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PENGARUH SHOPPING LIFESTYLE DAN ONLINE STORE BELIEFS 

TERHADAP IMPULSE BUYING PADA TOKO ONLINE TIKTOK SHOP  

(Study Case Gen Z Pengguna Tiktok  Dki Jakarta)  

Chrisda Anggraini 

 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh shopping lifestyle dan online 

store beliefs terhadap impulse buying pada toko online TikTok Shop dengan 

mengambil studi kasus pada Generasi Z pengguna TikTok di wilayah DKI Jakarta. 

Metode penelitian yang digunakan adalah kuantitatif  Deskriptif dengan penyebaran 

kuesioner online kepada 120 responden dari kalangan Generasi Z. Kuesioner ini 

mengukur shopping lifestyle dan online store beliefs para responden, serta tingkat 

kecenderungan impulse buying mereka di TikTok Shop. Hasil penelitian 

menunjukkan bahwa shopping lifestyle berpengaruh positif dan signifikan terhadap 

impulse buying, online store beliefs berpengaruh positif dan signifikan terhadap 

impulse buying dan shopping lifestyle dan online store beliefs berpengaruh positif 

dan signifikan terhadap impulse buying. Temuan dari penelitian ini memberikan 

pemahaman lebih mendalam tentang faktor-faktor yang mempengaruhi perilaku 

impulse buying pada toko online TikTok Shop, khususnya di kalangan Generasi Z 

pengguna TikTok. 

Kata Kunci : Shopping Lifestyle, Online store beliefs, Impulse buying, Generasi z, 

Tiktokshop  
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THE EFFECT OF SHOPPING LIFESTYLE AND ONLINE STORE BELIEFS ON 

IMPULSE BUYING AT TIKTOK SHOP ONLINE STORE 

(Study Case Gen Z Users of Tiktok DKI Jakarta)  

Chrisda Anggraini 

 

ABSTRACT 

This research aims to analyze the influence of shopping lifestyle and online store 

beliefs on impulse buying in the TikTok Shop online store, focusing on the 

Generation Z TikTok users in the DKI Jakarta area. The research method used is 

quantitative descriptive with the distribution of online questionnaires to 120 

respondents from the Generation Z. The questionnaire measures the shopping 

lifestyle and online store beliefs of the respondents, as well as their tendency for 

impulse buying in TikTok Shop. The research results show that shopping lifestyle 

has a positive and significant effect on impulse buying, online store beliefs have a 

positive and significant effect on impulse buying, and shopping lifestyle and online 

store beliefs have a positive and significant effect on impulse buying. The findings 

from this research provide a deeper understanding of the factors influencing 

impulse buying behavior in the TikTok Shop online store, particularly among 

Generation Z TikTok users. 

Keywords: Shopping Lifestyle, Online Store Beliefs, Impulse Buying, Generation Z, 

TikTok Shop 
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