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ABSTRAK 

 

Perkembangan media sosial, khususnya TikTok, memengaruhi perilaku konsumsi 

masyarakat, termasuk kecenderungan melakukan impulsive buying. Kredibilitas 

influencer menjadi salah satu faktor yang dapat memengaruhi respons audiens 

terhadap konten promosi. Penelitian ini bertujuan untuk menganalisis kredibilitas 

influencer Fuji serta keterkaitannya dengan impulsive buying pada pengikut akun 

TikTok @fujiiian. Penelitian ini menggunakan pendekatan kuantitatif deskriptif 

dengan metode survei terhadap 400 responden yang dipilih melalui purposive 

sampling. Data dikumpulkan melalui kuesioner skala Likert dan dianalisis 

menggunakan analisis deskriptif dan cross-tabulation. Hasil penelitian menunjukkan 

bahwa kredibilitas influencer dan impulsive buying berada pada kategori tinggi, serta 

terdapat kecenderungan hubungan positif antara keduanya, di mana semakin tinggi 

kredibilitas influencer, semakin tinggi pula tingkat impulsive buying. 
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Nasywa Amani 
 

 

 
ABSTRACT 

 

The rise of social media, particularly TikTok, has influenced consumer behavior, 

including the tendency toward impulsive buying. Influencer credibility is a key factor 

affecting audience response to promotional content. This study aims to analyze the 

credibility of the influencer Fuji and its relationship with impulsive buying among 

followers of the TikTok account @fujiiian. A descriptive quantitative approach was 

employed, utilizing a survey of 400 respondents selected through purposive sampling. 

Data were collected via Likert-scale questionnaires and analyzed using descriptive 

statistics and cross-tabulation. The results indicate that both influencer credibility 

and impulsive buying fall into the high category; furthermore, a positive relationship 

exists between the two, suggesting that higher influencer credibility correlates with 

higher levels of impulsive buying. 

 

Keyword: influencer credibility; impulsive buying; TikTok; influencer marketing. 



Universitas Bakrie 

ix 

 

 

 

 

DAFTAR ISI 

HALAMAN PERNYATAAN ORISINALITAS .................................................................i 

HALAMAN PERSETUJUAN ........................................................................................... ii 

KATA PENGANTAR ...................................................................................................... iii 

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI ....................................... iv 

BAB I ................................................................................................................................. 1 

PENDAHULUAN ............................................................................................................. 1 

1.1 Latar Belakang ............................................................................................................. 1 

1.2 Rumusan Masalah ...................................................................................................... 10 

1.3 Tujuan Penelitian ....................................................................................................... 11 

BAB II............................................................................................................................... 13 

TINJAUAN PUSTAKA ..................................................................................................... 13 

2.1 Konsep yang Relevan ................................................................................................. 13 

2.1.1 Influencer Marketing ............................................................................................... 13 

2.1.2 Source Credibility Theory (Teori Kredibilitas Sumber).......................................... 14 

2.1.3 Social Media ........................................................................................................... 15 

2.1.2.1 TikTok ................................................................................................................. 16 

2.1.4 Perilaku Konsumen ................................................................................................. 16 

2.1.5 Impulsive Buying ..................................................................................................... 17 

2.2 Penelitian Sebelumnya dan Pernyataan Kebaruan ..................................................... 18 

Tabel 2.1 Tinjauan Pustaka Terdahulu ............................................................................ 18 

Ivanlie & Kurniawati(2024) ............................................................................................. 23 

2.3 Kerangka Pemikiran ................................................................................................... 31 

BAB III ............................................................................................................................ 35 

METODOLOGI PENELITIAN ....................................................................................... 35 

3.1 Desain Pendekatan Penelitian .................................................................................... 35 

3.2 Populasi dan Sampel .................................................................................................. 36 

3.2.1 Populasi ................................................................................................................... 36 

3.2.2 Sampel .................................................................................................................... 36 

3.3 Teknik Pengumpulan Data ......................................................................................... 38 

3.3.1 Sumber Data ............................................................................................................ 38 

1. Data Primer .................................................................................................................. 38 

2. Data Sekunder .............................................................................................................. 40 

3.4 Teknik Pengukuran .................................................................................................... 40 



Universitas Bakrie 

x 

 

 

Tabel 3.1 Kerangka Pemikiran Variabel X dan Y ........................................................... 41 

3.5 Teknik Analisis Data .................................................................................................. 41 

3.5.1 Statistik Deskriptif .................................................................................................. 41 

3.6 Teknik Keabsahan Data ............................................................................................. 44 

3.7 Definisi dan Operasionalisasi Variabel ...................................................................... 45 

Tabel 3.2 Operasionalisasi Variabel ................................................................................ 46 

3.8 Hasil Uji Coba Keabsahan Data ................................................................................. 51 

3.8.1 Uji Coba Validitas ................................................................................................... 51 

Tabel 3.3 Hasil Uji Coba Validitas Kredibilitas Influencer ............................................. 52 

Tabel 3.4 Hasil Uji Coba Validitas Impulsive Buying..................................................... 54 

Tabel 3.5 Tingkat Koefisien Reliabiltas Guilford ............................................................ 56 

Tabel 3.6 Hasil Uji Coba Reliabilitas ............................................................................. 57 

BAB IV ............................................................................................................................ 58 

HASIL DAN PEMBAHASAN ........................................................................................ 58 

4.1 Gambaran Konteks Penelitian .................................................................................... 58 

4.1.1 Gambaran Umum Objek Penelitian ........................................................................ 58 

4.2 Penyajian Data ........................................................................................................... 59 

4.2.1 Hasil Uji Keabsahan Data ....................................................................................... 59 

Tabel 4.1 Hasil Uji Validitas Variabel X Kredibilitas Influencer ................................... 60 

