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MOTTO 

“Sesungguhnya bersama kesulitan itu ada kemudahan, maka apabila engkau 

telah selesai (dari suatu urusan), tetaplah bekerja keras (untuk urusan yang lain). 

Dan hanya kepada TUHAN mu lah engkau berharap” 

(QS. Al – Insyirah, 6-8) 

 

“Selalu ada harga dalam sebuah proses. Nikmati saja lelah-lelah itu. Lebarkan lagi rasa sabar 

itu. Semua yang kau investasikan untuk menjadikan dirimu serupa yang kau impikan 

mungkin tidak akan selalu berjalan lancar. Tapi gelombang-gelombang itu yang nanti bisa kau 

ceritakan.” 

(Boy Chandra) 

 

“Dan bersabarlah kamu. Sesungguhnya janji Allah itu benar” 

(QS. Ar – Rumm, 60) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

viii 

 

KATA PENGANTAR 

 

Puji syukur kehadirat Allah SWT yang telah melimpahkan rahmat serta hidayah-Nya,  

sehingga saya dapat menyelesaikan Skripsi memuat bab 1 sampai dengan bab 5. Bab 1 berisi 

pendahuluan, bab 2 berisi kajian pustaka dan hipotesis tindakan, bab 3 berisi metode penelitian, 

bab 4 berisi hasil dan pembahasan penelitian, bab 5 berisi penutup. Skripsi ini disusun sebagai 

syarat untuk memperoleh gelar Sarjana Manajemen Fakultas Ekonomi dan Bisnis Universitas 

Muhammadiyah Jember. Penulis menyadari bahwa skripsi ini tidak akan selesai tanpa bantuan 

dan dukungan dari berbagai pihak. Oleh karena itu, penulis ingin mengucapkan terima kasih 

kepada : 

1. Dr. Hanafi M.Pd, selaku Rektor Universitas Muhammadiyah Jember 

2. Maheni Ika Sari, SE, MM, selaku Dekan Fakultas Ekonomi dan Bisnis Universitas 

Muhammadiyah Jember 

3. Dr. Trias Setyowati, SH., SE., MM, selaku Ketua Prodi Manajemen Universitas 

Muhammadiyah Jember 

4. Ibu Jekti Rahayu, SE., M.Si. selaku Dosen penguji yang telah memberikan koreksi dan 

pengarahan dalam penyusunan skripsi ini. 

5. Bapak Ahmad Izzuddin, SE., MM.  dan Bapak Yohanes Wibowo, SE., MM. selaku 

Dosen Pembimbing yang telah meluangkan waktu dan pikiran serta perhatiannya guna 

memberikan bimbingan dan pengarahan demi terselesaikannya penyusunan skripsi ini. 

6. Seluruh Dosen Prodi Fakultas Ekonomi dan Bisnis Universitas Muhammadiyah Jember, 

terima kasih atas segala ilmu yang telah Bapak, Ibu dosen berikan. 

7. Almamaterku Universitas Muhammadiyah Jember, terima kasih atas kesempatan yang 

telah diberikan. 

8. Semua pihak yang telah menjadi bagian penting dalam mengerjakan skripsi ini. Terima 

kasih atas segala bantuannya. 

Penulis menyadari bahwa skripsi ini masih jauh dari kesempurnaan untuk itu kritik dan 

saran yang bersifat membangun sangatlah diharapkan dalam mencapai kesempurnaan skripsi 

ini. Penulis berharap semoga skripsi ini tidak hanya menjadi prasyarat Strata Satu (S1) semata 

akan tetapi penelitian ini dapat berguna dan bermanfaat bagi penulis dan pihak lain yang 

membutuhkan dan bisa memberikan manfaat bagi pembaca. 

 

 Jember, 06 Juni 2024 

 

 

Intan Ferial Hady 

 

 

 



 
 

ix 

 

DAFTAR ISI 

 

COVER ............................................................................................................................... . 

