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HUBUNGAN MOTIF GEN Z TERHADAP KEPUTUSAN PEMBELIAN 

PARFUME DI MARKETPLACE  

Nada Kamiliya Ichsan 

 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis hubungan motif konsumen Generasi Z 

terhadap keputusan pembelian parfum di marketplace Sociolla. Penelitian 

menggunakan pendekatan kuantitatif korelasional dengan metode survei online. 

Populasi penelitian adalah followers akun Instagram @gen.pink yang berjumlah 

5.266 orang. Sampel sebanyak 372 responden dipilih menggunakan teknik simple 

random sampling dengan rumus Slovin (margin of error 5%). Data dikumpulkan 

melalui kuesioner online berbasis Google Forms yang diukur menggunakan skala 

Likert 1–5. Hasil uji normalitas Kolmogorov-Smirnov menunjukkan data tidak 

terdistribusi normal (p = 0,000), sehingga analisis dilanjutkan dengan uji korelasi 

non-parametrik Spearman’s Rho. Hasil analisis menunjukkan (dengan rata-rata 

motif emosional lebih tinggi daripada motif rasional) koefisien korelasi Spearman’s 

Rho sebesar 0,619, menunjukkan hubungan positif yang kuat dan signifikan dengan 

nilai signifikansi 0,000 (p < 0,05), yang mengindikasikan adanya hubungan positif 

yang signifikan dan kuat antara motif konsumen Gen Z dan keputusan pembelian 

parfum di Sociolla. Temuan penelitian mengungkap bahwa motif emosional 

(seperti identitas diri, hubungan sosial, dan ekspresi diri) dan motif rasional (seperti 

kualitas, keaslian produk, dan harga) secara bersama-sama memengaruhi keputusan 

pembelian. Gen Z memandang parfum bukan hanya sebagai produk fungsional, 

tetapi juga sebagai simbol identitas sosial dan media ekspresi diri. Implikasi 

penelitian ini memberikan wawasan bagi Sociolla dan merek parfum untuk 

mengoptimalkan strategi pemasaran berbasis pengalaman interaktif (live 

commerce), kolaborasi eksklusif, dan promosi waktu-terbatas yang sesuai dengan 

karakteristik Gen Z sebagai generasi digital native. 

Kata Kunci: Motif Konsumen, Generasi Z, Keputusan Pembelian, Parfum, 

Marketplace, Sociolla. 
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THE INFLUENCE OF GEN Z MOTIVES ON PURCHASE DECISIONS FOR 

PERFUME IN THE MARKETPLACE 

Nada Kamiliya Ichsan 

 

ABSTRACT 

This study aims to analyze the influence of Generation Z consumer motives on 

perfume purchase decisions on the Sociolla marketplace. The research uses an 

quantitative correlational approach with an online survey method. The research 

population is followers of the Instagram account @gen.pink, totaling 5,266 people. 

A sample of 372 respondents was selected using a simple random sampling 

technique with the Slovin formula (margin of error 5%). Data was collected 

through an online questionnaire based on Google Forms, measured using a 1-5 

Likert scale. The results of the Kolmogorov-Smirnov normality test showed that the 

data was not normally distributed (p = 0.000), so the analysis continued with the 

non-parametric Spearman’s Rho correlation test. The analysis results showed a 

correlation coefficient of 0.619 with a significance value of 0.000 (p < 0.05), 

indicating a significant and strong positive relationship between Gen Z consumer 

motives and perfume purchase decisions on Sociolla. The study's findings reveal 

that emotional motives (such as self-identity, social influence, and self-expression) 

and rational motives (such as quality, product authenticity, and price) collectively 

influence purchase decisions. Gen Z views perfume not only as a functional product 

but also as a symbol of social identity and a medium for self-expression. The 

implications of this research provide insights for Sociolla and perfume brands to 

optimize marketing strategies based on interactive experiences (live commerce), 

exclusive collaborations, and time-limited promotions that suit the characteristics 

of Gen Z as digital natives. 

Keywords: Consumer Motives, Generation Z, Purchase Decision, Perfume, 

Marketplace, Sociolla. 
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