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MOTTO 
“Karena masa depan sungguh ada, dan harapanmu tidak akan hilang” – 

Amsal 23 : 18 

“Janganlah engkau gelisah karena timbulnya gagasan-gagasan yang bukan-

bukan mengenai apa yang ada di dalam hatimu. Tegukanlah pada apa yang 

kamu putuskan sendiri dan arahkan selalu perhatianmu kepada Tuhan” - 

Thomas A. Kempis 
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Abstrak 

Impulsive buying telah menjadi fenomena yang signifikan dalam dunia 

konsumen saat ini. Dalam konteks industry kecantikan, impulsive buying 

produk kecantikan semakin meluas, terutama dikalangan pengguna media 

sosial. Salah satu faktor yang mempengaruhi perilaku pembelian impulsif 

adalah persepsi terhadap beauty influencer. Oleh karena itu, penelitian ini 

bertujuan untuk menemukan hubungan antara persepsi terhadap beauty 

influencer dengan kecenderungan pembelian impulsif produk kecantikan pada 

pengguna media sosial. Penelitian ini menggunakan metode non-probability 

sampling secara purposive sampling. Sampel penelitian terdiri dari pengguna 

media sosial yang aktif dengan rentang usia 16 sampai dengan 24 tahun. 

Analisis data dilakukan menggunakan metode pearson product moment 

dengan hasil perolehan skor korelasi sebesar 0.708 dengan signifikansi 

p=0.000<0.05. Hasil tersebut menunjukkan adanya hubungan positif dan 

signifikan antara persepsi terhadap beauty influencer dengan kecenderungan 

impulsive buying produk kecantikan. Semakin baik persepsi seseorang 

terhadap beauty influencer, maka semakin tinggi kecenderungan impulsive 

buying produk kecantikan. Sebaliknya, semakin buruk persepsi seseorang 

terhadap beauty influencer, semakin rendah kecenderungan impulsive buying 

produk kecantikan. Hal ini membuktikan hipotesis yang diajukan peneliti 

diterima.  

Kata kunci : Impulsive Buying; Beauty Influencer; Persepsi 
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Abstract  

Impulse buying has become a significant phenomenon in the consumer world 

today. In the context of the beauty industry, impulse buying of beauty products 

is increasingly widespread, especially among social media users. One of the 

factors influencing impulsive buying behavior is the perception of beauty 

influencers. Therefore, this research aims to find the relationship between the 

perception of beauty influencers and the tendency of impulse buying beauty 

products among social media users. The research used non-probability 

sampling method through purposive sampling. The research sample consisted 

of active social media users aged 16 to 24 years. Data analysis was conducted 

using the Pearson product-moment method, resulting in a correlation score of 

0.708 with a significance of p=0.000<0.05. These results indicate a positive 

and significant relationship between the perception of beauty influencers and 

the tendency of impulse buying beauty products. The better someone's 

perception of beauty influencers, the higher the tendency of impulse buying 

beauty products. Conversely, the worse someone's perception of beauty 

influencers, the lower the tendency of impulse buying beauty products. This 

proves the researcher's hypothesis. 

Keywords: Impulsive Buying, Beauty Influencer, Perception 

 

 

mailto:pepinjohan1605001@gmail.com


 

xiii 
 

DAFTAR ISI 
 

HUBUNGAN PERSEPSI TERHADAP BEAUTY INFLUENCER DENGAN 

KECENDERUNGAN IMPULSIVE BUYING PRODUK KECANTIKAN PADA 

PENGGUNA MEDIA SOSIAL ................................................................................ i 

PERNYATAAN TIDAK MELAKUKAN PLAGIASI ........................................... ii 

LEMBAR PERNYATAAN PERSETUJUAN PUBLIKASI KARYA ILMIAH 

UNTUK KEPENTINGAN AKADEMIS ............................................................... iii 

HALAMAN PERSETUJUAN PEMBIMBING .................................................... iv 

HALAMAN PENGESAHAN SKRIPSI ................................................................. v 

MOTTO ................................................................................................................... vi 

HALAMAN PERSEMBAHAN ............................................................................. vii 

CURICULUM VITAE .......................................................................................... viii 

KATA PENGANTAR .............................................................................................. ix 

DAFTAR ISI .......................................................................................................... xiii 

DAFTAR TABEL .................................................................................................. xvi 

DAFTAR GAMBAR ............................................................................................ xvii 

DAFTAR LAMPIRAN ....................................................................................... xviii 

BAB I ......................................................................................................................... 1 

