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PENGARUH HEDONIC SHOPPING VALUE DAN INFLUENCER
TERHADAP IMPULS BUYING PADA TIKTOK LIVE SHOPPING
(CASE STUDY: GEN Z DI JAKARTA)

Sekar Hapsari

ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh hedonic shopping
value dan influencer terhadap impuls buying dalam konteks tiktok live
shopping di kalangan gen Z di Jakarta. Data primer dikumpulkan melalui
penyebaran kuesioner online dengan 105 responden dari kalangan gen Z di
Jakarta. Kuesioner ini dirancang untuk mengukur hedonic shopping value
pengaruh influencer serta tingkat kecenderungan impuls buying pada
tiktok live shopping. Hasil penelitian menunjukkan bahwa hedonic
shopping value pengaruh positif dan signifikan terhadap impuls buying.
Sebaliknya, Influencer tidak menunjukkan pengaruh yang signifikan
terhadap impuls buying. Namun, secara simultan variabel hedonic
shopping value dan influencer menunjukkan pengaruh positif dan

signifikan terhadap impuls buying.

Kata Kunci : Hedonic Shopping Value, Influencer, Impuls Buying, Tiktok
Live Shopping, Gen Z.
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THE EFFECT OF HEDONIC SHOPPING VALUE AND
INFLUENCER ON IMPULS BUYING ON TIKTOK LIVE SHOPPING
(CASE STUDY: GEN Z IN JAKARTA)

Sekar Hapsari

ABSTRACT

This study aims to analyze the influence of hedonic shopping value and
influencers on impulse buying in the context of tiktok live shopping among
Gen Z in Jakarta. Primary data were collected through the distribution of
online questionnaires with 105 respondents from Gen Z in Jakarta. This
questionnaire was designed to measure the hedonic shopping value of the
influence of influencers and the level of impulse buying tendencies in tiktok
live shopping. The results showed that hedonic shopping value had a
positive and significant influence on impuls buying. Conversenly,
influencer did not show a significant influence on impuls buying. However,
simultaneously the hedonic shopping value and influencer variables

showed a positive and significant influence on impuls buying.

Keywords: Hedonic Shopping Value, Influencer, Impuls Buying, Tiktok
Live Shopping, Gen Z.

viii



DAFTAR ISI

HALAMAN PERNYATAAN ORISINALITAS. ...t i
HALAMAN PENGESAHAN........ccot i iii
UNGKAPAN TERIMA KASIH........ocotiieieieiee st iv
HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI........cccccooviinininn Vi
ABSTRAK .ottt ens vii
DAFTAR TSI ...t bbbt IX
DAFTAR GAMBAR ...ttt ane s Xii
DAFTAR TABEL ...ttt sttt Xiii
DAFTAR LAMPIRAN ...ttt ettt Xiv
BAB | PENDAHULUAN ..ottt 1
1.1 Latar BelaKang ......cccooveiiiiiiiee e 1
1.2 RUMUSAN MaSAlah ......coooviiiiiiiiiiee e s 10
1.3 Tujuan Penelitian.........cccooiiieiiiiiie e 11
1.4 Manfaat Penelitian.........ocoiiiiiiiiiiiiee s 11
141 Manfaat TEOMTIS ...cccveieeeieieeeee e 11
1.4.2  Manfaat Prakuis ........cccoooviieieieiieseee e 11
BAB 1 TINJAUAN PUSTAKA . ..ot 12
2.1 Hedonic Shopping ValUe ..........ccovveiiiiiiice e 12
2.1.1  Pengertian Hedonic Shopping Value...........cccccoovveiiiiineiie i, 12
2.1.2  Faktor Hedonic Shopping Value .........cccccoeeieiiiciie e 13
2.1.3  Indikator Hedonic Shopping Value ...........ccccooviiiiiniiniie e, 13

2.2 INTIUBNCET ..o e 14
2.2.1 Pengertian INFIUBNCEN ........ccoiiiiiiiiicee s 14
2.2.2  Tipe-Tipe INFIUBNCET .......coiiiiiiiee e 15
2.2.3  Indikator INFIUBNCEN ..........oiiiiiiecieeee e 16

