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ANALISIS FAKTOR-FAKTOR YANG MEMPENGARUHI

ONLINE IMPULSIVE BUYING DI E-COMMERCE INDONESIA
(Aldy Azarya)

ABSTRAK

Perkembangan teknologi digital di Indonesia telah mengalami perubahan
yang cepat, seiring dengan pertumbuhan kelas menengah, peningkatan jumlah
pengguna yang cakap dalam teknologi, serta persaingan yang intens di industri
e-commerce. Hal ini menciptakan peluang yang menarik untuk mengeksplorasi
perilaku online impulsive buying. Online impulsive buying mengacu pada
kecenderungan untuk melakukan pembelian online secara tidak terkontrol, sering
kali dalam jumlah besar, tanpa memperhatikan manfaat atau kebutuhan dari
barang yang dibeli. Penelitian ini bertujuan untuk mengidentifikasi faktor-faktor
yang mempengaruhi perilaku online impulsive buying di e-commerce Indonesia.
Penelitian in1 menggunakan pendekatan deskriptif kuantitatif dengan metode
Structural Equation Model Partial Least Squares untuk menganalisis data dari
281 responden, yang diolah menggunakan software SmartPLS. Penelitian ini
mengadopsi teknik nonprobability sampling dengan pendekatan purposive
sampling, dengan kriteria responden adalah pengguna e-commerce di Indonesia
yang telah melakukan pembelian online dalam satu bulan terakhir. Hasil penelitian
menunjukkan bahwa faktor-faktor seperti situational factor, promotional factor,
product factor, internal stimuli, dan website factor berkontribusi secara positif
terhadap affective reaction dan cognitive reaction. Kedua reaksi ini pada akhirnya
memiliki pengaruh positif terhadap perilaku online impulsive buying di
e-commerce Indonesia.

Kata kunci: e-commerce, online impulsive buying, affective reaction, cognitive
reaction, situational factor, promotional factor, product factor, internal stimuli,
website factor.
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ANALYSIS OF FACTORS INFLUENCING ONLINE IMPULSIVE

BUYING IN INDONESIAN E-COMMERCE
(Aldy Azarya)

ABSTRACT

The development of digital technology in Indonesia has rapidly evolved, in
line with the growth of the middle class, an increase in tech-savvy users, and
intense competition in the e-commerce sector. This has created interesting
opportunities to explore online impulsive buying behavior. Online impulsive
buying refers to the tendency to make uncontrolled online purchases, often in
large quantities, without considering the benefits or necessity of the items being
bought. This study aims to identify the factors that influence online impulsive
buying behavior in Indonesian e-commerce. The study uses a descriptive
quantitative approach with the Structural Equation Model Partial Least Squares
method to analyze data from 281 respondents, processed using SmartPLS
software. The study adopts a non-probability sampling technique with a purposive
sampling approach, where the criteria for respondents are e-commerce users in
Indonesia who have made online purchases in the last month. The results of the
study indicate that factors such as situational factors, promotional factors,
product factors, internal stimuli, and website factors contribute positively to
affective reactions and cognitive reactions. These two reactions ultimately have a
positive influence on online impulsive buying behavior in Indonesian e-commerce.

Keywords: e-commerce, online impulsive buying, affective reaction, cognitive
reaction, situational factor, promotional factor, product factor, internal stimuli,
website factor.

