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PENGARUH PERCEIVED EASE OF USE, PERCEIVED PRICE, DAN 

TERPAAN IKLAN TERHADAP PERILAKU IMPULSE BUYING 

PENGGUNA PAYLATER 

(STUDI KASUS PADA PENGGUNA SHOPEEPAYLATER) 

 

 

ABSTRAK 

 

Pada saat pandemi COVID-19 terjadi kenaikan transaksi yang signifikan dalam e-

commerce, yakni sebesar 151.8% dan kenaikan akibat adanya perubahan perilaku belanja 

tersebut diperkirakan akan terus naik hingga 2025. Para penyedia fintech memanfaatkan 

peluang tersebut untuk memperbesar penetrasi pasar dengan menciptakan salah satunya 

bentuk pembayaran Buy Now Pay Later (BNPL). Penggunaan paylater di Indonesia 

menunjukkan kenaikan yang signifikan, dari tahun 2018 hingga tahun 2020 yakni terdapat 

kenaikan sebesar 416%, penggunaan paylater harus dilakukan secara bijak, karena apabila 

tidak, fasilitas paylater dapat membuat orang menjadi lebih impulsif. Penelitian ini 

bertujuan untuk mengetahui faktor-faktor yang memengaruhi Perceived Price, Perceived 

Price, dan terpaan iklan terhadap impulsive buying konsumen dalam konteks penggunaan 

aplikasi e-commerce. Peneleitian ini menggunkan metode atau penedekatakan kuantitatif 

dan sampel diambil dengan cara simple random sampling dengan menggunakan 

rumus Slovin, dengan 100 responden pengguna ShopeePaylater. Dari hasil penelitian 

didapatkan bahwa Perceived Price (X2) dan terpaan iklan (X3) berpengaruh terhadap 

impulse buying behaviour (Y), dan Perceived Ease of Use (X1) tidak berpengaruh terhadap 

impulse buying behaviour(Y).  

 

Kata Kunci : Perceived Ease of Use, Perceive of Price, Terpaan Iklan, Impulse Buying 
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THE EFFECT OF PERCEIVED EASE OF USE, PERCEIVED PRICE, AND 

ADVERTISING EXPOSURE ON IMPULSE BUYING BEHAVIOR OF 

PAYLATER USERS (CASE STUDY ON SHOPEEPAYLATER USERS) 

 

ABSTRAK 

 

During the COVID-19 pandemic, there was a significant increase in transactions in e-

commerce, namely 151.8% and the increase due to changes in shopping behavior is 

expected to continue to increase until 2025.Fintech providers are taking advantage of this 

opportunity to increase market penetration by creating one of the forms of Buy Now Pay 

Later (BNPL) payments. The use of paylater in Indonesia shows a significant increase, 

from 2018 to 2020, namely an increase of 416%, the use of paylater must be done wisely, 

because if not, paylater facilities can make people more impulsive. This study aims to 

determine the factors that influence Perceived Price, Perceived Price, and advertising 

exposure to consumer impulsive buying in the context of using e-commerce applications. 

This study uses a quantitative method or approach and samples are taken by simple random 

sampling using the Slovin formula, with 100 respondents who are ShopeePaylater 

users.From the research results, it was found that Perceived Price (X2) and advertising 

exposure (X3) had an effect on impulse buying behavior (Y), and Perceived Ease of Use 

(X1) had no effect on impulse buying behavior (Y). 

Keyword : Perceived Ease of Use, Perceive of Price, Terpaan Iklan, Impulse Buying 
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