
x 

DAFTAR ISI 

PERSETUJUAN SKRIPSI ................................................................................... ii 
PENGESAHAN KELULUSAN UJIAN .............................................................. iii 

PERNYATAAN ORISINALITAS SKRIPSI ..................................................... iv 

MOTTO DAN PERSEMBAHAN ......................................................................... v 

ABSTRACT .......................................................................................................... vi 
ABSTRAK ........................................................................................................... vii 

KATA PENGANTAR ........................................................................................ viii 
DAFTAR ISI ........................................................................................................... x 

DAFTAR TABEL ............................................................................................... xiv 

DAFTAR GAMBAR .......................................................................................... xvi 

DAFTAR LAMPIRAN ..................................................................................... xvii 
BAB I  PENDAHULUAN ...................................................................................... 1 

1.1 Latar Belakang ...................................................................................... 1 

1.2 Research Gap ........................................................................................ 7 

1.3 Rumusan Masalah ............................................................................... 10 

1.4 Tujuan Penelitian ................................................................................. 11 

1.5 Manfaat Penelitian .............................................................................. 12 

BAB II  TINJAUAN PUSTAKA ......................................................................... 14 

2.1 The Commitment-Trust Theory of Relationship (CTTR) .................... 14 

2.2 Pengembangan Variabel ...................................................................... 15 

2.2.1 Urge To Buy Impulsively .............................................................. 15 

2.2.2 Convenience ................................................................................. 16 

2.2.3 Influencer Credibility ................................................................... 18 

2.2.4 Trust ............................................................................................. 19 

2.2.5 Attitude Toward Influencer Ads .................................................... 20 

2.2.6 Perceived Enjoyment .................................................................... 21 

2.3 Hubungan Antar Variabel ................................................................... 23 

2.3.1 Pengaruh Convenience Terhadap Perceived Enjoyment .............. 23 

2.3.2 Pengaruh Perceived Enjoyment Terhadap Urge To Buy 
Impulsively .................................................................................... 24 

2.3.3 Pengaruh Influencer Credibility Terhadap Attitude Toward 
Influencer Ads ............................................................................... 26 

2.3.4 Pengaruh Trust Terhadap Attitude Toward Influencer Ads .......... 28 

2.3.5 Pengaruh Attitude Toward Influencer Ads Terhadap Urge To 
Buy Impulsively ........................................................................... 29 