viil
Analisis Faktor-Faktor..., Aldy Azarya, Universitas Multimedia Nusantara



DAFTAR ISI

HALAMAN PERNYATAAN TIDAK PLAGIAT......cccccoeceeneinsnicsesssanossassssossess ii
HALAMAN PERSETUJUAN....ccccvinnuienemsssnsssesssassssasssssossesssasssssssssssssesssassssassss iii
HALAMAN PENGESAHAN.....uuionininuiceisensnissnisesssnsssisssssssssassssssssssssssssssessas iv
HALAMAN PERSETUJUAN PUBLIKASI KARYA ILMIAH.......ccccceeceeueeeeeee v
KATA PENGANTAR.....ccouiiinuineiniisaicsensesssissasssesssissssssesssisssssssssssssssssssssssssssans vi
ABSTRAK vii
ABSTRACT viii
DAFTAR ISL.uucueiieiriisuissensicsnnssesssessssssesssesssssssssssssssssssssssssssssssasssssssssssssssssssssss ix
DAFTAR TABEL....uucouuioeiueiinseisenssissansesssesssssesssisssssssssssssssssssssssssssssssssssssss xiii
DAFTAR GAMBAR........cuouiriiiiniisnicstisissaisssisesssesssssssssstssssssssssssssssssssssessess xiv
DAFTAR LAMPIRAN....cuuiiviininseinseisissaissesssesssissssssessssssssssssssssssssssssssssssssssssssns XV
BAB I PENDAHULUAN.....uccovtinuientinenssissanssessssssssssesssssssssssssssssssssssssssssssasssssssssss 1
1.1 Latar Belakang Penelitian...........cccoocuveeiiieeiiieiniieeieeeieeceeeeiee e 1

1.2 Rumusan Masalah...........cooiiiiiiiiiiiiieceeeee e 9

1.3 Tujuan Penelitian............cceeeiiieeiiieeiieeieeeee e e s 9

1.4 Manfaat Penelitian............ccocveiuieiieniiniiienieieeiescee e 10
BAB II TINJAUAN LITERATUR....cccuiiiiitiiinsnissnisesssecssssesssissssssessssssssssesssees 11
B B oL T LT ) o TSRS 11
2.1.1 Impulse Buying BeRAVIOUF ..............ccccueeeueeecieeeiieeeieeenieeenieeenaeens 11

2.1.2 E-Commerce INAUSITY..........ccooeeeueeeeciieeeiieeeiie et 14

2.1.3 Stimulus-Organism-Response Model...................ccccoueevcueeneiueeninnnnn. 15

2.1.3.1 Situational FACIOF..............cccoveveueeniieiiiieiiieeeieeeeeeeciee e 16

2.1.3.2 Promotional FACIOT...............cccoueeeeueeesiieeeiieeiiieeieeecieesieeenes 17

2.1.3.3 Internal SHMULL..............ccovueeeviieaiiieeieeeie e 18

2.1.3.4 PrOAUCE FACLOT .......uuoeeneieeaiieesiieeeiee e eeveesiaeeeiae e s 18

2.1.3.5 Website FACIOT.........cc.ooevcueeeiiieeiiieeiieeciee e 19

2.1.3.6 Affective REACHION. ...........c..cccueeeeeeereciieeieeeiieeieeeeesveensnessaens 19

2.1.3.7 CogRitive REACIION. ......ccc.ueeeeeeeeaieeeeiireeieeeeieeeeieeeseeesvee e 20

2.1.3.8 Online Impulse BUYing..........cccoeeoueeeeieeeniiieenieeeiieeeiee e 21

2.2 Penelitian TerdahulU.............cocoviiiiiiiniiie e 23

2.3 Kerangka Konseptual............c.cooieriiiiieiiieeiiieie et et sva e 30
24%Hipotesrs..... ... M S BN e EVELLELR el 33
2.4.1 Pengaruh Situational Factor terhadap Affective Reaction................ 33

