purposive sampling technique was applied to ensure that all participants met the 

predetermined inclusion criteria. This approach is appropriate when the target 

population is difficult to identify and access to a list of all population members is 

unavailable (Ayomi, 2021) . 

Instrumentation 

Data were collected via an online survey distributed through social media 

platforms and fan community networks. Participation was voluntary and 

anonymous. Informed consent was obtained before participation.  

All constructs were measured using previously validated scales adapted 

into Indonesian. Celebrity Worship was assessed using the Celebrity Attitude 

Scale (CAS; Maltby et al., 2005; Stever, 2011), comprising 22 items across three 

dimensions. Internal consistency in the present study was acceptable (α = .84). 

Emotional Intelligence was measured using a scale based on Goleman’s (1999) 

framework, adapted by Mafiroh (2014), which covers five domains. Reliability 

was satisfactory (α = .82). Impulsive Buying was assessed using a scale based on 

Verplanken and Herabadi (2001), consisting of 26 items that capture affective and 

cognitive aspects. Reliability was good (α = .85).  All items were rated on a four-

point Likert scale. This format was selected to reduce central tendency bias 
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associated with midpoint responses (Weijters et al., 2010). Evidence for construct 

validity is supported by prior validation studies of the original instruments. 

Data Analysis 

Data were analyzed using RStudio and JASP (Version 17.2). Prior to 

hypothesis testing, descriptive statistics were calculated for all study variables. 

Assumption testing included examinations of normality, linearity, 

homoscedasticity, independence of errors, and multicollinearity. Pearson 

correlation analyses were conducted to examine bivariate relationships among 

study variables. Hierarchical multiple regression was subsequently employed to 

test the study's hypotheses.  

In Step 1, celebrity worship and emotional intelligence were entered as 

predictor variables to examine their main effects on impulsive buying. In Step 2, 

an interaction term was entered to test the moderating role of emotional 

intelligence. Following recommendations by Aiken and West (1991), predictor 

variables were mean-centered before creating the interaction term to reduce 

multicollinearity and facilitate interpretation. Moderation effects were evaluated 

using the significance of the interaction coefficient and changes in explained 

variance (ΔR²). To further interpret significant interactions, simple slope analyses 

were conducted at one standard deviation above and below the mean of 

emotional intelligence. Statistical significance was evaluated using an alpha level 

of .05. 

Result  

Participants in this study were men and women in their early adulthood, 

aged 20-30, in Malang City who were fans of South Korean artists/celebrities . A 

total of 268 respondents, 206 women and 62 men, or 76.9% female respondents 

and 23.1% male respondents, were included. 

Table 1 

Descriptive Statistics 

 N Min Max Mean Sd. Dev 

Celebrity 

Worship 

268 35 81 62.6 8.97 

Emotional 

intelligence 

268 71 104 87.1 7.64 

Impulsive 

Buying 

268 37 77 54.1 9.02 
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The table above shows the descriptive statistics for the three research 

variables, the 'celebrity worship' variable, which has an average value (mean) of 

62.6, and a standard deviation (SD) of 8.97. The 'emotional intelligence' variable 

has an average value (mean) of 8.71, and a standard deviation (SD) of 7.64. 

Finally, the 'impulsive buying' variable has an average value (mean) of 54.1 with 

a standard deviation (SD) of 9.02. These results show a varied distribution of data 

among respondents. 

Table 2 

Categorization of Celebrity Worship (N = 268) 

Category Frequency Presentation 

High 41 15% 

Moderate 193 72% 

Low 34 13% 

 
Table 3 

Categorization of Emotional Intelligence (N = 268) 

Category n % 

High 49 18.3 

Moderate 200 74.6 

Low 19 7.1 

 

Table 4 

 Categorization of Impulsive Buying (N = 268) 

Category n % 

High 46 17.2 

Moderate 183 68.3 

Low 39 14.6 

In the categorization test above, the results show that in the celebrity 

worship level categorization, 41 respondents or 15% of the total respondents fall 

into the high celebrity worship behavior category, 193 respondents or 72% of all 

respondents fall into the medium celebrity worship behavior category, and 34 

respondents or 13% of 268 respondents fall into the low category. So the 

conclusion in this study is that the respondents who dominate the celebrity 

worship variable are in the medium category. 