2.3 IMPUIS BUYING ..ottt 18
2.3.1 Pengertian IMpuls BUYING.......cccoiieiiiiiieece s 18



2.3.2  Tipe-Tipe IMpuls BUYING ......cccoeieiieiieecee e 20

2.3.3  Faktor-Faktor yang mempengaruhi Impuls Buying..............ccce..... 20
2.3.4  Indikator IMpulS BUYING.......cccoeiiiiiiiriiiinieeieeeee e 21
2.4 APIKAST TIKEOK.....coiiiiiiiiiiiiceee s 22
2.5 LIVE SNOPPING ..ot 22
2.6 Hubungan Antar Variabel ..........ccccoooviiiiieiiiccece e 23
2.6.1 Hubungan hedonic shopping value terhadap impuls buying................ 23
2.6.2  Hubungan influencer terhadap impuls buying ..........ccccocceeveveennene. 24
2.6.3 Hubungan hedonic shopping value dan influencer terhadap impuls
00177 T SRS 24
2.7  Kerangka Konseptual ..o 25
2.8 Pengembangan HIPOTESIS ........cceieiieiiriiiiieiireeee s 25
BAB Il METODE PENELITIAN ....oooiiii e 26
3.1 JeniS Penelitian .......cccooveiiiiiiicisees 26
3.2 SUMDBEE DALA......couieiieieieie e 26
3.2, 1 DaAta PrIMEN .o 26
3.2.2  Data SEKUNET .......ooviiiiiiiiieseeeee e 27
3.3 Populasi dan Sampel ... 27
331 POPUIBSE ..t 27
3.3.2  SAMPEL..eiciice et s 27
3.4 Operasionalisasi Variabel.............ccccocooviiiiiiiicicec e, 29
3.5  Teknik Pengumpulan Data ..........ccccoeiiiieeiiiie e 31
3.6 Teknik AnaliSisS DAta.........ccccooeiiiriiiiiiiieieese e 32
3.6.1  UJi INSIUMEN Lo 32
3.6.1.1  Uji ValiditaS.....ooeeeeeeieieicieeieeeesiee e 33
3.6.1.2  Uji READITAS ....coviveiiiiiciicieee s 33
3.6.2  Statistik DesKIIPLIT ........ccoiriiiiiieee e 33
3.6.3  Uji Regresi Logistik Multinomial ...............ccccevieiiiiiie e, 34
3.6.4  Uji Kesesuaian MOodel ...........ccceiiieiiiiiiiiiecieecec e 34
3.6.5  Uji Koefisien Determinasi ........ccccvevveiieeiieiiieesiee e sie e 35
3.6.6  UJi HIPOTESIS ..ottt 35



3.6.6.1  Uji T (Uji Parsial) ......ccceeveireiiiiiieie e 35

3.6.6.2  Uji F (Uji SIMUItaN) ......ocoiiiiiiiiiee e 35

BAB IV HASIL DAN PEMBAHASAN ......ooii e 37
A1 UJiINSIIUMEN ..ot 37
4.1.1  UJiValiditaS ....cooiveeieiiecece e 37
4.1.2  Uji ReabIlitas.......cccoeiieiiee e 38

4.2  Analisis Karakteristik Responden Deskriptif...........cccccooeiiiiniiinnnn 39
4.3 Analisis Statistik DesKriptif...........ccccooeiiiinininiice e 40
4.3.1  Statistik Deskriptif Variabel Hedonic Shopping Value................... 42
4.3.2  Statistik Deskriptif Variabel Influencer ..........cccoooeveniiiininns 43
4.3.3  Statistik Deskriptif Variabel Impuls Buying ...........ccccovevevvevieennene. 45

4.4 Uji Regresi Multinomial............cccoovoviiiiiicie e 46
4.4.1  Uji Goodness of fit (Kesesuaian Model) ............cccoeveviiieiieieennnnn, 46
4.4.2  Uji Koefisien Determinasi .........ccccceeveieiiieieeie e e 47
443  Parameters EStIMALES .........cccoeiiiiiiiiiieiisesie e 48