2.4.2 Pengaruh Promotional Factor terhadap Affective Reaction.............. 34

2.4.3 Pengaruh Internal Stimuli terhadap Affective Reaction..................... 34

2.4.4 Pengaruh Product Factor terhadap Affective Reaction dan Cognitive

X
Analisis Faktor-Faktor..., Aldy Azarya, Universitas Multimedia Nusantara


https://docs.google.com/document/d/1qrzjKZHbS4kh3sIYSFq8TJeix1RsVYdeQce_ZkwZYWI/edit#heading=h.c6bjxlwa6gr
https://docs.google.com/document/d/1qrzjKZHbS4kh3sIYSFq8TJeix1RsVYdeQce_ZkwZYWI/edit#heading=h.l626vt3msid8
https://docs.google.com/document/d/1qrzjKZHbS4kh3sIYSFq8TJeix1RsVYdeQce_ZkwZYWI/edit#heading=h.l626vt3msid8
https://docs.google.com/document/d/1qrzjKZHbS4kh3sIYSFq8TJeix1RsVYdeQce_ZkwZYWI/edit#heading=h.o8wpnejv5j7f
https://docs.google.com/document/d/1qrzjKZHbS4kh3sIYSFq8TJeix1RsVYdeQce_ZkwZYWI/edit#heading=h.o8wpnejv5j7f
https://docs.google.com/document/d/1qrzjKZHbS4kh3sIYSFq8TJeix1RsVYdeQce_ZkwZYWI/edit#heading=h.qgy88ufvecp2
https://docs.google.com/document/d/1qrzjKZHbS4kh3sIYSFq8TJeix1RsVYdeQce_ZkwZYWI/edit#heading=h.y4lbz930xfsf
https://docs.google.com/document/d/1qrzjKZHbS4kh3sIYSFq8TJeix1RsVYdeQce_ZkwZYWI/edit#heading=h.w8m4wgugk8fs
https://docs.google.com/document/d/1qrzjKZHbS4kh3sIYSFq8TJeix1RsVYdeQce_ZkwZYWI/edit#heading=h.a3seuoap8grh
https://docs.google.com/document/d/1qrzjKZHbS4kh3sIYSFq8TJeix1RsVYdeQce_ZkwZYWI/edit#heading=h.a3seuoap8grh

ROACHION ..o e e e et e e e e e e e e ae e e e naeeeenns 35

2.4.5 Pengaruh Website Factor terhadap Cognitive Reaction.................... 36
2.4.6 Pengaruh Affective Reaction terhadap Online Impulse Buying......... 36
2.4.7 Pengaruh Cognitive Reaction terhadap Online Impulse Buying....... 37
BAB III METODE PENELITIAN.....ccccceeinniesinserssessanssasssessanssssssssssssssssassasssas 39
3.1 Paradigma Penelitian...........c.ccooveieiiiieiiiiecieecee e 39
3.2 Subjek dan Objek Penelitian..........cccccveeeiiieeiiieeiieeeie e 39
3.3 Populasi dan Sampel...........ccceiiiiiieiiieeiieeee e 40
3.3.1 POPUIASI....cviiiiiiecieeecee ettt e e 40
3.3.2 SAMPIC....eeieeeiee ettt e e et e e s e e e e e e e b e e enaree e 40
3.4 Operasional Variabel...........cocoviiiiiieiiiieeiiee e e 42
3.5 Teknik Pengumpulan Data..........ccccoeeviiiiiieiiiiiiieece e 51
3.6 Teknik Analisis Data...........ccoiiiiiiiiiiiiii e 51
3.6.1 Outer Model...............cccoocuiiiiiiiiiiiiiiieeeee et 53
3.6.2 Inner Model..............cccoovouiiiiiiiiiiiiiiiieesee e 54
3.6.2.1 T-Statistics (Path diagram)............ccceeevveeevveeesveeeiiieenirieesneeenns 54
3.6.2.2 R? (coefficient of determination)..................ccccoceeeeeeveeevenennns. 55
3.6.2.3 COUIN@ATTY......uvveeeeeeeeeeeeeeeeceeeie e ete e e e e eaaee e 55
3.6.2.4 O (cross validated redundancy).................c.ccccooceeeveeveeenennnn., 55
3.6.2.5 F (EffECt SIZE)..veuveveeeeeeeeeeeeeeeseeeeeeeeeeeeeee e aenenns 56
3.6.2.6 Uji Mediasi (Indirect effect).......c.cccvuemvvuveecvueeecieeecrieeereeennen. 56
BAB IV ANALISIS DAN PEMBAHASAN 57
4.1 Karakteristik Responden.............coccuveeiiieeiiieeiieeie e 57
4.1.1 Karakteristik Responden Berdasarkan Jenis Kelamin....................... 57
4.1.2 Karakteristik Responden Berdasarkan Usia............cccceecveeecieennnnnnne 58
4.1.3 Karakteristik Responden Berdasarkan Pekerjaan............c...cccveene.. 58
4.1.4 Karakteristik Responden Berdasarkan Domisili...........cc.cccveeennene. 59
4.1.5 Karakteristik Responden Berdasarkan Tingkat Pendidikan.............. 60
4.1.6 Karakteristik Responden Berdasarkan Tingkat Pembelian di
E-Commerce Dalam Satu Bulan............ccccooevieniiniinieninneeceseeee, 61
4.1.7 Karakteristik Responden Berdasarkan Yang Menyukai Penawaran
DiSKon di E-COMMEFCe...........cocueeiiiiiiaiiiiieiieeeese et 62
4.1.8 Karakteristik Responden Berdasarkan Metode Pembayaran Yang
Digunakan Saat Berbelanja...........ccccooooeiiiiiiiiiiiiiiiiieeeee e 63
4.2 Analisis Statistik Penelitian...........c.ccocerieveiieniniiniencciecieceeseeseee 64
4.2.1 Statistik Deskriptif........cccccoieiiiiiiiiiiiiiiieiecicee et 64
4.3 Uji Model Pengukuran.............ccooiieiienieeiiienieecieesee et 67
43.] Rregest..gmy ............... . B . B..... o . G 67
4.3.1.1 Uji Validitas Pre-Test.........cccuevueecueeiiieeiiieniieeieesiesveenieaeveeenes 68
X