xi 

2.4 Kerangka Penelitian ............................................................................ 32 

BAB III  METODE PENELITIAN .................................................................... 33 

3.1 Variabel Penelitian dan Definisi Operasional Variabel ...................... 33 

3.1.1 Variabel Penelitian ....................................................................... 33 

3.1.1.1 Variabel Bebas (independent) ............................................... 33 

3.1.1.2 Variabel Mediasi (intervening) ............................................. 34 

3.1.1.3 Variabel Terikat (dependent) ................................................ 34 

3.1.2 Definisi Operasional ..................................................................... 34 

3.2 Populasi dan Sampel ........................................................................... 39 

3.3 Jenis Data dan Sumber Data ................................................................ 40 

3.3.1 Jenis Data ..................................................................................... 40 

3.3.2 Sumber Data ................................................................................. 40 

3.4 Metode Pengumpulan Data ................................................................. 40 

3.4.1 Kuesioner ..................................................................................... 40 

3.5 Metode Analisis ................................................................................... 42 

3.5.1 Metode Pengolahan Data .............................................................. 42 

3.5.2 Metode Penyajian Data ................................................................. 43 

3.5.3 Metode Statistik Data ................................................................... 43 

3.5.3.1 Analisis Deskriptif ................................................................ 43 

BAB IV HASIL PENELITIAN DAN ANALISIS DATA ................................. 52 

4.1 Deskripsi Objek Penelitian .................................................................. 52 

4.1.1 Deskripsi Umum Objek Penelitian ............................................... 52 

4.1.2 Deskripsi Umum Responden ........................................................ 53 

4.1.2.1 Kategorisasi Responden berdasarkan Profil Identitas .......... 53 

4.1.3 Analisis Indeks Jawaban Responden ............................................ 57 

4.1.4 Analisis Indeks Jawaban Convenience ......................................... 58 

4.1.4.1 Analisis Indeks Jawaban Influencer Credibility ................... 60 

4.1.4.2 Analisis Indeks Jawaban Trust ............................................. 62 

4.1.4.3 Analisis Indeks Jawaban Perceived Enjoyment .................... 64 

4.1.4.4 Analisis Indeks Jawaban Attitude Towards Influencer Ads .. 65 

4.1.4.5 Analisis Indeks Jawaban Urge To Buy Impulsively .............. 67 

4.2 Analisis Data ....................................................................................... 69 

4.2.1 Uji Asumsi Klasik ........................................................................ 69 

4.2.1.1 Uji Normalitas ...................................................................... 69 

4.2.1.2 Uji Multikolinearitas dan Singularitas ................................. 71 

4.2.2 Uji Model Pengukuran (Outer Model) ......................................... 71 



xii 

4.2.2.1 Convergen Validity ............................................................... 71 

4.2.2.2 Standardized Regression Weights: (Group number 1 - 
Default model) ...................................................................... 72 

4.2.2.3 Discriminant Validity dan Composite Reliability (Cronbach’s 
Alpha) ................................................................................... 73 

4.2.3 Uji Model Struktural (Inner Model) ............................................. 75 

4.2.3.1 Uji Path Coefficient .............................................................. 75 

4.2.3.2 Uji Kecocokan Model (Goodness of Fit) .............................. 75 

4.2.4 Uji Hipotesis ................................................................................. 76 

4.2.4.1 Uji Hipotesis 1 ...................................................................... 77 

4.2.4.2 Uji Hipotesis 2 ...................................................................... 77 

4.2.4.3 Uji Hipotesis 3 ...................................................................... 78 

4.2.4.4 Uji Hipotesis 4 ...................................................................... 78 

4.2.4.5 Uji Hipotesis 5 ...................................................................... 78 

4.2.5 Uji Mediasi (Sobel Test) ............................................................... 79 

4.2.5.1 Uji Sobel Pengaruh Convenience terhadap Urge To Buy 
Impulsive Melalui Perceived Enjoyment .............................. 79 

4.2.5.2 Uji Sobel Pengaruh Influencer Credibility terhadap Urge 
To Buy Impulsive Melalui Attitude Toward Influencer Ads
 .............................................................................................. 80 

4.2.5.3 Uji Sobel Pengaruh Trust terhadap Urge To Buy 
Impulsive Melalui Attitude Toward Influencer Ads ............. 80 

4.3 Interpretasi Hasil .................................................................................. 82 

4.3.1 Pengaruh Convenience terhadap Perceived Enjoyment ................ 82 

4.3.2 Pengaruh Perceived Enjoyment terhadap Urge To Buy Impulsively
 ...................................................................................................... 83 

4.3.3 Pengaruh Influencer Credibility terhadap Attitude Toward 
Influencer Ads ............................................................................... 84 

4.3.4 Pengaruh Trust terhadap Attitude Toward Influencer Ads ........... 85 

4.3.5 Pengaruh Attitude Toward Influencer Ads terhadap Urge To Buy 
Impulsively .................................................................................... 85 

4.3.6 Pengaruh Convenience terhadap Urge To Buy Impulsive 
Melalui Perceived Enjoyment ....................................................... 86 

4.3.7 Pengaruh Influencer Credibility terhadap Urge To Buy 
Impulsive Melalui Attitude Toward Influencer Ads ...................... 86 

4.3.8 Pengaruh Trust terhadap Urge To Buy Impulsive Melalui Attitude 
Toward Influencer Ads ................................................................. 87 

BAB V  PENUTUP ............................................................................................... 88 

5.1 Kesimpulan ......................................................................................... 88 



xiii 

5.1.1 Kesimpulan Atas Diterimanya Hipotesis ..................................... 88 

5.1.2 Kesimpulan Masalah Penelitian ................................................... 90 

5.2 Implikasi Teoritis ................................................................................ 91 

5.2.1 Implikasi Manajerial .................................................................... 92 

5.2.2 Keterbatasan ................................................................................. 94 

5.2.3 Saran Untuk Penelitian Mendatang .............................................. 95 

DAFTAR PUSTAKA ........................................................................................... 97 

LAMPIRAN A .................................................................................................... 109 

LAMPIRAN B .................................................................................................... 115 

LAMPIRAN C .................................................................................................... 117 

LAMPIRAN D .................................................................................................... 118 

 
  


