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ABSTRACT

Rahmini, From Screen to Checkout: An Analysis of Impulse Buying Through
Digital Strategies (Online Live Selling, Content marketing and Influencer
Marketing) and Personality Factors (Neuroticism and Extraversion). Riza Firdaus
(Supervisor).

The rapid development of digital marketing and the high use of social media
in Indonesia have driven significant changes in consumer behaviour, especially
regarding impulse purchases. This study aims to analyze the influence of digital
marketing strategies (Online Live Selling, Content marketing, and Influencer
marketing) and personality factors (Neuroticism and Extraversion) on impulse
buying behavior on the TikTok and Shopee platforms. The research method
employs a non-probability sampling approach, utilizing a purposive sampling
technique to select respondents who meet specific criteria.

This study reveals that Online Live Selling has a positive and significant
influence on Impulse Buying, demonstrating the effectiveness of online selling in
encouraging spontaneous purchases. On the other hand, content marketing did not
show a substantial influence on Impulse Buying, although useful for building
brand awareness, this strategy is less effective than other digital marketing
methods. In contrast, influencer marketing proved to have a positive and
significant effect, with recommendations from influencers playing an important
role in driving impulse purchases. In addition, personality factors such as
neuroticism and extraversion also contribute, where individuals with high levels
of neuroticism tend to be more prone to impulse buying due to emotional
instability, while extroverted characteristics that are responsive to external
stimulation make them more prone to spontaneous buying.

Keywords: Impulse buying, digital marketing, Neuroticism, Extraversion,
TikTok.
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ABSTRAK

Rahmini, Dari Layar Ke Checkout: Analisis Impulse Buying Melalui Strategi
Digital (Online Live Selling, Content marketing dan Influencer Marketing) Dan
Faktor Personality (Neurotisisme dan Extraversion). Riza Firdaus (Pembimbing).

Perkembangan pesat pemasaran digital dan tingginya penggunaan media
sosial di Indonesia telah mendorong perubahan signifikan dalam perilaku
konsumen, terutama terkait pembelian impulsif. Penelitian ini bertujuan untuk
menganalisis pengaruh strategi pemasaran digital (Online Live Selling, Content
marketing, Influencer marketing) dan faktor kepribadian (Neurotisisme dan
Extraversion) terhadap perilaku pembelian impulsif di platform TikTok dan
Shopee. Metode penelitian menggunakan pendekatan nonprobability sampling
dengan teknik purposive sampling untuk memilih responden yang memenuhi
kriteria tertentu.

Penelitian ini mengungkapkan bahwa Online Live Selling memiliki
pengaruh positif dan signifikan terhadap Impulse Buying, menunjukkan efektivitas
penjualan daring dalam mendorong pembelian spontan. Content marketing tidak
menunjukkan pengaruh signifikan terhadap Impulse Buying, meskipun berguna
untuk membangun kesadaran merek, strategi ini kurang efektif dibandingkan
metode pemasaran digital lainnya. Sebaliknya, influencer marketing terbukti
berpengaruh positif dan signifikan, dengan rekomendasi dari influencer berperan
penting dalam mendorong pembelian impulsif. Faktor kepribadian seperti
neurotisisme dan extraversion juga berkontribusi, di mana individu dengan tingkat
neurotisisme tinggi cenderung lebih mudah melakukan pembelian impulsif akibat
ketidakstabilan emosional, sementara karakteristik ekstrovert yang responsif
terhadap stimulasi eksternal membuat mereka lebih rentan terhadap pembelian
spontan.

Kata kunci: Pembelian impulsif, pemasaran digital, Neurotisisme, Extraversion,
TikTok.

viii



DAFTAR ISI

TESIS ettt bbb nes [
PERSETUJUAN PEMBIMBING ......ccooiiiiiiiiiiieee s i
LEMBAR PENGESAHAN ....ooiitceeee st iii
PERNYATAAN ORISINALITAS TESIS ....cci ittt 1\
KATA PENGANTAR ...ttt ettt st %
A B ST R A CT e nre e Vil
ABSTRAK ..ot viii
DAFTAR IS .o bbbt IX
DAFTAR TABEL ..ottt xi
DAFTAR GAMBAR ..o et xii
DAFTAR LAMPIRAN ...ttt Xiii
BAB | PENDAHULUAN ..ottt nneas 1
1.1 Latar Belakang .........ccocoiiiiiiiieieiesiese e 1
1.2 RumMuUSan Masalah .........ccccoooviieiiiiicicseee e 8
1.3 Tujuan Penelitian.........coooiiiiiiiiiiec e 9
1.4 Manfaat Penelitian..........cccoooeiieiieiecieseee e 9
BAB Il TINJAUAN PUSTAKA ...ttt 13
A I 1o - T T S PTRR 13
2.2. Penelitian Terdahulu ..........ccocooiiiiieiiieieeee e 37
BAB 111 KERANGKA KONSEPTUAL DAN HIPOTESIS ........ccccoveviiee. 42
3.1. Kerangka KONSEPUAL ..........ccccviiiiiieiiiiic e 42
3.2. HIipOtesis PENEIITIAN..........cccoiiiiiiiieee e 46
BAB IV METODE PENELITIAN ..ot 51
4.1. Jenis dan Tempat Penelitian............ccoeivieiiiiiciie e 51
A2, UNIEANALISIS. ... 52
4.3. Populasi dan Ukuran Sampel ..., 53
4.4. Metode Pengambilan Sampel...........cccooveiiiiiicincice e, 53
4.5. Pengukuran Variabel ............cccoviiieiiiiic 54
4.6. Variabel dan Definisi Operasional Variabel ............ccccoceiiiininnnnns 55



