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IMPULSIVE BUYING BEHAVIOR PENGGUNA TIKTOK 

GENERASI Z (ZOOMER) DI JAKARTA 

Azira Faiza Alyaa 

 

    ABSTRAK 

Penelitian ini bertujuan untuk mengetahui dan menguji apa saja faktor-faktor yang 

mempengaruhi Impulsive Buying Behavior pengguna TikTok. Penelitian ini 

menggunakan beberapa variabel yaitu Entertainment, Interaction, Trendiness, 

Customization, Word of Mouth sebagai variabel independen (bebas), sedangkan 

Impulsive Buying Behavior sebagai variabel dependen (terikat). Metode yang 

digunakan pada penelitian ini adalah penelitian kuantitatif dengan pengumpulan 

data melalui penyebaran kuesioner secara online. Populasi pada penelitian ini 

adalah Generasi Z yang lahir diantara tahun 1997 sampai 2012, pengguna TikTok 

yang berdomisili DKI Jakarta, sedangkan total sampel yang akan diambil sebanyak 

200 responden. Analisis yang digunakan pada penelitian ini adalah uji regresi 

logistik multinomial. Hasil dalam penelitian ini menunjukkan bahwa 

Teridentifikasi 3 variabel yang berpengaruh positif dan signifikan terhadap 

Impulsive Buying Behavior pengguna TikTok generasi Z di Jakarta yaitu variabel 

Entertainment, Customization, Word of Mouth, dan 2 variabel yang tidak 

berpengaruh signifikan terhadap Impulsive Buying Behavior pengguna TikTok 

generasi Z di Jakarta yaitu Interaction, Trendiness.  

Kata kunci: Social Media Marketing, Entertainment, Interaction, Trendiness, 

Customization, Word of Mouth, Impulsive Buying Behavior. 
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IMPULSIVE BUYING BEHAVIOR OF GENERATION Z 

(ZOOMER) TIKTOK USERS IN JAKARTA 

 

Azira Faiza Alyaa 

 

    ABSTRACT 

This study aims to find out and test what are the factors that influence the Impulsive 

Buying Behavior of TikTok users. This study uses several variables, namely 

Entertainment, Interaction, Trendiness, Customization, Word of Mouth as 

independent variables (free), while Impulsive Buying Behavior as the dependent 

variable (tied). The method used in this research is quantitative research by 

collecting data through online questionnaires. The population in this study is 

Generation Z who were born between 1997 and 2012, TikTok users who are 

domiciled in DKI Jakarta, while the total sample to be taken is 200 respondents. 

The analysis used in this study is a multinomial logistic regression test. The results 

in this study indicate that 3 variables were identified that had a positive and 

significant effect on the Impulsive Buying Behavior of Generation Z TikTok users 

in Jakarta, namely the variables Entertainment, Customization, Word of Mouth, 

and 2 variables that did not significantly influence the Impulsive Buying Behavior 

of Generation Z TikTok users in Jakarta namely Interaction, Trendiness. 

Keywords: Social Media Marketing, Entertainment, Interaction, Trendiness, 

Customization, Word of Mouth, Impulsive Buying Behavior. 
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