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ABSTRAK 

 
 

Fenomena meningkatnya penggunaan e-commerce serta layanan Buy Now 

Pay Later (BNPL) seperti Tokopedia PayLater menimbulkan kecenderungan 

pembelian impulsif (impulse buying) yang dipengaruhi oleh berbagai faktor, 

termasuk promosi digital, gaya hidup, dan tingkat literasi keuangan individu. 

Penelitian ini bertujuan untuk menganalisis pengaruh digital promosi dan 

lifestyle terhadap impulse buying, serta menguji peran literasi keuangan 

sebagai variabel moderasi pada generasi milenial pengguna Tokopedia 

PayLater di Kota Surabaya. Metode penelitian menggunakan pendekatan 

kuantitatif cluster, Analisis data dilakukan menggunakan SMARTPLS 4.0, 

dikarenakan jumlah populasi yang tidak terhingga , sehingga penliti 

menggunakan rumus Lemeshow (1997) untuk menentukan sampel sebesar 

165 Responden dengan jumlah populasi mengikuti metode . Hasil penelitian 

menunjukkan bahwa digital promosi dan lifestyle berpengaruh positif signifikan 

terhadap impulse buying. Literasi keuangan juga terbukti berpengaruh 

terhadap impulse buying dan berperan memoderasi hubungan antara digital 

promosi serta lifestyle terhadap impulse buying, meskipun dengan kekuatan 

moderasi yang bervariasi. Temuan ini mengindikasikan bahwa literasi 

keuangan berperan penting dalam mengendalikan perilaku pembelian impulsif 

di tengah gencarnya promosi digital dan gaya hidup konsumtif generasi 

milenial. Penelitian ini diharapkan menjadi rujukan bagi platform e-commerce, 

pembuat kebijakan, serta pengguna dalam meningkatkan perilaku konsumsi 

yang lebih bijak di era digital. 

 
Kata Kunci: Digital Promosi, Lifestyle, Literasi Keuangan, Impulse Buying, 

Tokopedia PayLater, Generasi Milenial. 
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ABSTRACT 

 
 

The increasing use of e-commerce platforms and Buy Now Pay Later (BNPL) 
services such as Tokopedia PayLater has led to a growing tendency toward 
impulse buying, influenced by various factors including digital promotion, 
lifestyle, and individual levels of financial literacy. This study aims to analyze 
the influence of digital promotion and lifestyle on impulse buying, as well as 
examine the moderating role of financial literacy among millennial users of 
Tokopedia PayLater in Surabaya City. 

 
The research employs a quantitative approach with cluster sampling. Data 
analysis was conducted using SMARTPLS 4.0. Due to the infinite population 
size, the sample of 165 respondents was determined using the Lemeshow 
formula (1997). The findings reveal that digital promotion and lifestyle have a 
significant positive effect on impulse buying. Financial literacy is also proven 
to influence impulse buying and moderates the relationship between digital 
promotion and lifestyle with impulse buying, although with varying levels of 
moderating strength. These findings indicate that financial literacy plays an 
important role in controlling impulsive buying behavior amid intensive digital 
promotions and the consumptive lifestyle of millennials. This study is expected 
to serve as a reference for e-commerce platforms, policymakers, and users in 
promoting wiser consumption behavior in the digital era. 

 
Keywords: Digital Promotion, Lifestyle, Financial Literacy, Impulse Buying, 
Tokopedia PayLater, Millennials. 


