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ABSTRAK 

         Pop up market merupakan salah satu acara yang sedang menjadi trend saat 

ini. Pop up market merupakan suatu acara semacam bazaar yang terdapat 

berbagai macam tenant, yang diadakan secara tiba-tiba, dan di tempat yang tidak 

terduga. Salah satu pop up market yang cukup ternama adalah Market & Museum. 

Market & Museum merupakan penyelenggara pop up market yang mengusung 

tema yang menarik di setiap acaranya. Salah satu acaranya yang cukup terkenal 

dan selalu ramai akan pengunjung adalah Surprise Kitchen. Surprise Kitchen 

merupakan pop up bazaar khusus food & beverages. Dalam penelitian ini peneliti 

meneliti tentang acara Surprise Kitchen Vol.3 yang bertema Food Carnival, yang 

diadakan di Gandaria City pada 9-11 Oktober 2015 lalu. 

 Tujuan dilakukannya penelitian ini adalah untuk mengetahui apakah 

karakteristik masyarakat yang Consumer Innovativeness, Market Mavenism, dan 

Shopping Enjoyment, yang menyebabkan pentingnya  Novelty yang ada dalam 

Pop Up Market yang menyebabkan attitude yang positif terhadap pop up market, 

sehingga menyebabkan intention to recommend dan repurchase intention dari 

konsumen. Dalam penelitian ini terdapat 7 variabel penelitian dan 9 hipotesis 

yang diuji. Peneliti menggunakan metode penelitian deskriptif dengan 

menyebarkan kuisioner secara online. 

 Hasil penelitian ini menunjukkan bahwa consumer innovativeness 

berpengaruh positif dan signifikan terhadap novelty, namun tidak berpengaruh 

terhadap attitude toward pop up retail. Market mavenism berpengaruh positif dan 

signifikan terhadap novelty dan attitude toward pop up retail. Shopping enjoyment 

berpengaruh positif dan signifikan terhadap novelty, namun tidak berpengaruh 

terhadap attitude toward pop up retail. Novelty berpengaruh positif dan signifikan 

terhadap attitude toward pop up retail. Attitude toward pop up retail berpengaruh 

positif dan signifikan terhadap repurchase intention dan intention to recommend. 

Kata kunci : consumer innovativeness, market mavenism, shopping enjoyment, 

attitude toward, pop up retail, repurchase intention, intention to recommend 
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ABSTRACT 

 

Pop-up market is one of the event that is becoming a trend nowadays. 

Pop-up market is a kind of bazaar that has wide range of tenants, which held 

suddenly and in unexpected places. One of the quite famous pop up market in 

town is Market & Museum. Market & Museum is a thematic bazaar event 

organizer that carries the interesting theme in every event they made. One of they 

most popular event and always crowded with visitor is Surprise Kitchen. Surprise 

Kitchen is a pop-up bazaar specialized in food & beverages. In this study, 

researchers examined about the Surprise Kitchen Vol.3 event, themed Food 

Carnival, which is held in Gandaria City on 9-11 October 2015 ago. 

The purpose of this study was to discover whether people’s characteristics 

which Consumer Innovativeness, Market Mavenism, and Shopping Enjoyment, 

which led to the importance of Novelty in Pop Up Market which led to a positive 

attitude toward pop-up market, causing the intention to recommend and 

repurchase intention of consumers. In this study there are 7 variables and 9 

hypothesis being tested. Researcher used descriptive method by distributing 

questionnaires online. 

These results indicate that consumer innovativeness has positive and 

significant effect on the novelty, but does not affect the attitude toward pop-up 

retail. Market mavenism has positive and significant effect on the novelty and 

attitude toward pop-up retail. Shopping enjoyment has positive and significant 

effect on the novelty, but does not affect the attitude toward pop-up retail. Novelty 

has positive and significant impact on the attitude toward pop-up retail. Attitude 

toward pop-up retail has significant and positive effect on repurchase intention 

and the intention to recommend. 

Keywords: consumer innovativeness, market mavenism, shopping enjoyment, 

attitude toward, pop-up retail, repurchase intention, intention to recommend 
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