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ABSTRAK 

Implementasi Stimulus Organism Response Pada Repeat Purchase Intention Produk 

Fashion di Tokopedia (Studi Pada Generasi Z di Kota Semarang). Oleh Diki Febrianto 

Marbun. NIM 14030120410009. Pembimbing 1: Prof. Dr. Drs. Ngatno, M.M; 
Pembimbing 2: Dr. Andi Wijayanto, S.Sos, M.Si. Program Studi Administrasi Bisnis. 

Fakultas Ilmu Sosial dan Politik, Universitas Diponegoro. 

 

 

Sebagai salah satu platform e-commerce terkemuka di Indonesia, Tokopedia 

menghadapi tantangan dalam mempertahankan kesetiaan pelanggan terkhusus 

bagi generasi Z, yang sering beralih ke platform e-commerce lain. Dengan adanya 

model SOR, kita bisa memahami bagaimana stimulus (social media interactivity) 

mempengaruhi organisme (perceived utilitarian value dan perceived hedonic 

value) dan selanjutnya mempengaruhi respon (repeat purchase intention). Niat 

membeli secara berulang dilakukan konsumen biasanya terjadi akibat dari nilai 

yang dirasakan konsumen terhadap produk yang terdapat pada platform e-

commerce dengan kegiatan atau interaktivitas media sosial konsumen. Tujuan 

penelitian ini ialah untuk mengetahui sejauh mana model Stimulus-Organism-

Response (SOR) berpengaruh terhadap niat Generasi Z di  Kota Semarang untuk 

berbelanja kembali produk fashion di Tokopedia. Penelitian ini termasuk dalam 

penelitian yang menggunakan pendekatan eksplanasi dan kuantitatif. Sampel yang 

didapat dalam penelitian ini sebanyak 100 responden konsumen generasi z di Kota 

Semarang yang berbelanja produk fashion di e-commerce Tokopedia. Teknik 

penentuan sampel dalam penelitian menggunakan purposive sampling. Teknik 

pengumpulan data menggunakan kuesioner dengan menggunakan skala 

likert.Teknik analisis data menggunakan analisis Structural Equation Modeling 

(SEM). Hasil pengujian menemukan bahwa social media interactivity mampu 

menciptakan perceived utilitarian value dan perceived hedonic value. Ditemukan 

pengaruh signifikan social media interactivity terhadap  repeat purchase 

intention, pengaruh yang tidak signifikan perceived utilitarian value terhadap 

repeat purchase intention, pengaruh signifikan perceived hedonic value terhadap 

repeat purchase intention, peran perceived utilitarian value yang tidak mampu 

memediasi hubungan antara social media interactivity terhadap  repeat purchase 

intention, dan ditemukan peran perceived hedonic value yang mampu memediasi 

hubungan antara antara social media interactivity terhadap  repeat purchase 

intention.  

 

 

Kata kunci: model SOR, social media interactivity, perceived utilitarian value, 

perceived hedonic value, repeat purchase intention, produk fashion, generasi z 
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ABSTRACT 

The Implementation of Stimulus Organism Response on Repeat Purchase Intention for 

Fashion Products on Tokopedia (Study of Generation Z in Semarang City). By Diki 

Febrianto Marbun. NIM: 14030120410009. Supervisor 1: Prof. Dr. Drs. Ngatno, M.M; 
Supervisor 2: Dr. Andi Wijayanto, S. Sos, M.Si. Master of Business Administration Study 

Program. Faculty of Social and Political Sciences, Diponegoro University. 

 

 

Tokopedia, one of the famous e-commerce platform in Indonesia, faces challenges 

keeping its user base, especially generation Z, who often migrates to rival e-

commerce platforms. With the SOR model, we can understand how the organism 

(perceived hedonic and utilitarian value) is influenced by the stimulus (social 

media interactivity),  and then influences the response (repeat purchase 

intention). Consumers’ repeat purchase intention usually consequences occur 

consumer perceived value of the products on the e-commerce platform and the 

consumer’s social media interactivity. The intent of the research is to determine 

that Generation Z's intention to return to Tokopedia to shop for fashion 

product influences the Stimulus-Organism-Response (SOR) model. This study uses 

an explanatory and quantitative approach. The sample obtained in this research 

was 100 responden in Semarang City who shopped for fashion products on 

Tokopedia e-commerce. The sampling technique uses a questionnaire using a 

Likert scale. The data analysis technique uses Structural Equation Modeling 

(SEM) analysis. The test results found that social media interactivity was able to 

create perceived utilitarian value and perceived hedonic value. It was found that 

there was a significant influence of social media interactivity on repeat purchase 

intention, an insignificant influence of perceived utilitarian value on repeat 

purchase intention, a significant influence of perceived hedonic value on repeat 

purchase intention, the role of perceived utilitarian value which was unable to 

mediate the relationship between social media interactivity and repeat purchase 

intention. , and found the role of perceived hedonic value which can mediate the 

relationship between social media interactivity and repeat purchase intention. The 

limitations of this research were that it was only conducted on Generation Z 

consumers in Semarang City who shop for fashion products on Tokopedia. 

 

 

Keywords : SOR model, social media interactivity, perceived utilitarian value, 

perceived hedonic value, repeat purchase intention, fashion products, generation 

z 
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