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ABSTRAK

SITI CHALYANDRHA PUTRY, Pengaruh Interactivity, Trust, dan Online
Customer Review terhadap Impulse buying Produk Avoskin pada Aplikasi
Shopee (Studi pada Generasi Z di Kota Surabaya)

Perkembangan e-commerce mendorong perubahan perilaku konsumen dalam
melakukan pembelian secara online. Kemudahan dalam memperoleh informasi
serta melihat pengalaman konsumen lain melalui ulasan dapat meningkatkan
kecenderungan terjadinya pembelian secara tidak terencana atau impulse buying.
Penelitian ini bertujuan untuk menganalisis pengaruh interactivity, trust, dan online
customer review terhadap impulse buying produk Avoskin pada pengguna Generasi
Z di Kota Surabaya. Penelitian ini didasarkan pada teori Stimulus-Organism-
Response (S-O-R) yang menjelaskan bahwa stimulus yang berasal dari lingkungan
eksternal mampu memengaruhi kondisi psikologis individu dan menghasilkan
respon berupa perilaku tertentu. Penelitian ini menggunakan pendekatan kuantitatif
dengan jumlah sampel penelitian 156 responden yang dipilih menggunakan teknik
purposive sampling. Data dikumpulkan melalui penyebaran kuesioner dengan skala
likert dan dianalisis menggunakan teknik analisis regresi linear berganda dengan
menggunakan SPSS 31. Hasil penelitian menunjukkan bahwa interactivity, trust,
dan online customer review secara simultan berpengaruh signifikan terhadap
impulse buying produk Avoskin pada pengguna Generasi Z di Kota Surabaya.
Secara parsial, interactivity, trust, dan online customer review masing-masing
berpengaruh positif dan signifikan terhadap impulse buying. Variabel trust menjadi
variabel yang memiliki pengaruh paling dominan dengan nilai koefisien regresi
sebesar 0,426. Hasil koefisien determinasi menunjukkan sebesar 71,4% variasi
impulse buying dapat dijelaskan oleh variabel interactivity, trust, dan online
customer review.

Kata Kunci: Pemasaran, Interactivity, Trust, Online Customer Review, Impulse
Buying
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ABSTRACT

SITI CHALYANDRHA PUTRY, The Influence of Interactivity, Trust, and
Online Customer Reviews on Impulse Buying of Avoskin Products on Shopee: A
Study of Generation Z in Surabaya

The rapid development of e-commerce has encouraged changes in consumer
behavior in conducting online purchases. The ease of obtaining information,
interacting with sellers, and accessing other consumers’ experiences through
product reviews can increase the tendency of unplanned purchasing behavior or
impulse buying. This study aims to analyze the influence of interactivity, trust, and
online customer review on impulse buying of Avoskin products among Generation
Z users in Surabaya. This research is based on the Stimulus-Organism-Response
(S-O-R) theory, which explains that stimuli originating from the external
environment can influence individuals’ psychological conditions and produce
certain behavioral responses. This study employed a quantitative approach with an
associative causal research design. The sample consisted of 156 respondents
selected using a purposive sampling technique. Data were collected through
questionnaires using a likert scale and analyzed using multiple linear regression
analysis with the assistance of SPSS 31. The results showed that interactivity, trust,
and online customer review simultaneously had a significant effect on impulse
buying of Avoskin products among Generation Z users in Surabaya. Partially,
interactivity, trust, and online customer review each had a positive and significant
effect on impulse buying. The trust variable was found to be the most dominant
factor with a regression coefficient value of 0.426. The coefficient of determination
showed that 71.4% of the variation in impulse buying could be explained by
interactivity, trust, and online customer review.

Keywords: Marketing, Interactivity, Trust, Online Customer Review, Impulse

Buying
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