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RINGKASAN 

TRESNA MUTIARA. Faktor-faktor yang Mempengaruhi Pembelian Impulsif  

pada Produk Fashion dengan Model Theory of Planned Behaviour pada Generasi 

Milenial Muslim. Dibimbing oleh MA'MUN dan IRNI RAHMAYANI JOHAN. 

 

Perkembangan teknologi digital mengubah lanskap pemasaran dan perilaku 

konsumen, terutama pasca pandemi Covid-19. Konsumen Indonesia semakin aktif 

berbelanja online, dengan lonjakan signifikan pada platform e-commerce. Produk 

fashion menjadi salah satu kategori paling dominan, kini berperan sebagai gaya 

hidup dan kebutuhan psikologis, yang mendorong pembelian impulsif. Platform e-

commerce menerapkan strategi promosi agresif seperti diskon dan gratis ongkir 

untuk menarik konsumen. Untuk merespons perubahan ini, perusahaan perlu 

memahami perilaku konsumen secara mendalam melalui pendekatan seperti Theory 

of Planned Behavior, termasuk mempertimbangkan faktor religiusitas dalam 

strategi pemasaran. 

Penelitian ini bertujuan untuk menganalisis pengaruh sikap, norma subjektif, 

persepsi kontrol perilaku, dan religiusitas terhadap niat pembelian impulsif, serta 

dampak niat pembelian impulsif terhadap perilaku pembelian impulsif. Model 

Theory of Planned Behavior (TPB) digunakan sebagai dasar teoritis, dengan 

tambahan variabel moderasi religiusitas. 

Penelitian ini menggunakan Structural Equation Modeling - Partial Least 

Squares (SEM-PLS) sebagai metode analisis untuk menguji hubungan antara 

variabel sikap, norma subjektif, persepsi kontrol perilaku, religiusitas, niat 

pembelian impulsif, dan perilaku pembelian impulsif. Teknik ini dipilih karena 

mampu menjelaskan varians antar variabel serta mengevaluasi model pengukuran 

dan struktural secara simultan. Data diperoleh melalui kuesioner yang disebarkan 

secara online kepada responden yang merupakan generasi milenial muslim di 

wilayah Jabodetabek yang aktif berbelanja produk fashion melalui e-commerce 

pada bulan September 2024 hingga Januari 2025. Sampel penelitian sebanyak 220 

responden ditentukan menggunakan teknik purposive sampling, dengan kriteria 

responden yang pernah melakukan pembelian fashion secara impulsif di platform 

e-commerce seperti Tokopedia, Shopee, Blibli, dan Lazada. 

Hasil penelitian ini menunjukkan bahwa persepsi kontrol perilaku 

berpengaruh negatif terhadap niat pembelian impulsif, yang berarti individu dengan 

tingkat kontrol diri yang tinggi lebih mampu menahan dorongan belanja spontan. 

Religiusitas memperkuat efek ini dengan mengarahkan individu untuk 

mempertimbangkan aspek moral sebelum membeli, sehingga menekan perilaku 

konsumtif yang tidak terencana. Hal ini sejalan dengan prinsip Islam yang 

menekankan pengelolaan keuangan yang bijak dan penghindaran sifat boros (israf). 

Sebaliknya, sikap dan norma subjektif tidak memiliki pengaruh signifikan 

terhadap niat pembelian impulsif, menunjukkan bahwa pandangan positif terhadap 

belanja online maupun tekanan sosial dari lingkungan tidak cukup kuat untuk 

mendorong seseorang melakukan pembelian impulsif. Hal ini kemungkinan 

disebabkan oleh adanya faktor lain, seperti pengalaman belanja sebelumnya dan 

promosi agresif e-commerce, yang lebih dominan dalam memengaruhi keputusan 

pembelian impulsif. Namun, niat pembelian impulsif terbukti berpengaruh positif 

dan signifikan terhadap perilaku pembelian impulsif. Artinya, ketika seseorang 



memiliki dorongan kuat untuk membeli secara spontan, mereka lebih cenderung 

mewujudkannya dalam bentuk transaksi nyata. Faktor-faktor seperti diskon besar, 

fitur flash sale, dan metode pembayaran paylater berperan dalam memperkuat 

hubungan ini. Oleh karena itu, pengendalian diri dan kesadaran religius menjadi 

kunci dalam mengurangi perilaku konsumtif yang tidak direncanakan, terutama di 

kalangan generasi milenial muslim yang rentan terhadap pembelian impulsif 

melalui platform e-commerce. 
 