PERNYATAAN .................................................................................................................. i 

SKRIPSI ............................................................................................................................. ii 

LEMBAR PENGESAHAN .............................................................................................. iii 

PERSEMBAHAN ............................................................................................................. iv 

MOTTO ............................................................................................................................. v 

ABSTRAK ........................................................................................................................ vi 

ABSTRACT ...................................................................................................................... vii 

KATA PENGANTAR..................................................................................................... viii 

DAFTAR ISI ..................................................................................................................... ix 

DAFTAR TABEL ........................................................................................................... xiii 

DAFTAR GAMBAR ...................................................................................................... xiv 

DAFTAR LAMPIRAN .................................................................................................... xv 

BAB 1  

PENDAHULUAN .............................................................................................................. 1 

1.1 Latar Belakang ......................................................................................................... 1 

1.2 Rumusan Masalah .................................................................................................... 8 

1.3 Tujuan Penelitian ..................................................................................................... 9 

1.4 Manfaat Penelitian.................................................................................................... 9 

BAB 2  

TINJAUAN PUSTAKA ................................................................................................... 10 

2.1 Tinjauan Teori ........................................................................................................ 10 

2.2 Pemasaran .............................................................................................................. 10 

2.2.1 Definisi Pemasaran ............................................................................................. 10 

2.2.2 Konsep Pemasaran ............................................................................................. 10 

2.2.3 Bauran Pemasaran .............................................................................................. 11 

2.3 Perilaku Konsumen ................................................................................................ 11 

2.3.1 Definisi Perilaku Konsumen ............................................................................... 11 

2.3.2 Faktor Faktor yang mempengaruhi Perilaku Konsumen ...................................... 12 

2.4 Impulse Buying ....................................................................................................... 12 

2.4.1 Definisi Impulse Buying ..................................................................................... 12 

2.4.2 Jenis – Jenis Impulse Buying .............................................................................. 13 



 
 

x 

 

2.4.3 Faktor Faktor yang memengaruhi Impulse Buying .............................................. 13 

2.4.4 Indikator Impulse Buying .................................................................................... 14 

2.5 Shopping Lifestyle (Gaya Hidup Belanja) ............................................................... 15 

2.5.1 Definisi Shopping Lifestyle ................................................................................. 15 

2.5.2 Faktor - Faktor yang mempengaruhi Shopping Lifestyle ..................................... 15 

2.5.3 Indikator Shopping Lifestyle ............................................................................... 16 

2.6 Fashion Involvement .............................................................................................. 16 

2.6.1 Definisi Fashion Involvement ............................................................................. 16 

2.6.2 Faktor -Faktor yang mempengaruhi Fashion Involvement................................... 16 

2.6.3 Indikator Fashion Involvement ........................................................................... 17 

2.7 Discount ................................................................................................................. 17 

2.7.1 Definisi Discount (Potongan Harga) ................................................................... 17 

2.7.2 Jenis Jenis Discount............................................................................................ 17 

2.7.3 Faktor Faktor yang mempengaruhi Discount ...................................................... 18 

2.7.4 Indikator Discount .............................................................................................. 18 

2.8 Live Streaming Shopping ........................................................................................ 19 

2.8.1 Definisi Live Streaming ...................................................................................... 19 

2.8.2 Indikator Live Streaming .................................................................................... 19 

2.9 Metode Pembayaran ............................................................................................... 19 

2.9.1 Definisi Metode Pembayaran .............................................................................. 19 

2.9.2 Jenis-Jenis Metode Pembayaran di Shopee ......................................................... 20 

2.9.3 Metode Pembayaran Cash On Delivery (COD) ................................................... 21 

2.9.4 Metode Pembayaran Shopee PayLater ................................................................ 21 

2.10 Generasi Z .......................................................................................................... 22 

2.11 Tinjauan Penelitian Terdahulu ................................................................................ 22 

2.12 Kerangka Konseptual ............................................................................................. 28 

2.13 Hipotesis ................................................................................................................ 29 

2.13.1 Pengaruh Shopping Lifestyle terhadap Impulse Buying ....................................... 29 

2.13.2 Pengaruh Fashion Involvement terhadap Impulse Buying .................................... 29 

2.13.3 Pengaruh Discount terhadap Impulse Buying ...................................................... 29 

2.13.4 Pengaruh Live Streaming terhadap Impulse Buying ............................................. 30 

2.13.5 Pengaruh Metode Pembayaran Cash On Delivery (COD) dan Shopee PayLater 

terhadap Impulse Buying ............................................................................................... 30 

 



 
 

xi 

 

BAB 3 31 

METODE PENELITIAN ................................................................................................ 31 

3.1 Identifikasi Variabel ............................................................................................... 31 

3.1.1 Variabel Terikat (Dependen) .............................................................................. 31 

3.1.2 Variabel Bebas (Independen) .............................................................................. 31 

3.2 Definisi Operasional Variabel................................................................................. 31 

3.2.1 Shopping Lifestyle (X1) ...................................................................................... 31 

3.2.2 Fashion Involvement (X2) .................................................................................. 32 

3.2.3 Discount (X3) ..................................................................................................... 32 

