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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh kualitas konten dan influencer media 

sosial terhadap impulsive buying behavior Generasi Z di wilayah Jakarta pada akun TikTok 

Guribee Layers. Penelitian ini dilatarbelakangi oleh semakin meningkatnya penggunaan 

TikTok sebagai media pemasaran digital yang mampu memengaruhi perilaku konsumen, 

khususnya Generasi Z sebagai kelompok pengguna media sosial yang dominan. Penelitian ini 

menggunakan pendekatan kuantitatif. Data diperoleh melalui penyebaran kuesioner kepada 

Generasi Z yang berdomisili di Jakarta dan pernah melihat konten TikTok Guribee Layers 

dengan teknik pengambilan sampel yang digunakan adalah purposive sampling.  Hasil 

penelitian menunjukkan bahwa kualitas konten tidak berpengaruh signifikan terhadap 

impulsive buying behavior Generasi Z. Temuan ini mengindikasikan bahwa kualitas konten 

yang baik belum tentu mampu mendorong konsumen untuk melakukan pembelian secara 

impulsif. Di sisi lain, influencer media sosial terbukti berpengaruh positif dan signifikan 

terhadap impulsive buying behavior. Hasil tersebut menunjukkan bahwa kredibilitas, keahlian, 

daya tarik, kesamaan, dan keakraban yang dimiliki influencer mampu meningkatkan 

kecenderungan Generasi Z untuk melakukan pembelian secara spontan. Selain itu, kualitas 

konten dan influencer media sosial secara simultan terbukti berpengaruh terhadap impulsive 

buying behavior. 

Kata Kunci: Kualitas Konten, Influencer Media Sosial, Impulsive Buying Behavior, Generasi 

Z, TikTok. 
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ABSTRACT 

This study aims to analyze the influence of content quality and social media influencers on the 

impulsive buying behavior of Generation Z in Jakarta, focusing on the TikTok account of 

Guribee Layers. The study is motivated by the growing use of TikTok as a digital marketing 

platform capable of influencing consumer behavior, particularly among Generation Z as the 

dominant group of social media users. This research employs a quantitative approach. Data 

were collected through questionnaires distributed to Generation Z individuals residing in 

Jakarta who had previously viewed Guribee Layers' TikTok content. The sampling technique 

used in this study was purposive sampling. The findings indicate that content quality does not 

have a significant effect on Generation Z's impulsive buying behavior. This suggests that high-

quality content alone is not necessarily sufficient to encourage consumers to make impulsive 

purchases. On the other hand, social media influencers were found to have a positive and 

significant effect on impulsive buying behavior. The results demonstrate that the credibility, 

expertise, attractiveness, similarity, and familiarity possessed by influencers can increase 

Generation Z's tendency to make spontaneous purchasing decisions. Furthermore, content 

quality and social media influencers were found to simultaneously influence impulsive buying 

behavior. 

Keywords: Content Quality, Social Media Influencer, Impulsive Buying Behavior, 

Generation Z, TikTok. 
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