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ANALISIS FAKTOR-FAKTOR YANGMEMPENGARUHI

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 ini 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.
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