3.2.4 Live Streaming (X4) ........................................................................................... 33 

3.2.5 Metode Pembayaran (X5) ................................................................................... 33 

3.2.6 Impulse Buying (Y) ............................................................................................ 34 

3.3 Desain Penelitian .................................................................................................... 34 

3.4 Jenis Data ............................................................................................................... 34 

3.4.1 Data Primer ........................................................................................................ 34 

3.4.2 Data Sekunder .................................................................................................... 34 

3.5 Populasi ................................................................................................................. 35 

3.6 Sampel ................................................................................................................... 35 

3.7 Teknik Pengambilan Sampel .................................................................................. 35 

3.8 Teknik Pengumpulan Data ..................................................................................... 35 

3.9 Teknik Analisis Data .............................................................................................. 36 

3.9.1 Uji Instrumen Data ............................................................................................. 36 

3.9.2 Uji Asumsi Klasik .............................................................................................. 37 

3.9.3 Analisis Regresi Linear Berganda ....................................................................... 38 

3.9.4 Uji Hipotesis ...................................................................................................... 38 

BAB 4  

HASIL DAN PEMBAHASAN ........................................................................................ 40 

4.1 Gambaran Umum Objek Penelitian ........................................................................ 40 

4.1.1 Sejarah Perusahaan ............................................................................................. 40 

4.1.2 Visi dan Misi Perusahaan ................................................................................... 41 

4.1.3 Kelebihan dan Kekurangan Shopee .................................................................... 41 

4.2 Deskripsi Statistik Responden ................................................................................ 42 

4.3 Analisis Indek Jawaban Responden ........................................................................ 44 



 
 

xii 

 

4.4 Hasil Uji Instrumen Data ........................................................................................ 53 

4.5 Hasil Uji Asumsi Klasik ......................................................................................... 55 

4.6 Hasil Analisis Regresi Linear Berganda .................................................................. 57 

4.7 Hasil Uji Hipotesis ................................................................................................. 59 

4.7.1 Hasil Uji T Parsial .............................................................................................. 59 

4.8 Hasil Uji Koefisien Determinasi (Uji R2) ................................................................ 60 

4.9 Pembahasan ........................................................................................................... 61 

4.9.1 Pengaruh Shopping Lifestyle Terhadap Impulse Buying ...................................... 61 

4.9.2 Pengaruh Fashion Involvement Terhadap Impulse Buying .................................. 62 

4.9.3 Pengaruh Discount Terhadap Impulse Buying ..................................................... 63 

4.9.4 Pengaruh Live Streaming Shopping Terhadap Impulse Buying ............................ 63 

4.9.5 Pengaruh Metode Pembayaran Cash on Delivery (COD) dan Shopee Paylater 

Terhadap Impulse Buying .............................................................................................. 64 

KESIMPULAN DAN SARAN ........................................................................................ 66 

5.1 Kesimpulan ............................................................................................................ 66 

5.2 Saran Untuk Peneliti Selanjutnya............................................................................ 66 

DAFTAR PUSTAKA ....................................................................................................... 68 

KUESIONER PENELITIAN .......................................................................................... 74 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

xiii 

 

DAFTAR TABEL 

 

Tabel 1. 1 Data (Tren) Pengguna Internet dan Media Sosial di Indonesia Tahun 2023 ............ 1 

Tabel 1. 3 Daftar Produk Terlaris di Shopee tahun 2023 ......................................................... 3 

Tabel 1. 4 Metode Pembayaran Paling Sering Digunakan Saat Belanja Di E -Commerce 

(Periode Tahun 2023)............................................................................................................. 7 

Tabel 2. 1 Penelitian Terdahulu ............................................................................................ 22 

Tabel 3. 1 Instrumen Skala Likert ........................................................................................ 36 

Tabel 4. 1 Responden Berdasarkan Jenis Kelamin ................................................................ 42 

Tabel 4. 2 Responden Berdasarkan Usia ............................................................................... 43 

Tabel 4. 3 Responden Berdasarkan Intensitas Membeli di Marketplace Shopee ................... 43 

Tabel 4. 4 Responden Berdasarkan Pekerjaan ...................................................................... 43 

Tabel 4. 5  Responden Berdasarkan Penghasilan .................................................................. 44 

Tabel 4. 6 Tangapan Responden mengenai Shopping Lifestyle (X1) .................................... 45 

Tabel 4. 7 Tangapan Responden mengenai Fashion Involvement (X2)................................. 46 

