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ABSTRAK 

 

Penelitian ini mengkaji terpaan konten TikTok akun @mykonosofficial dan 

kaitannya dengan perilaku impulsive buying pengikutnya. TikTok sebagai platform 

media sosial berbasis video pendek memiliki karakteristik konten yang persuasif 

dan cepat, sehingga berpotensi mendorong keputusan pembelian secara spontan. 

Meskipun demikian, fenomena menarik muncul ketika pengikut akun 

@mykonosofficial menunjukkan perilaku impulsive buying yang tinggi meskipun 

tingkat terpaan konten yang diterima relatif rendah. Fenomena tersebut menjadi 

dasar penelitian ini untuk memahami bagaimana terpaan konten berperan dalam 

membentuk perilaku impulsive buying audiens. Penelitian ini menggunakan 

pendekatan kuantitatif dengan metode survei. Pengumpulan data dilakukan melalui 

penyebaran kuesioner kepada pengikut akun TikTok @mykonosofficial yang 

pernah melakukan pembelian produk Mykonos. Terpaan konten diukur melalui 

indikator frekuensi, durasi, dan atensi menonton, sedangkan perilaku impulsive 

buying diukur melalui indikator spontanitas, kekuatan dan paksaan, kegairahan dan 

stimulasi, serta ketidakpedulian terhadap akibat. Hasil penelitian menunjukkan 

bahwa tingkat terpaan konten TikTok @mykonosofficial tergolong rendah pada 

seluruh indikator, sementara perilaku impulsive buying responden tergolong tinggi. 

Temuan ini mengindikasikan bahwa pengaruh terpaan konten terhadap impulsive 

buying tidak bersifat dominan, serta menunjukkan adanya faktor lain seperti 

rangsangan emosional dan karakteristik konten yang turut mendorong terjadinya 

pembelian impulsif. 

Kata kunci: Terpaan Konten, TikTok, Impulsive Buying, Mykonos 
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 ABSTRACT  

This study examines the exposure to TikTok content from the @mykonosofficial 

account and its relationship with the impulsive buying behavior of its followers. 

TikTok, as a short-video–based social media platform, presents content that is 

persuasive and rapidly consumed, which has the potential to encourage 

spontaneous purchasing decisions. However, an interesting phenomenon emerges 

in which followers of the @mykonosofficial account demonstrate high levels of 

impulsive buying despite relatively low levels of content exposure. This 

phenomenon serves as the basis of the study to understand the role of content 

exposure in shaping audiences’ impulsive buying behavior. This research employs 

a quantitative approach using a survey method. Data were collected through 

questionnaires distributed to followers of the @mykonosofficial TikTok account 

who had previously purchased Mykonos products. Content exposure was measured 

using indicators of viewing frequency, viewing duration, and viewing attention, 

while impulsive buying behavior was measured through indicators of spontaneity, 

compulsion and power, excitement and stimulation, and disregard for 

consequences. The results indicate that the level of exposure to TikTok content from 

the @mykonosofficial account is categorized as low across all indicators, whereas 

the respondents’ impulsive buying behavior is categorized as high. These findings 

suggest that content exposure does not play a dominant role in influencing 

impulsive buying behavior and indicate the presence of other contributing factors, 

such as emotional stimulation and content characteristics, that encourage 

impulsive purchasing. 

Keywords: Content Exposure, TikTok, Impulsive Buying, Mykonos. 