Kata Kunci : Belanja online, E-commerce, Pembelian impulsif, Produk fashion, 
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SUMMARY 

TRESNA MUTIARA. Factors Affecting Impulsive Buying on Fashion Products 

Using the Theory of Planned Behavior Model Among Muslim Millennial 

Generation. Supervised by MA’MUN and IRNI RAHMAYANI JOHAN. 

 

The development of digital technology transformed the landscape of 

marketing and consumer behavior, particularly after the Covid-19 pandemic. 

Indonesian consumers became increasingly active in online shopping, with a 

significant surge on e-commerce platforms. Fashion products emerged as one of the 

most dominant categories, serving as a lifestyle and a psychological need, which 

drove impulsive purchases. E-commerce platforms implemented aggressive 

promotional strategies such as discounts and free shipping to attract consumers. To 

respond to these changes, companies needed to understand consumer behavior in-

depth through approaches like the Theory of Planned Behavior, including 

considering the factor of religiosity in their marketing strategies. 

This research aimed to analyze the influence of attitude, subjective norms, 

perceived behavioral control, and religiosity on impulsive buying intention, as well 

as the impact of impulsive buying intention on impulsive buying behavior. The 

Theory of Planned Behavior (TPB) model was used as the theoretical foundation, 

with the addition of religiosity as a moderating variable. 

This study utilized Structural Equation Modeling - Partial Least Squares 

(SEM-PLS) as its analytical method to test the relationships between the variables 

of attitude, subjective norms, perceived behavioral control, religiosity, impulsive 

buying intention, and impulsive buying behavior. This technique was chosen for its 

ability to explain the variance among variables and to simultaneously evaluate the 

measurement and structural models. Data were collected via an online questionnaire 

distributed from September 2024 to January 2025 to respondents who were Muslim 

millennials in the Greater Jakarta (Jabodetabek) area and actively shopped for 

fashion products on e-commerce platforms. A sample of 220 respondents was 

determined using a purposive sampling technique, with the criteria that respondents 

had previously made an impulsive fashion purchase on e-commerce platforms such 

as Tokopedia, Shopee, Blibli, and Lazada. 

The findings of this study indicated that perceived behavioral control had a 

negative influence on impulsive buying intention; this meant that individuals with 

high self-control were more capable of resisting spontaneous shopping urges. 

Religiosity strengthened this effect by guiding individuals to consider moral aspects 

before making a purchase, thereby suppressing unplanned consumptive behavior. 

This finding was in line with Islamic principles that emphasize wise financial 

management and the avoidance of wastefulness (israf). 

Conversely, attitude and subjective norms did not have a significant 

influence on impulsive buying intention, which suggested that a positive outlook 

on online shopping and social pressure from one's environment were not strong 

enough to drive impulsive purchases. This was likely due to the more dominant 

influence of other factors, such as previous shopping experiences and aggressive e-

commerce promotions, on impulsive purchasing decisions. However, impulsive 

buying intention was found to have a positive and significant influence on 

impulsive buying behavior. This implied that when individuals had a strong urge to 



buy spontaneously, they were more likely to act on it with an actual transaction. 

Factors such as major discounts, flash sale features, and "buy now, pay later" 

payment methods played a role in strengthening this relationship. Therefore, self-

control and religious awareness became key in mitigating unplanned consumptive 

behavior, particularly among Muslim millennials who were susceptible to 

impulsive buying on e-commerce platforms. 
 

Keywords : E-commerce, Fashion product, Impulsive buying, Online 
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