In the categorization test above, the results show that as many as 49 

respondents, or 18% of the total respondents, fall into the emotional intelligence 

category. Of the 268 respondents, or 75% of all respondents, 200 respondents fell 
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into the medium emotional intelligence category, and 19 respondents, or 7% of 

the 268 respondents, fell into the low category. Therefore, this study concludes 

that the respondents who dominate the emotional intelligence variable are in the 

medium category. 

The categorization test above shows that 46 respondents, or 17% of the total 

respondents, fall into the high impulsive buying category, 183 respondents, or 

68% of all respondents, fall into the medium impulsive buying category, and 39 

respondents, or 15% of the 268 respondents, fall into the low impulsive buying 

category. Therefore, this study concludes that the respondents who dominate the 

impulsive buying variable are in the medium category. 

The R Square coefficient of determination (R2) test value is 0.220, meaning 

that 22% of the variance in the dependent variable, namely impulsive buying, is 

explained by the independent variables of celebrity worship and emotional 

intelligence, indicating minimal or small predictive power. Or it can be explained 

that the variables of celebrity worship and emotional intelligence have a 22% 

influence on impulsive buying. Other factors not included in this study have an 

impact on the remaining 78%. Thus, it can be said that impulsive buying is 

influenced by emotional intelligence and celebrity worship factors together. 

Table 5 

Moderated Regression Analysis (MRA) Results 

  Unstandardized 
Standard 

Error 
Standardized t P 

H 

0 
(intercept) 54,108 0.542 - 99,790 <.001 

H 

1 
(intercept) 261,207 48,891 - 5,343 <.001 

 
Celebrity 

Worship 
-2,939 0.761 -2,876 -3,860 <.001 

 
Emotional 

Intelligence 
-2,686 0.564 -1,980 -4,763 <.001 

 

Celebrity 

Worship X 

Emotional 

Intelligence 

0.039 0.009 3,988 4,400 <.001 

From Table 5 of the results of the moderated regression analysis MRA 

calculation above, it shows that the regression coefficient of the celebrity worship 

variable is -2.939 (p= <.001) and the emotional intelligence variable is -2.686 (p= 
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<.001), indicating that these two variables are each stated to be significant in 

influencing impulsive buying. The interaction coefficient between the celebrity 

worship variable and the emotional intelligence score was 0.039 (p < .001), 

indicating significance, meaning that the interaction between the two variables 

significantly influences impulsive buying. Thus, emotional intelligence can 

moderate, in this case, inhibiting impulsive buying behavior that arises from 

celebrity worship. 

Discussion 

This study aims to examine the role of emotional intelligence as a moderator 

in the relationship between celebrity worship and impulsive buying among 

young adult K-Pop fans in Indonesia. Based on the data analysis conducted, there 

are three main findings. First, celebrity worship has a significant negative effect 

on impulsive buying. Second, emotional intelligence also has a significant 

negative effect on impulsive buying. Third, emotional intelligence is proven to 

significantly moderate the relationship between celebrity worship and impulsive 

buying with a positive interaction direction. This research model together 

explains 22% of the variance in impulsive buying, indicating that although the 

contribution of both independent variables is significant, there are still other 

factors outside the model that also influence impulsive buying behavior in this 

context. 

The first finding indicates that celebrity worship has a negative influence 

on impulsive buying. This result is interesting because it contradicts the common 

assumption that celebrity admiration will lead fans to impulsively purchase idol-

related products. Several factors may explain this finding. 

