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ABSTRAK
NURINA LAILI [ZZATI. Pengaruh Gamifikasi, Social Media Influence, dan Faktor
Emosional terhadap Pembelian Impulsif dan Perilaku Belanja. Dibimbing oleh
MEGAWATI SIMANJUNTAK.

Pesatnya perkembangan e-commerce di Indonesia mendorong perubahan perilaku
konsumen yang dipengaruhi oleh berbagai stimulus digital, seperti gamifikasi dan
social media influence. Penelitian ini bertujuan untuk menganalisis pengaruh
gamifikasi, social media influence, dan faktor emosional terhadap pembelian
impulsif, dan perilaku belanja. Penelitian ini melibatkan 340 responden dengan
teknik voluntary sampling dan dianalisis menggunakan Structural Equation
Modeling (SEM). Hasil penelitian menunjukkan bahwa gamifikasi dan social
media influence berpengaruh signifikan terhadap faktor emosional dan pembelian
impulsif, tetapi tidak berpengaruh langsung terhadap perilaku belanja. Selain itu,
faktor emosional terbukti dapat mendorong pembelian impulsif dan perilaku
belanja, sedangkan pembelian impulsif berpengaruh signifikan terhadap perilaku
belanja. Temuan ini menunjukkan bahwa perilaku konsumen digital lebih
dipengaruhi oleh respons emosional dibandingkan pertimbangan rasional, serta
memperkuat peran emosi sebagai mediator dalam kerangka Stimulus-Organism-
Response (S-O-R).

Kata kunci: faktor emosional, gamifikasi, pembelian impulsif, perilaku belanja,
social media influence

ABSTRACT
NURINA LAILI IZZATI. The Influence of Gamification, Social Media Influence,

and Emotional Factors on Impulse Buying and Shopping Behavior. Supervised by
MEGAWATI SIMANJUNTAK.

The rapid growth of e-commerce in Indonesia has driven changes in consumer
behavior influenced by various digital stimuli, such as gamification and social
media influence. This study aims to analyze the effects of gamification, social
media influence, and emotional factors on impulsive purchasing and shopping
behavior. This study involved 340 respondents using voluntary sampling and was
analyzed using Structural Equation Modeling (SEM). The results indicate that
gamification and social media influence have a significant effect on emotional
factors and impulsive purchasing but do not directly influence shopping behavior.
Besides that, emotional factors were found to drive impulsive purchasing and
shopping behavior, while impulsive purchasing significantly influences shopping
behavior. These findings suggest that digital consumer behavior is more influenced
by emotional responses than by rational considerations, and reinforce the role of
emotions as a mediator within the Stimulus-Organism-Response (S-O-R)
framework.

Keywords: emotional factors, gamification, impulse buying, social media
influence, shopping behavior
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