Analisis Faktor-Faktor..., Aldy Azarya, Universitas Multimedia Nusantara



4.3.1.2 Uji Reliabilitas Pre-Test..........ccoeueeeenienineiniiienicneceneene 70

4.3.2 Uji Outer Model...................cccooivoiinimiiniiniiiiinieieeecnieeieneeneennn 72
4.3.2.1 Uji Validitas. ....ccceeoiiiiiriiiniiieiicnieeeeeeee et 73
4.3.2.2 Uji Reliabilitas........ccceeriieiiiiiiiiieiieeeeeeee e 79

4.3.3 Uji Inner Model.......ccouveeiiiieiieceeeeeeee et 81
A33 T UJL R oo, 82
4.3.3.2 UjJi COILIN@ATILY....ueeeceveeeeeeeeeeeeeeeieeeieeeeeeesvaeesaeeenvee e 83
A3 33 UJE Qoo 84
ARSRSENE . ... B R . ... 85

4.4 Uji Model Struktural...........coooeieiiiiiiiieieeeee e 86
4.4.1 Uji Hipotesis (Path COEffiCIent)........ccecuvueeeevueeecueerceeeeireeeeieeseneens 87
4.4.2 UjJi MEAIASI.....veieeiiieeiieeciieeeieeeeteeeeiieeeetteesaeeesbeeesveeesaseeessseessnseeens 91

4.5 PemMbahasan..........cccuiiiiiiieiiie ettt e e e e sare e e areeen 93

4.5.1 Pengaruh Situational Factor terhadap Affective Reaction................ 93

4.5.2 Pengaruh Promotional Factor terhadap Affective Reaction.............. 94

4.5.3 Pengaruh Internal Stimuli terhadap Affective Reaction..................... 95

4.5.4 Pengaruh Product Factor terhadap Affective Reaction dan Cognitive

ROACHION ..ottt et e s e s e e 95

4.5.5 Pengaruh Website Factor terhadap Cognitive Reaction.................... 97

4.5.6 Pengaruh Affective Reaction terhadap Online Impulse Buying......... 98

4.5.7 Pengaruh Cognitive Reaction terhadap Online Impulse Buying....... 98

BAB V KESIMPULAN DAN SARAN....ccoviniisuiesensecssecssnsnsssessssssasssnssssssssses 100

5.1 KeSIMPUIAN.....ooiiiiiiiiiiecii ettt ebe e e 100

5.2 SATAN...ccuiiiiiiitiee ettt 104

5.2.1 Implikasi Manajerial.............cccoovvieeiiieniieniieiieeieeeie e 104

5.2.1.1 Upaya dalam memanfaatkan situational factor terhadap affective

gcuction....... . ... [N TN ... DU DN .. NN RN ... B 105

5.2.1.2 Upaya dalam memanfaatkan promotional factor terhadap affective

fCaction....... ... BN UNN SRR BRRRRN. .. BSR ....ESL BRRR . 105

5.2.1.3 Upaya dalam memanfaatkan product factor terhadap affective

reaction dan affective reACtioN. ............cc..oecvueeeceeescieeeeieeeieeeeveeeeaee e 106