Tabel 4. 8 Tangapan Responden mengenai Discount (X3) .................................................... 48 

Tabel 4. 9 Tangapan Responden mengenai Live Streaming Shopping (X4) .......................... 49 

Tabel 4. 10 Tangapan Responden mengenai Metode Pembayaran Cash on Delivery / COD 

dan Shopee Paylater  (X5) .................................................................................................... 50 

Tabel 4. 11 Tangapan Responden mengenai Impulse Buying (Y).......................................... 52 

Tabel 4. 12 Hasil Uji Validitas ............................................................................................. 54 

Tabel 4. 13 Hasil Uji Reliabelitas ......................................................................................... 55 

Tabel 4. 14 Hasil Uji Multikolinearitas ................................................................................ 56 

Tabel 4. 15 Hasil Uji T Parsial ............................................................................................. 59 

Tabel 4. 16 Hasil Uji Koefisien Determinasi (Uji R2) .......................................................... 61 

 

 

 

 

 

 

 

 

 

 

 



 
 

xiv 

 

DAFTAR GAMBAR 

 

Gambar 1. 1 Platform Belanja Online Paling Diminati Konsumen di Indonesia ...................... 2 

Gambar 1. 2 Tren Live Streaming E-commerce bagi Penjual.................................................. 5 

Gambar 1. 3 Layanan Paylater Terpopuler di Indonesia (September 2023) ............................. 6 

Gambar 2. 1 Kerangka Konsep Penelitian ............................................................................ 28 

Gambar 4. 1 Logo Shopee .................................................................................................... 40 

Gambar 4. 2 Hasil Uji Normalitas ........................................................................................ 56 

Gambar 4. 3 Hasil Uji Heteroskedastisitas ............................................................................ 57 

Gambar 4. 4 Hasil Regresi Linear Berganda ......................................................................... 58 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

xv 

 

DAFTAR LAMPIRAN 

Lampiran  1 Kuesioner Penelitian ........................................................................................ 73 

Lampiran  2 Hasil Kuisioner ................................................................................................ 78 

Lampiran  3 Hasil Uji Instrumen Data .................................................................................. 97 

Lampiran 4  Hasil Uji Asumsi Klasik ................................................................................... 99 

Lampiran  5 Hasil Uji Analisis Regresi Linear Berganda .................................................... 100 

Lampiran  6 Hasil Uji Hipotesis ......................................................................................... 101 

Lampiran  7 Hasil Uji Determinasi R2 ................................................................................ 101 

Lampiran  8 Tabel r............................................................................................................ 101 

Lampiran  9 T Tabel Untuk Alpha α 5% dan 0,025% t ....................................................... 102 

Lampiran  10 Dokumentasi ................................................................................................ 104 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


	COVER
	SKRIPSI
	LEMBAR PENGESAHAN
	PERSEMBAHAN
	MOTTO
	ABSTRAK
	ABSTRACT
	KATA PENGANTAR
	DAFTAR ISI
	DAFTAR TABEL
	DAFTAR GAMBAR
	DAFTAR LAMPIRAN
	PENDAHULUAN
	1.1 Latar Belakang
	1.2 Rumusan Masalah
	1.3 Tujuan Penelitian
	1.4 Manfaat Penelitian

	BAB 2
	TINJAUAN PUSTAKA
	2.1 Tinjauan Teori
	2.2 Pemasaran
	2.2.1 Definisi Pemasaran
	2.2.2 Konsep Pemasaran
	2.2.3 Bauran Pemasaran

	2.3 Perilaku Konsumen
	2.3.1 Definisi Perilaku Konsumen
	2.3.2 Faktor Faktor yang mempengaruhi Perilaku Konsumen

	2.4 Impulse Buying
	2.4.1 Definisi Impulse Buying
	2.4.2 Jenis – Jenis Impulse Buying
	2.4.3 Faktor Faktor yang memengaruhi Impulse Buying
	2.4.4 Indikator Impulse Buying

	2.5 Shopping Lifestyle (Gaya Hidup Belanja)
	2.5.1 Definisi Shopping Lifestyle
	2.5.2 Faktor - Faktor yang mempengaruhi Shopping Lifestyle
	2.5.3 Indikator Shopping Lifestyle

	2.6 Fashion Involvement
	2.6.1 Definisi Fashion Involvement
	2.6.2 Faktor -Faktor yang mempengaruhi Fashion Involvement
	2.6.3 Indikator Fashion Involvement

