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ABSTRAK

Belanja online (online shopping) merupakan aktivitas menjual dan membeli
barang maupun jasa dengan pemanfaatan teknologi internet. Bagi mahasiswa
khususnya memanfaatkan teknologi internet dengan menghabiskan sebagian besar
waktunya untuk melakukan akses di media sosial. Social media engagement
merupakan keterlibatan pada media sosial yang dilakukan individu untuk saling
bertukar informasi. Keterlibatan pada media sosial ini berhubungan pula dengan
karakteristik mahasiswa yang mudah tergiur dan terhasut promosi di media sosial
ketika menggunakan aplikasi e-commerce atau belanja online, sehingga
memunculkan perilaku impulsive buying. Impulsive buying merupakan perilaku
pembelian tanpa pertimbangan dan pemikiran secara matang. Penelitian ini
bertujuan untuk menguji hubungan antara social media engagement dan impulsive
buying behavior pada mahasiswa yang melakukan belanja online. Metode
pengambilan data dilakukan menggunakan incidental sampling dengan jumlah
responden sebanyak 143 mahasiswa yang melakukan belanja online. Variabel
social media engagement diukur menggunakan skala milik Alt (2015) yang telah
diadaptasi oleh Simanjuntak et al, (2022) dan variabel impulsive buying behavior
diukur menggunakan skala yang disusun oleh penulis berdasarkan aspek-aspek
impulsive buying behavior menurut Verplanken & Herabadi (2001). Hasil uji
hipotesis menunjukkan ada hubungan antara social media engagement dengan
impulsive buying behavior pada mahasiswa yang melakukan belanja online (r
=0.317; p = 0.000 < 0.05). Jumlah tertinggi responden di variabel social media
engagement berada pada kategori sedang (46.9%) sedangkan pada variabel
impulsive buying behavior jumlah tertinggi responden berada pada kategori rendah
(41.3%). Saran bagi mahasiswa yang melakukan belanja online agar mahasiswa
dapat menyaring informasi yang diperoleh secara online dari media sosial agar tidak
mengarah pada perilaku impulsive buying.

Kata Kunci : Social media engagement, impulsive buying behavior, online
shopping, e-commerce, media sosial, mahasiswa.
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Maryshel Felisitas Mangkey (2023). “Social Media Engagement and Impulsive
Buying Behavior on University Students Engaging in Online Shopping.
Undergraduate Thesis 1. Faculty of Psychology, Widya Mandala Chatolic
University, Surabaya.

ABSTRACT

Online shopping is the activity of selling and buying goods and services using
internet technology. Students in particular utilize internet technology by spending
most of their time accessing social media. Social media engagement is involvement
on social media carried out by individuals to exchange information with each other.
This involvement in social media is also related to the characteristics of students
who are easily tempted and instigated by promotions on social media when using
e-commerce applications or online shopping, giving rise to impulsive buying
behavior. Impulsive buying is buying behavior without careful consideration and
thought. This research aims to examine the relationship between social media
engagement and impulsive buying behavior in students who shop online. The data
collection method was carried out using incidental sampling with a total of 143
students who shopped online. The social media engagement variable is measured
using Alt's (2015) scale which has been adapted by Simanjuntak et al, (2022) and
the impulsive buying behavior variable is measured using a scale compiled by the
author based on aspects of impulsive buying behavior according to Verplanken &
Herabadi (2001). Hypothesis test results show that there is a significant
relationship between social media engagement and impulsive buying behavior in
students who shop online (r = 0.317; p = 0.000 < 0.05). The highest number of
respondents in the social media engagement variable was in the medium category
(46.9%) while in the impulsive buying behavior variable the highest number of
respondents was in the low category (41.3%). Suggestions for students who shop
online are that students can filter information obtained online from social media so
that it does not lead to impulsive buying behavior.

Keywords : social media engagement, impulsive buying behavior, online shopping,
e-commerce, social media, students university
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