5.2.1.4 Upaya dalam memanfaatkan internal stimuli terhadap affective

FOACTION.c..eeeeeeeee et ettt e et e et e ettt e s ateesssteesabeeesabeeenaseesnnseeenns 106

5.2.1.5 Upaya dalam memanfaatkan website factor terhadap cognitive

geactior..... A..... W..... e M. NN BB TR R 107

5.2.1.6 Upaya dalam memanfaatkan affective reaction terhadap online

impulsive buying bEeRAVIOT ..............ccceveeceeiiiiiieeeeiieeie e 108

5.2.1.7 Upaya dalam memanfaatkan cognitive reaction terhadap online

impulsive buying BeRAVIOT..............cceeeeuiieciiieecieesiee e et eaee e 108

xi

Analisis Faktor-Faktor..., Aldy Azarya, Universitas Multimedia Nusantara



5.2.2 ITMPIKAST TEOTTLIS. ..uvveeerreeirieesreeeeieeesreeeeteeeveeeeeeeveeeeveeesnee e
DAFTAR PUSTAKA......oiiiiiininntinsniisnissnisssissssssssssssssssssssssssssssssssssssessss
LAMPIRAN...ciiiiinuinrensissaissesssnsssssssssansssssssssssssssssssssssssssssssssssssssssssssssssssssssssas

xii
Analisis Faktor-Faktor..., Aldy Azarya, Universitas Multimedia Nusantara


https://docs.google.com/document/d/1qrzjKZHbS4kh3sIYSFq8TJeix1RsVYdeQce_ZkwZYWI/edit#heading=h.b5ocu69gthpe
https://docs.google.com/document/d/1qrzjKZHbS4kh3sIYSFq8TJeix1RsVYdeQce_ZkwZYWI/edit#heading=h.b5ocu69gthpe

DAFTAR TABEL

Tabel 2.1 Penelitian TerdahulU........ccoooveeiiiiieiiieieeeeeeeeeee e 24

Tabel 3.1 Jumlah sampel minimum berdasarkan R’ dan tingkat signifikan

PLS-SEM...oiiiitiiiiiet ettt ettt ettt sttt et b et sttt eaeen 41
Tabel 3.2 Tabel Operasional Variabel............ccccoeviieeiiieeiiieeie e 43
Tabel 4.1 Hasil Statistik DesKriptif..........ccoeeviiiriiieniiiieiee e 64
Tabel 4.2 Tabel Uji Validitas Pre-1est.........cccccueevueeieeriueeiiienieeseesieenieesveenseesneens 68
Tabel 4.3 Tabel Uji Reliabilitas Pre-fest..........coceeveviineininiiinienienicneesieeiceeenne 70
Tabel 4.4 Hasil Uji Convergent Validity..............cccoueeeueeeeiueeeiieeeiieeecieeeireeeenenns 74
Tabel 4.5 Hasil Uji Cross LOAAING............c.ooceeeceeeeeeeciiesieecieesieeeieesiee e eveeeeee e 76
Tabel 4.6 Hasil Uji Fornell-Larcker Criterion...............ccecueeeueeeeesceeeceraneaereennnn 78
Tabel 4.7 Hasil Uji Heterotrait-monotrait ¥atio.................ccccecceeeeeeeevuencucneenuennns 78
Tabel 4.8 Hasil Uji Cronbach's AIpha................c..cooeeeeeeueieceiieiieeieeeieeeeiee e 79
Tabel 4.9 Hasil Uji Composite Reliability................cccoeeveeeeecienieeiienieeirenneeennes 80
Tabel 4.10 Hasil Ui R2......c.ovoviieieeieeeeeeeeeeeeeeeeeeee ettt 83
Tabel 4.11 Hasil Uji MUtiKOINIEIItas. .....c..coovereerieienienieiieceeiecicseeeie e 84
Tabel 4.12 Hasil Ui QF......oveeeeeeeeeeeeeeeeeeeeeeeeeeteee et anene s 84
Tabel 4.13 Hasil Ui f.vouvvieeieeeieeeeeeeeeeeeeeeeeeee ettt 86
Tabel 4.14 Hasil Uji Path Coefficient (Keseluruhan,...................ccceevevvencueennnn. 87
Tabel 4.15 Hasil Uji Path Coefficient (Laki-laki)..............cccooceenevvinviinenninncnne. 89
Tabel 4.16 Hasil Uji Path Coefficient (Perempuan)..............cc.eecueeeeveesceeeniuennn. 90
Tabel 4.17 Hasil Uji Indirect Effect...........ccooueecuieiieniiaiiiesieecieeeieeieesie e 91
Tabel 4.18 Keputusan Uji HIPOtESIS......ccovueeuierireiiieniieeieeriieeie et 92
xiii