First, the characteristics of respondents, the majority of whom fall into the 

moderate category of celebrity worship, require attention. This category indicates 

that the respondents' worship is more functional as a source of entertainment, 

rather than a pathological obsession that leads to compulsive behavior. Within 

Maltby's framework, this level likely falls within the entertainment-social level, 

where fans value celebrities as entertainment without excessive emotional 

attachment. Second, the respondents' characteristics as early adults (20-30 years 

old) also play a significant role. At this age, individuals generally have greater 

financial responsibilities, such as daily living expenses, savings, or installment 

payments. Awareness of these financial limitations serves as a protective factor 

that consciously dampens the urge to make impulsive purchases. Third, 

Indonesia's collectivist cultural context needs to be considered. In collectivist 

cultures, financial decision-making often takes into account social norms and 



 

 

Peer Celebrity worship and impulsive buying… 

Journal of Indonesian Psychological Science Volume 06, No 1 (2026) | 9 

family expectations. The pressure to adhere to values of frugality and avoid 

waste may be stronger than the individual's drive to satisfy personal desires 

triggered by idols. 

The second finding shows that emotional intelligence has a significant 

negative effect on impulsive buying. This means that the higher a person's 

emotional intelligence, the lower their tendency to make impulsive purchases. 

This finding supports the findings of Andika & Mawardah (2022) and 

Lekavičienė et al. (2022) , which states that the ability to recognize, understand, 

and manage emotions plays a crucial role in rational decision-making. More 

specifically, aspects of emotional intelligence, such as emotional management 

and impulse control (delay of gratification, enable individuals to resist the 

temptation to buy spontaneously. Individuals with high emotional intelligence 

are better able to recognize when a buying urge arises from emotional factors 

(e.g., the euphoria of seeing an idol) and can divert or delay the urge until they 

consider the consequences (Carr, 2013; Goleman, 1999) . Consequently, emotional 

intelligence functions as an internal resource that protects individuals from 

detrimental consumer behavior. 

The most crucial finding in this study also lies in the significant moderating 

effect of emotional intelligence on the relationship between celebrity worship and 

impulsive buying. The positive interaction coefficient requires careful 

interpretation. Statistically, the positive interaction coefficient indicates that 

emotional intelligence weakens the negative influence of celebrity worship on 

impulsive buying. 

In individuals with low emotional intelligence, increased celebrity worship 

is associated with a sharper decrease in impulsive buying. Conversely, in 

individuals with high emotional intelligence, the negative relationship between 

celebrity worship and impulsive buying is weaker. In other words, high 

emotional intelligence makes someone more resistant to the "protective" effects 

of moderate celebrity worship, making the urge to buy impulsively slightly more 

likely when admiration for idols is combined with good emotional abilities 

(Nafisah & Cahyanti, 2021) . 

This phenomenon can be explained through the mechanism of 

rationalization. Individuals with high emotional intelligence may be better able 

to reframe idol-related purchases not as impulsive acts, but as legitimate forms 

of emotional investment, rewards for hard work, or controlled ways to express 

their identity as fans. Their ability to understand others' emotions (empathy) may 

also make them more emotionally connected to the narratives constructed by 
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idols or fan communities. This finding aligns with a study by Ananda et al. (2024) 

that found a positive effect of celebrity worship on impulsive buying, and 

suggests that the psychological dynamics involved are complex and not always 

linear. 

The findings of this study provide several theoretical insights. First, 

empirical evidence from this study challenges the assumption that celebrity 

worship always drives negative consumption behavior. In the context of young 

adult fans in Indonesia with moderate levels of adoration, celebrity worship can 

actually be balanced with controlled purchasing behavior. This finding aligns 

with research by Gusliani et al. (2023) , which found that not all dimensions of 

celebrity worship negatively impact consumer behavior and underscores the 

importance of considering demographic and cultural contexts in understanding 

consumer behavior (Armstrong, 2008; Sinaga & Marpaung, 2023) . 

Second, this study enriches the reference sources regarding the role of 

emotional intelligence as a moderator. Rather than merely functioning as a 

"suppressor" of negative impacts (Lekavičienė et al., 2022; Vihari et al., 2022) , 

Emotional intelligence has been shown to moderate in a more complex way, 

namely by changing the strength of the relationship between variables. In this 

case, the positive interaction indicates that emotional intelligence functions 

contextually, supporting Kidwell et al.'s (2008) view that emotional intelligence 

influences consumer decision-making through different pathways depending on 

its level. 