4.5 UJi HIPOTESIS....eeiiieiiiieieite et 51
451  UjJi T (UJi Parsial).....cccooeiiiiiiiiiieee e 51
452  Uji F (Uji SIMUIAN) ..o 51

4.6 PembaNaSaN ........ccoiiiiiiiiieie e 52
4.6.1 Pengaruh Hedonic Shopping Value Terhadap Impuls Buying........ 52
4.6.2  Pengaruh Influencer Terhadap Impuls Buying..........ccccceevvevieenene. 53
4.6.3  Pengaruh Hedonic Shopping Value dan Influencer Terhadap Impuls
BUYING . o 54
BAB V KESIMPULAN DAN SARAN ...t 56
5.1 KESIMPUIAN ..ot s 56
5.2 Keterbatasan Penelitian ... 56
0.3 SAIAN ..t 57
DAFTAR PUSTAKA Lttt 58
LAMPIRAN ... ettt sttt et e e nnb e e e nnneeen 63

Xi



DAFTAR GAMBAR

Gambar 1. 1Data Pengguna E-COMMEICE ........cccvevveiieiieerieieeceesiesee e eee e e 1
Gambar 1. 2 Data 10 Negara Pengguna Tiktok Terbanyak Di Dunia (Juli 2023).. 2
Gambar 1. 3 Data Pengguna Tiktok Terbanyak Di Dunia (Oktober 2023) ............ 3
Gambar 1. 4 Data Social Commerce Landscape INdonesia..........ccoceeererereriennnnn. 3
Gambar 1. 5 Data Alasan Berbelanja Online Gen Z...........ccccooveveiieieiieciecee, 5
Gambar 1. 6 Persentase Pra-SUIVEY ..........cooiiirieiierienieniesiesieseeee e 8
Gambar 2. 1 Kerangka Konseptual ............cccoceiieiiiiiiicsecce e 25

xii



Tabel 3.
Tabel 3.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.

DAFTAR TABEL

1 Operasionalisasi Variabel ... 31
2 Tabel Skala LIKert.. ... s 32
1 Tabel Pre-test Uji Validitas..........cccoeveieiiniiiiiiiceccc e 37
2 Pre-test Uji Reabilitas .......c.ccvevveiiiiicii e 38
3 Karakteristik RESPONAEN .........coiiiiiiieiecree e 39
4 DeSCrIPtiVe StatISTICS.....ccvviieiriecie e e 41
5 Statistik Deskriptif VVariabel Hedonic Shopping Value........................ 42
6 Statistik Deskriptif Variabel Influencer ..........ccccovevviiiiicie e, 44
7 Statistik Deskriptif Variabel Impuls Buying ..........cccceoeveniienininnnn. 45
8 GO0UNESS-OF Fit...vevieieieiiiiese s e 46
9 PSEUAD R-SQUAIE.......oviiiieisiieiieiieee ettt 47
10 Parameter EStIMALES .......cccviviieieieieie et 48
11 LikelinOOd RAtIO TESES. ....ccivveieirieiireriesieenieeiesee e 51
12 Model Fitting Information ...........ccccoceieiiiiiiic e, 52

xiii



DAFTAR LAMPIRAN

Lampiran 1 Kuesioner Penelitian...........cccccooveiiiiiiiiiicc e 63
Lampiran 2 UjJi Validitas.........cccooiiiiiiiiicee e 68
Lampiran 3 Uji Reabilitas..........ccccceiveiiiiieiiesece e 68
Lampiran 4 Karakteristik RESPONUEN.........ccocoiiiiiiiiiiiireeee e 69
Lampiran 5 DeSCriptive StALICS ........cccvevviiieiieiecie e 70
Lampiran 6 GoOdNesS-Of-Fit ..........ccoiiiiiiiiiiieie e 70
Lampiran 7 PSEUO R-SQUAIE...........cciviieeieieesie ettt sre e 70
Lampiran 8 Parameters ESUMALeS.........ccccvviiiiieieereeee e 71
Lampiran 9 Likelihood Ratio TESt.......cccvcvviiiiiiiieiie e 72
Lampiran 10 Model Fitting Information ... 73

Xiv