4.7. Pengujian Instrumen Penelitian............cccooeviiiiiiiniiiiieccce 62

4.8. Teknik Pengumpulan Data...........ccooeiererenininisieeeee e 65
4.9. Metode ANaliSiS Data..........cccceiiiirieieieiesie e 65
4.10. Pengujian HIPOTISES ......cc.oiiiiriiieieieie et 71
BAB YV HASIL PENELITIAN ..o 75
5.1. Gambaran Umum Obyek Penelitian ..........c.cccccocevivevviiciieiiciccee, 75
5.2. Karakteritik RESPONGEN........c.ccviieiieieceeceere e 76
5.3. Analisis Deskriptif Jawaban Responden...........cccoccevvvevveieeieerieseene. 80
5.4. Analisis Partial Least SQUAre ...........ccccccevvereiie i 90
5.5, Pembanasan........c.coeiiiiiii s 113
5.6. Implikasi Hasil Penelitian ...........cccceviiiniiiiiniecee e 122
5.7. Keterbatasan Penelitian ............ccooeieiiiiniiiiinieeeee s 125
BAB VI PENUTUP ... 127
6.1, KeSIMPUIAN.......ccooiiiicccec e 127
6.2, SAIAN ..ottt 128
DAFTAR PUSTAKA ettt 129
LAMPIRAN ...ttt 138



DAFTAR TABEL

Tabel 4.1 SKOr ItemM INSTFUMEN.......oiiiiieieceee e 55
Tabel 4.2 Jenis Uji Valididtas dan Kriterianya..........cccocvvveveiviiieieseece e 63
Tabel 4.3 Jenis Uji Reliabilitas..........c.ccccoviiiiiiicii e 64
Tabel 4.4 Klasifikasi Kategori Penilaian. ..o 68
Tabel 5.1 Hasil Data Distribusi KUESIONET ..o 80
Tabel 5.2 Kriteria Nilai INAeKS....ocoviuiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiccncceeen 80
Tabel 5.3 Deskripsi Variabel Online Live Selling......c.ccccooeviiiiciiieiccee e 81
Tabel 5.4 Deskripsi Variabel Content marketing.........ccccoovevvieiiciicieve e 83
Tabel 5.5 Deskripsi Variabel Influencer Marketing ..o, 83
Tabel 5.6 Deskripsi Variabel NeUurotisisme ........cccccovcveviiiieieiiie e 84
Tabel 5.7 Deskripsi Variabel EXIraversion ... 87
Tabel 5.8 Deskripsi Variabel Impluse BUYING........cccccovviveiiiiiiic e 88
Tabel 5.9 Hasil Outer Loading Tahap L ... 92
Tabel 5.10 Hasil Outer Loding Tahap 2 ........ccooviiiiiiiiieceeeee s 94
Tabel 5.11 Hasil AVE uji Convergent Validity .........c.ccccoooviiiiiiiiiiiecc e, 95
Tabel 5.12 Hasil Uji Cross Loding Discriminant Validity..............ccccooniieieicinnn. 97
Tabel 5.13 Fornell-Larcker dan Akar Kuadrat AVE...........cccccooviiiiiiiiciicnn 99
Tabel 5.14 Hasil Uji Latent Variable Correlation............cccccvocveviv e, 100
Tabel 5.15 Hasil Uji Cronbach’s Alpha ..o 102
Tabel 5.16 Hasil Uji Composite Reliability..........cccccooiiiiiiiiiiice e, 103
Tabel 5.17 HaSil MOAel Vil..........cooiiiiiiiicsee e 104
Tabel 5.18 HaSil R-SQUAKE ..........oooiiieeieee e e 107
Tabel 5.19 HaSil UjJi F-SQUATE. ........ccociiiiiiiieises st 110
Tabel 5.20 Hasil Path Coefficients Uji HIPOESIS........ccccoviieiiiiiiiie e 111

Xi



DAFTAR GAMBAR

Gambar 1.1 Daily Time Spent Using Social Media.............cccoceovveviviveiiennennenn, 1
Gambar 1.2 Platform Live Shopping Terpopuler di Indonesia 2024............... 3
Gambar 3.1 Model Stimulus-ReSPONSE..........ccvvvieiieiieece e 42
Gambar 3.2 Model Penelitian .........cccocvieiiiiiiiiieeeee e 45
Gambar 5.1 Hasil Data Jenis Kelamin Reponden ..........ccccccoooveveiieieececnenne. 77
Gambar 5.2 Hasil Data Status Responden............c.ccccevvveveiieveeicsiece e 78
Gambar 5.3 Hasil Data Usia ReSponden...........ccccccevveveivieieeveecc e 79
Gambar 5.4 Bagan Tahap 1 .......cccccoceiieiiiiieiecce e 90
Gambar 5. 5Bagan Tahap 2 .......ccccoeieeiiiieiie e 91
Gambar 5.6 HaSil R-SQUAIE............cociiiiiiee e 109

xii



DAFTAR LAMPIRAN

Lampiran 1 Kuesioner (Instrumen Penelitian) ..........ccoccovveiiinnienenie e, 139
Lampiran 2 Angket Penelitian ..........ccccooeiiiiiiiiiiiiceeeec e 139
Lampiran 3 KUESIONET ..........cciiiiiiiiicieeeee e 140
Lampiran 4 Pengembangan Instrumen Pernyataan ............cccccooeevieenennenne. 149
Lampiran 5 Hasil SMartPLS ... 153

Xiii