Third, these findings indicate the need for a more integrative theoretical 

model to understand impulse buying behavior among fans. Such a model would 

need to consider not only predisposing factors such as celebrity worship but also 

factors such as the underlying cause (Maltby et al. 2005) , but also individual 

capacity factors such as emotional intelligence (Antonopoulou, 2024; Goleman, 

1999) , as well as situational and contextual factors such as peer pressure (Firdaus 

& Yusuf, 2018) , and cultural norms (Sinaga & Marpaung, 2023) . This integrative 

approach aligns with Brooks' (2018) recommendation that further explores the 

factors that moderate the relationship between celebrity worship and fan 

behavior. 

This study makes three theoretical contributions. First, it provides empirical 

evidence challenging the assumption that celebrity worship necessarily drives 

negative consumption behavior, suggesting that cultural context, developmental 

stage, and level of worship may shape consumer outcomes, including the 

possibility of inverse or attenuated effects in non-pathological fandom contexts. 
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Second, it enriches the literature on emotional intelligence as a moderator  rather 

than merely a direct predictor of impulsive buying, consistent with Kidwell et 

al.'s (2008) multi-pathway model, demonstrating that emotional intelligence can 

reshape rather than simply suppress consumption tendencies. Third, it 

demonstrates how moderation analysis can reveal counterintuitive relationships 

that may be obscured in direct-effect models, particularly within emotionally 

driven consumer contexts. 

Practical Implications  

For counselors and educators, these findings highlight the value of 

emotional intelligence training programs particularly those targeting affective 

regulation and delay of gratification,as tools for reducing impulsive financial 

behavior in young adults. For marketers and the entertainment industry, the 

findings suggest that long-term, emotionally resonant fan engagement strategies 

may be more sustainable and less likely to trigger maladaptive consumption 

patterns than approaches that heavily rely on parasocial attachment. For fan 

communities, cultivating reflective consumption practices and peer norms 

around financial well-being may reduce vulnerability to impulsive purchasing 

behavior. 

Limitations 

Several limitations constrain the interpretability of these findings. First, the 

cross-sectional design precludes causal inference. Second, all variables were 

measured via self-report, raising concerns about common method bias and 

limiting the accuracy of real-world purchasing behavior. Third, the use of a total 

score for celebrity worship precluded dimensional analysis across its 

subcomponents. Fourth, the sample was geographically limited to Malang City 

and skewed toward female participants, limiting generalizability. 

Conclusion 

This study examined the moderating role of emotional intelligence in the 

relationship between celebrity worship and impulsive buying among 268 early 

adult K-Pop fans in Malang, Indonesia. Three hypotheses were supported: 

celebrity worship negatively predicted impulsive buying (H1), emotional 

intelligence negatively predicted impulsive buying (H2), and emotional 

intelligence significantly moderated this relationship (H3), such that the negative 

association between celebrity worship and impulsive buying became weaker at 

higher levels of emotional intelligence. Together, these variables explained 22% 

of the variance in impulsive buying. 
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Theoretically, these findings challenge the dominant assumption that 

celebrity worship uniformly drives impulsive consumption, demonstrating 

instead that its effects are context-dependent and shaped by individual 

regulatory capacities. Emotional intelligence does not merely suppress impulsive 

tendencies but appears to reshape how fan admiration translates into purchasing 

behavior. 

Practically, the results highlight the importance of emotional regulation 

skills in moderating consumption impulses within highly affective fan cultures, 

suggesting the relevance of integrating emotional intelligence into financial 

literacy interventions targeting young adults. Future research should expand the 

geographic scope, apply dimensional analyses of celebrity worship, incorporate 

behavioral purchasing measures, and examine additional variables such as peer 

influence, social comparison, and digital marketing exposure. Longitudinal 

designs are also needed to capture how fan engagement and consumption 

behavior evolve over time. 
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