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ANALISIS PENGARUH INTERACTIVITY, VIVIDNESS, LOCAL 

PRESENCE, PRODUCT RISK, PRODUCT AFFECT, 

TERHADAP URGE TO BUY IMPULSIVELY 

PADA PENGGUNA APLIKASI 

ZALORA SURABAYA 
 

ABSTRAK 

 

Penelitian ini bertujuan untuk menguji pengaruh interactivity, vividness, 

local presence, product risk,  dan product affect, terhadap urge to buy impulsively 

pada pengguna aplikasi Zalora di Surabaya. Dalam penelitian ini ke enam variabel 

di ujI dengan menggunakan program LISREL 8.70. Penelitian ini mengambil objek 

Zalora. Jumlah sampel yang di ambil dalam penelitian ini sebanyak 200 responden 

yang diambil dengan menggunakan Teknik non probability sampling. Hasil dari 

penelitian ini menunjukkan bahwa model penelitian yang dibangun dapat 

menjelaskan perilaku impulse buying Zalora. Hasil pada pengujian pada hipotesis 

pertama menyatakan bahwa, Interactivity berhubungan positif terhadap local 

presence. Kemudian hasil pengujian pada hipotesis keuda menyatakan bahwa 

Vividness berhubungan positif terhadap local presence. Tak hanya itu hasil 

pengujian pada hipotesis tiga menyatakan bahwa Local presence berhubungan 

negatif terhadap product risk. Kemudian hasil pengujian hipotesis ke empat 

menyatakan bahwa Local presence berhubungan positif terhadap product affect. 

Tak hanya itu hasil pengujian pada hipotesis ke lima menyatakan bahwa Product 

risk berhubungan negatif terhadap urge to buy impulsively. Kemudian hasil 

pengujian pada hipotesis ke enam menyatakan bahwa Poduct affect berhubungan 

positif terhadap urge to buy impulsively. 

 

 

Kata Kunci : Interactivity, Vividness, Local Presence, Product Risk,  Product 

Affect,  Urge to Buy Impulsively 
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PRESENCE, PRODUCT RISK, PRODUCT AFFECT, 

TERHADAP URGE TO BUY IMPULSIVELY 

PADA PENGGUNA APLIKASI 

ZALORA SURABAYA 

 

ABSTRACT 

 

This study discusses interactivity, vividness, local presence, product risk, 

and product affect, toward urge to buy impulsively on Zalora application users in 

Surabaya. In this study six variables were tested using the LISREL 8.70 program. 

This research took the Zalora object. The number of samples taken in this study 

were 200 respondents taken using non probability sampling techniques. Zalora 

bought a research model that produced a research model that was built to explain 

impulse behavior. The results of the tests on the first hypothesis approved, 

Interactivity are positively related to local presence. Then the test results on the 

keuda hypothesis state that Vividness is positively related to local presence. Not 

only that the results of testing on the third hypothesis state that local presence is 

negatively related to product risk. Then the results of testing the fourth hypothesis 

states that local presence is positively related to the influence of the product. Not 

only that the results of testing on the fifth hypothesis are approved The risk of the 

product is negatively related to the impulse to buy impulsively. Then the test results 

in the sixth hypothesis state that the Poduct affect the positive relationship to urge 

to buy impulsively. 
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