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ANALISIS KEPUTUSAN PEMBELIAN KONSUMEN GRABFOOD DI 
PANDEMI COVID-19 

Alfonso Mathew Budiman 

ABSTRAK 

Penelitian ini menjelaskan tentang analisis keputusan pembelian konsumen 
Grabfood pada masa pandemi COVID-19. Tujuan penelitian ini adalah untuk dapat 
mengetahui bagaimana faktor pribadi dan faktor psikologis serta impulsive dan 
compulsive buying behavior dapat mempengaruhi keputusan pembelian konsumen 
Grabfood di pandemi COVID-19. Dalam penelitian ini, peneliti menggunakan 
metode penelitian kualitatif dengan pendekatan studi kasus. Sumber data primer 
dari penelitian ini diperoleh melalui wawancara mendalam dengan tiga informan 
untuk generasi milenial dan tiga informan untuk generasi x. Sumber data sekunder 
pada penelitian ini diperoleh melalui studi pustaka serta data-data yang didapat dari 
lembaga penelitian. Berdasarkan analisis penelitian yang telah dilakukan, 
ditemukan bahwa informan generasi milenial dan generasi x mengetahui mengenai 
COVID-19 secara medis, serta merasakan dampaknya seperti pembelajaran jarak 
jauh dan work from home. Informan generasi milenial dan generasi x memutuskan 
untuk melakukan pembelian melalui Grabfood karena praktis, dapat mengikuti 
protokol kesehatan dengan menjaga jarak dengan orang lain serta karena terdapat 
banyak promo pada layanan Grabfood. Informan generasi milenial cenderung 
melakukan compulsive buying behavior sedangkan informan generasi x cenderung 
melakukan impulsive buying behavior. Informan generasi milenial dan informan 
generasi x melakukan pencarian informasi berupa harga, ulasan dan promo yang 
sedang tersedia. Proses keputusan pembelian serta pencarian informasi informan 
generasi milenial dan generasi x tidak berbeda dari sebelum dan setelah adanya 
pandemi COVID-19. Mayoritas informan generasi milenial tidak memiliki 
alternatif pembelian, sedangkan generasi x memiliki alternatif dalam melakukan 
pembelian agar dapat membandingkan harga, ulasan serta promo potongan harga 
yang sedang tersedia. 

Kata Kunci: Perilaku Konsumen, Keputusan Pembelian, Komunikasi Pemasaran, 
Compulsive Buying Behavior, Impulsive Buying Behavior, Pandemi COVID-19. 
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ANALYSIS OF GRABFOOD CONSUMER PURCHASING DECISIONS IN 
THE COVID-19 PANDEMIC 

 

Alfonso Mathew Budiman 

ABSTRACT 

This study describes the analysis of Grabfood consumer purchasing decisions 
during the COVID-19 pandemic. The purpose of this study is to be able to find out 
how personal factors and psychological factors as well as impulsive and compulsive 
buying behavior can influence grabfood consumer purchasing decisions in the 
COVID-19 pandemic. In this study, researchers used qualitative research methods 
with a case study approach. The primary data source of the study was obtained 
through in-depth interviews with three informants for millennials and three 
informants for generation x. Secondary data sources in this study are obtained 
through library studies as well as data obtained from research institutions. Based on 
an analysis of research that has been done, it was found that informants of 
millennials and generation x know about COVID-19 medically, and feel the effects 
such as distance learning and work from home. Millennial and generation x 
informants decided to make purchases through Grabfood because it is practical, can 
follow health protocols by keeping a distance from others and because there are 
many promos on Grabfood services. Millennial informants tend to do compulsive 
buying behavior while generation x informants tend to do impulsive buying 
behavior. Millennial informants and generation x informants conduct information 
searches in the form of prices, reviews and promos that are available. The process 
of purchasing and searching for information on millennials and generation x 
informants is no different from before and after the COVID-19 pandemic. The 
majority of millennial informants do not have an alternative purchase, while 
generation x has an alternative in making purchases in order to compare prices, 
reviews and discounted promos that are available. 

Keywords: Consumer Behavior, Purchasing Decisions, Marketing 
Communications, Compulsive Buying Behavior, Impulsive Buying Behavior, 
COVID-19 Pandemic. 
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