Tabel 4.2 Tabel Hasil Uji Validitas Variabel Impulsive Buying .................................... 62 

Tabel 4.3 Hasil Uji Reliabilitas ....................................................................................... 64 

Tabel 4.4 Jenis Kelamin ................................................................................................... 65 

Tabel 4.5 Usia Responden ............................................................................................... 66 

Tabel 4.6 Total pembelian ............................................................................................... 66 

Tabel 4.7 Karakteristik Responden Keseluruhan ............................................................. 67 

Tabel 4.8 Tabulasi Data Frekuensi Variabel Kredibilitas Influencer ............................... 68 

Tabel 4.9 Tabulasi Data Frekuensi Dimensi Attractiveness ............................................ 71 

Tabel 4.10 Tabulasi Data Frekuensi Dimensi Trusthworthiness ...................................... 73 

Tabel 4.11 Tabulasi Data Frekuensi Dimensi Expertise .................................................. 75 

Tabel 4.12 Tabulasi Data Frekuensi Variabel Impulsive Buying ..................................... 77 

Sumber: Data Olahan Penulis (2026) ............................................................................... 77 

Tabel 4.13 Tabulasi Data Frekuensi Variabel Impulsive Buying ..................................... 80 

Tabel 4.14 Tabulasi Data Frekuensi Variabel Impulsive Buying ..................................... 81 

Tabel 4.15 Tabulasi Data Frekuensi Variabel Excitement and Stimulation ..................... 83 

Tabel 4.16 Tabulasi Data Frekuensi Disregard for Consequences .................................. 85 

Tabel 4.17 Hasil Uji Crosstab ......................................................................................... 88 

BAB V ........................................................................................................................... 100 



Universitas Bakrie 

xi 

 

 

KESIMPULAN DAN SARAN ...................................................................................... 100 

5.1 Kesimpulan .............................................................................................................. 100 

5.2 Keterbatasan Penelitian ............................................................................................ 102 

5.3 Saran ........................................................................................................................ 103 

LAMPIRAN ................................................................................................................... 115 



Universitas Bakrie 

xiii 

 

 

 

 

DAFTAR GAMBAR 

 

 

 

Gambar 1.1 Penggunaan Media Sosial di Indonesia ....................................... 2 

Gambar 1.2 Negara Pengguna Tiktok Terbanyak di Dunia (Per Juli 2025) .... 3 

Gambar 1.3 Tipologi Perilaku Belanja Konsumen Indonesia ......................... 4 

Gambar 1.4 Klasifikasi Hierarki Influencer .................................................... 5 

Gambar 1.5 Daftar Influencer Terpopuler di Indonesia 2025 .......................... 6 

Gambar 1.6 Profil Akun TikTok @fujiiian...................................................... 7 

Gambar 1.7 Konten Review Produk oleh @fujiiian ........................................ 8 

Gambar 1.8 Komentar Audiens pada Konten @fujiiian .................................. 9 

Gambar 2.1 Kerangka Pemikiran Variabel X dan Y ...................................... 32 

Gambar 4.3 Tabulasi Data Frekuensi Indikator Trustworthiness .................. 75 

Gambar 4.10 Hasil Uji Deskriptif Statistik .................................................... 88 



Universitas Bakrie 

xiv 

 

 

 

 

DAFTAR TABEL 

Tabel 2.1 Tinjauan Pustaka Terdahulu ............................................................................... 19 

Tabel 3.1 Kerangka Pemikiran Variabel X dan Y .............................................................. 43 

Tabel 3.2 Operasionalisasi Variabel ................................................................................... 48 

Tabel 3.3 Hasil Uji Coba Validitas Kredibilitas Influencer ................................................ 54 

Tabel 3.4 Hasil Uji Coba Validitas Impulsive Buying ........................................................ 56 

Tabel 3.5 Tingkat Koefisien Reliabiltas Guilford .............................................................. 58 

Tabel 3.6 Hasil Uji Coba Reliabilitas ................................................................................ 59 

Tabel 4.1 Hasil Uji Validitas Variabel X Kredibilitas Influencer ..................................... 62 

Tabel 4.2 Tabel Hasil Uji Validitas Variabel Impulsive Buying........................................ 64 

Tabel 4.3 Hasil Uji Reliabilitas Variabel Kredibilitas Influencer dan Impulsive Buying .66 

Tabel 4.4 Jenis Kelamin ..................................................................................................... 67 

Tabel 4.5 Usia Responden .................................................................................................. 68 

Tabel 4.6 Total pembelian .................................................................................................. 68 

Tabel 4.7 Karakteristik Responden Keseluruhan ............................................................... 69 

Tabel 4.8 Tabulasi Data Frekuensi Variabel Kredibilitas Influencer ................................. 70 

Tabel 4.9 Tabulasi Data Frekuensi Dimensi Attractiveness ............................................... 72 

Tabel 4.10 Tabulasi Data Frekuensi Dimensi Trusthworthiness ........................................ 75 

Tabel 4.11 Tabulasi Data Frekuensi Dimensi Expertise .................................................... 77 

Tabel 4.12 Tabulasi Data Frekuensi Variabel Impulsive Buying ....................................... 79 

Sumber: Data Olahan Penulis (2026) ................................................................................. 79 

Tabel 4.13 Tabulasi Data Frekuensi Variabel Impulsive Buying ....................................... 82 

Tabel 4.14 Tabulasi Data Frekuensi Variabel Impulsive Buying ....................................... 83 

Tabel 4.15 Tabulasi Data Frekuensi Variabel Excitement and Stimulation ....................... 85 

Tabel 4.16 Tabulasi Data Frekuensi Disregard for Consequences .................................... 87 

Tabel 4.17 Hasil Uji Crosstab ............................................................................................ 90 