	2.7 Discount
	2.7.1 Definisi Discount (Potongan Harga)
	2.7.2 Jenis Jenis Discount
	2.7.3 Faktor Faktor yang mempengaruhi Discount
	2.7.4 Indikator Discount

	2.8 Live Streaming Shopping
	2.8.1 Definisi Live Streaming
	2.8.2 Indikator Live Streaming

	2.9 Metode Pembayaran
	2.9.1 Definisi Metode Pembayaran
	2.9.2 Jenis-Jenis Metode Pembayaran di Shopee
	2.9.3 Metode Pembayaran Cash On Delivery (COD)
	2.9.3.1 Pengertian Cash On Delivery (COD)
	2.9.3.2 Indikator Metode Pembayaran Cash On Delivery (COD) Shopee

	2.9.4 Metode Pembayaran Shopee PayLater
	2.9.4.1 Pengertian Shopee Paylater
	2.9.4.2 Indikator Shopee PayLater

	2.10 Generasi Z

	2.11 Tinjauan Penelitian Terdahulu
	2.12 Kerangka Konseptual
	2.13 Hipotesis
	2.13.1 Pengaruh Shopping Lifestyle terhadap Impulse Buying
	2.13.2 Pengaruh Fashion Involvement terhadap Impulse Buying
	2.13.3 Pengaruh Discount terhadap Impulse Buying
	2.13.4 Pengaruh Live Streaming terhadap Impulse Buying
	2.13.5 Pengaruh Metode Pembayaran Cash On Delivery (COD) dan Shopee PayLater terhadap Impulse Buying


	BAB 3
	METODE PENELITIAN
	3.1 Identifikasi Variabel
	3.1.1 Variabel Terikat (Dependen)
	3.1.2 Variabel Bebas (Independen)
	3.2 Definisi Operasional Variabel
	3.2.1 Shopping Lifestyle (X1)
	3.2.2 Fashion Involvement (X2)
	3.2.3 Discount (X3)
	3.2.4 Live Streaming (X4)
	3.2.5 Metode Pembayaran (X5)
	3.2.6 Impulse Buying (Y)
	3.3 Desain Penelitian
	3.4 Jenis Data
	3.4.1 Data Primer
	3.4.2 Data Sekunder
	3.5 Populasi
	3.6 Sampel
	3.7 Teknik Pengambilan Sampel
	3.8 Teknik Pengumpulan Data
	3.9 Teknik Analisis Data
	3.9.1 Uji Instrumen Data
	3.9.2 Uji Asumsi Klasik
	3.9.3 Analisis Regresi Linear Berganda
	3.9.4 Uji Hipotesis

	BAB 4
	HASIL DAN PEMBAHASAN
	4.1 Gambaran Umum Objek Penelitian
	4.1.1 Sejarah Perusahaan
	4.1.2 Visi dan Misi Perusahaan
	4.1.3 Kelebihan dan Kekurangan Shopee

	4.3 Analisis Indek Jawaban Responden
	4.4 Hasil Uji Instrumen Data
	4.5 Hasil Uji Asumsi Klasik
	4.6 Hasil Analisis Regresi Linear Berganda
	4.7 Hasil Uji Hipotesis
	4.7.1 Hasil Uji T Parsial
	4.8 Hasil Uji Koefisien Determinasi (Uji R2)
	4.9 Pembahasan
	4.9.1 Pengaruh Shopping Lifestyle Terhadap Impulse Buying Pada Pembelian Produk Fashion di Marketplace Shopee
	4.9.2 Pengaruh Fashion Involvement Terhadap Impulse Buying Pada Pembelian Produk Fashion di Marketplace Shopee
	4.9.3 Pengaruh Discount Terhadap Impulse Buying Pada Pembelian Produk Fashion di Marketplace Shopee
	4.9.4 Pengaruh Live Streaming Shopping Terhadap Impulse Buying Pada Pembelian Produk Fashion di Marketplace Shopee
	4.9.5 Pengaruh Metode Pembayaran Cash on Delivery (COD) dan Shopee Paylater Terhadap Impulse Buying Pada Pembelian Produk Fashion di Marketplace Shopee


	KESIMPULAN DAN SARAN
	5.1 Kesimpulan
	5.2 Saran Untuk Peneliti Selanjutnya

	DAFTAR PUSTAKA
	KUESIONER PENELITIAN
	B. Data Diri Responden
	C. Petunjuk Pengisian
	1. Shopping Lifestyle (X1)
	3. Discount (X3)