Analisis Faktor-Faktor..., Aldy Azarya, Universitas Multimedia Nusantara



DAFTAR GAMBAR

Gambar 1.1 Total e-commerce revenue of selected countries in Southeast Asia

JTOM 2017 10 2022.....ccueeiiiiiiiiieeeeieeteeesie ettt sttt st 3

Gambar 1.2 Share of online spending in the Asia-Pacific region in 2022, by

SCLECIEA COUNIIY.....ooeeeeeeeeeee et ee et e et e e s etae e st eesaaeeessaeessseeeessaeennseeensseens 5

Gambar 1.3 Total number of e-commerce users of selected countries in Southeast

ASIA from 2017 10 2022.......cc..ooeeeeeeeeieeeiieeeiieeesiteeessseeesseessseesssseeassseesssseesssesessees 6
Gambar 2.1 Impulsive buying clasSifiCAtions.............ccevueeeeueeeceeesieeeeieeesreennnnns 12
Gambar 2.2 Model Penelitian Jurnal Utama...........ccccooceeverienieneniienceienienceene 31
Gambar 2.3 Model Penelitian Penyesuaian Peneliti..........cc.ccooeeevinniiiiniiiieenen. 32
Gambar 4.1 Profil Responden Berdasarkan Jenis Kelamin.............ccccccvveennennnee. 57
Gambar 4.2 Profil Responden Berdasarkan Usia............ccccceeeeiveeniieeniieeeieeenn 58
Gambar 4.3 Profil Responden Berdasarkan Pekerjaan.............ccccoceeeciienieniiennnns 59
Gambar 4.4 Profil Responden Berdasarkan Domisili...........ccoceeveniiniiiininennns 60
Gambar 4.5 Profil Responden Berdasarkan Tingkat Pendidikan........................... 61

Gambar 4.6 Profil Responden Berdasarkan Tingkat Pembelian di £-Commerce
Dalam Satu Bulan..........coccoooiiiiiiiiieeceee e 61

Gambar 4.7 Profil Responden Berdasarkan Yang Menyukai Penawaran Diskon di

ErCOMINCECE. ..ot e e e et ee e e e eee e e e e e e e naaeeenann 62

Gambar 4.8 Profil Responden Berdasarkan Metode Pembayaran Yang Digunakan

Saat Berbelanja........c..eeeuiiiiiieeciiecc e e 63

Gambar 4.9 Hasil Uji Quter Model....................ccoeeeueeeieenciiaiieniieiiesieeeieesae e 73

Gambar 4.10 Hasil Inner Model..............coocooeeeeeceiniineiiiieseeesenieee e 82

Gambar 4.11 Gambar Hasil Uji Hipotesis (Model Penelitian)............cccccoeeienee. 88
Xiv

Analisis Faktor-Faktor..., Aldy Azarya, Universitas Multimedia Nusantara



DAFTAR LAMPIRAN

Lampiran | QUeStIONEr FOFM...........cc.cccuoeiueeiiieiieiiesie ettt 132

Lampiran 2 Turnitin QOULPUL........cooeiiiiiiiieiiieie ettt 136

Lampiran 3 FOrm KonSultasi.........ccceeecuieeriiieiiiiieeiiieeiieeeiieeeieeesveeesveeesvee e 137

Lampiran 4 Curriculunm VItQe.............c.occeeceeiceeeciieneeeereesieeireesseeesseesssesseenseennns 140
XV

Analisis Faktor-Faktor..., Aldy Azarya, Universitas Multimedia Nusantara