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

A. Permasalahan .................................................................................................. 1 

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

2. Rumusan Masalah ...................................................................................... 7 

B. Tujuan dan Manfaat ........................................................................................ 7 

1. Tujuan Penelitian ........................................................................................ 7 

2. Manfaat Penelitian...................................................................................... 7 

C. Keaslian Penelitian ......................................................................................... 7 

BAB II ..................................................................................................................... 11 

TINJAUAN PUSTAKA ......................................................................................... 11 

A. IMPULSIVE BUYING .................................................................................. 11 



 
 

xiv 
 

1. Pengertian Impulsive Buying .................................................................... 11 

2. Aspek-aspek Impulsive Buying ................................................................ 11 

3. Faktor-faktor Pembelian Impulsif (Impulsive Buying) ............................. 13 

B. PERSEPSI .................................................................................................... 14 

1. Pengertian Persepsi ................................................................................... 14 

2. Aspek-aspek Persepsi ............................................................................... 15 

3. Faktor-faktor Persepsi ............................................................................... 16 

4. Proses Persepsi ......................................................................................... 18 

5. Fungsi Persepsi ......................................................................................... 21 

C. MEDIA SOSIAL .......................................................................................... 22 

1. Pengertian Media Sosial ........................................................................... 22 

2. Klasifikasi Media Sosial ........................................................................... 23 

3. Ciri-ciri Media Sosial ............................................................................... 25 

D. BEAUTY INFLUENCER .............................................................................. 26 

1. Pengertian Beauty Influencer .................................................................... 26 

2. Indikator Influencer .................................................................................. 27 

3. Karakteristik Beauty Influencer ................................................................ 28 

E. KERANGKA BERPIKIR ............................................................................. 29 

F. HIPOTESIS .................................................................................................. 32 

BAB III .................................................................................................................... 33 

METODE PENELITIAN ....................................................................................... 33 

A. Populasi dan Sampel ..................................................................................... 33 

1. Populasi .................................................................................................... 33 

2. Sampel ...................................................................................................... 33 

B. Desain Penelitian .......................................................................................... 33 

C. Instrumen Pengumpulan Data ...................................................................... 33 

1. Skala Impulsive Buying............................................................................ 34 

2. Skala Persepsi ........................................................................................... 37 

D. Uji Prasyarat dan Analisis Data .................................................................... 40 

1. Uji Prasyarat ............................................................................................. 40 



 

xv 
 

2. Analisis Data ............................................................................................ 41 

BAB IV .................................................................................................................... 43 

HASIL PENELITIAN DAN PEMBAHASAN ..................................................... 43 

A. Hasil Penelitian ............................................................................................ 43 

1. Gambaran Data Partisipan ........................................................................ 43 

2. Statistik Deskriptif.................................................................................... 43 

3. Analisis Berdasar Kategori ....................................................................... 44 

4. Hasil Analisis ........................................................................................... 45 

B. Pembahasan .................................................................................................. 45 

BAB V ...................................................................................................................... 49 

KESIMPULAN DAN SARAN .............................................................................. 49 

A. Kesimpulan .................................................................................................. 49 

B. Saran ............................................................................................................. 49 

DAFTAR PUSTAKA .............................................................................................. 51 

LAMPIRAN ............................................................................................................ 55 

 

 

 

 

 

 

 

 

 

 

 



 
 

xvi 
 

DAFTAR TABEL 
Tabel 1.Skor Skala Likert ......................................................................................... 34 

Tabel 2.Skala Impulsive Buying ............................................................................... 35 

Tabel 3.Hasil Validitas  Skala Impulsive Buying ..................................................... 36 

Tabel 4.Skala Persepsi .............................................................................................. 38 

Tabel 5.Rangkuman hasil Validasi Skala Persepsi .................................................... 39 

Tabel 6.Uji Normalitas ............................................................................................. 40 

Tabel 7.Uji Linieritas ................................................................................................ 41 

Tabel 8.Interpretasi Koefisien Korelasi .................................................................... 41 

Tabel 9.Statistik Deskriptif ....................................................................................... 43 

Tabel 10.Hasil Kategorisasi Impulsive Buying ........................................................ 44 

Tabel 11.Hasil Kategorisasi Persepsi ........................................................................ 44 

Tabel 12.Hasil Uji Korelasi Product Moment .......................................................... 45 
 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

xvii 
 

DAFTAR GAMBAR 
Gambar 1.Kerangka Berpikir ................................................................................... 31 

Gambar 2.Gambar Partisipan ................................................................................... 43 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


