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ABSTRAK 

ALVINA ARYANTI, 19042010039, PENGARUH PROMOSI PENJUALAN 

DAN KONFORMITAS MELALUI KEPERCAYAAN PELANGGAN 

TERHADAP PERILAKU IMPULSE BUYING (STUDI PADA GENERASI Z 

PENGGUNA PLATFORM ONLINE FOOD DELIVERY GOFOOD DI 

SURABAYA) 

 Studi pada penelitian ini didasarkan pada kemajuan teknologi yang telah 

menghasilkan banyak perubahan dan berkontribusi pada pertumbuhan berbagai 

bidang ekonomi, khususnya pemasaran dan minat pasar. Adanya promosi 

penjualan dan konformitas membawa pengaruh kelompok yang telah memberikan 

review terhadap suatu produk maupun jasa perusahaan pada layanan Online Food 

Delivery Go-Food sehingga dapat memberikan kontribusi pada perilaku impulse 

buying. Tujuan dari penelitian ini adalah untuk menjelaskan pengaruh promosi 

penjualan dan konformitas melalui kepercayaan pelanggan terhadap perilaku 

impulse buying serta untuk menjelaskan bahwa generasi Z lebih mudah 

dipengaruhi oleh lingkungan dan melakukan pembelian secara impulsif. Objek 

yang diteliti pada penelitian ini adalah Go-Food, layanan yang terdapat pada 

aplikasi Go-Jek dan aplikasi yang mudah diingat di masyarakat.  

 Metode yang digunakan dalam penelitian ini yaitu penelitian kuantitatif 

dengan pendekatan deskriptif. Pengambilan sampel dengan menggunakan Teknik 

purposive sampling, jumlah responden sebanyak 100 responden. Sumber data 

diambil melalui kuisioner, dan literatur. Analisis data yang digunakan yaitu 

analisis regresi linier berganda dengan menggunakan SmartPLS 4.0. 

 Hasil penelitian menunjukkan bahwa promosi penjualan berpengaruh 

signifikan terhadap perilaku impulse buying, konformitas berpengaruh signifikan 

terhadap perilaku impulse buying, kepercayaan pelanggan berpengaruh 

signifikan terhadap perilaku impulse buying, promosi penjualan melalui variabel 

kepercayaan pelanggan berpengaruh signifikan terhadap perilaku impulse buying, 

serta konformitas melalui variabel kepercayaan pelanggan berpengaruh signifikan 

terhadap perilaku impulse buying. Kesimpulan dari penelitian ini terbukti bahwa 

promosi penjualan dan konformitas melalui kepercayaan pelanggan berpengaruh 

signifikan terhadap perilaku impulse buying pada generasi Z dalam melakukan 

pembelian melalui aplikasi Go-Food.  

 

Kata kunci: Promosi Penjualan, Konformitas, Kepercayaan Pelanggan, 

Perilaku Impulse Buying 

 



 

 

 

ABSTRACT 

ALVINA ARYANTI, 19042010039, THE EFFECT OF SALES PROMOTION 

AND CONFORMITY THROUGH CUSTOMER TRUST ON IMPULSE 

BUYING BEHAVIOR (STUDY ON GENERATION Z ONLINE FOOD 

DELIVERY GOFOOD PLATFORM USERS IN SURABAYA) 

 The study in this research is based on technological advances that have 

resulted in many changes and contributed to the growth of various fields of the 

economy, especially marketing and market interest. The existence of sales 

promotions and conformity has influenced groups that have provided reviews of a 

company's product or service on the Go-Food Online Food Delivery service so 

that it can contribute to impulse buying behavior. The purpose of this study is to 

explain the effect of sales promotion and conformity through customer trust on 

impulse buying behavior and to explain that generation Z is more easily 

influenced by the environment and makes impulse purchases. The object studied 

in this study is Go-Food, a service found in the Go-Jek application and an 

application that is easy to remember in the community. 

 The method used in this research is quantitative research with a 

descriptive approach. Sampling using purposive sampling technique, the number 

of respondents as many as 100 respondents. Data sources were taken through 

questionnaires and literature. The data analysis used was multiple linear 

regression analysis using SmartPLS 4.0. 

 The results showed that sales promotion had a significant effect on 

impulse buying behavior, conformity had a significant effect on impulse buying 

behavior, customer trust had a significant effect on impulse buying behavior, 

sales promotion through the customer trust variable had a significant effect on 

impulse buying behavior, and conformity through the customer trust variable had 

an effect significant effect on impulse buying behavior. The conclusion of this 

study is that it is proven that sales promotion and conformity through customer 

trust have a significant effect on impulse buying behavior in generation Z in 

making purchases through the Go-Food application. 

 

Keywords: Sales Promotion, Conformity, Customer Trust, Impulse Buying 

Behavior 
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