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ABSTRAK 

 

Tujuan dari peneliti adalah untuk mengetahui pengaruh persepsi harga dan self-

control terhadap pembelian impulsif online dengan literasi keuangan sebagai 

variabel moderasi pada Generasi Z di Kota Sampit. 

Peneliti menggunakan pendekatan kuantitatif, pengambilan data menggunakan 

penyebaran kuesioner pada 120 responden Generasi Z di Kota Sampit. Teknik 

analisis yang digunakan adalah Partial Least Square (PLS) dengan bantuan 

perangkat lunak SmartPLS 4.3. 

Hasil pengujian menemukan bahwa persepsi harga berpengaruh positif dan 

signifikan terhadap pembelian impulsif online. Self-control berpengaruh negatif 

dan signifikan terhadap pembelian impulsif online. Literasi keuangan berpengaruh 

negatif dan signifikan terhadap pembelian impulsif online. Selain itu, ditemukan 

bahwa literasi keuangan mampu memperlemah pengaruh persepsi harga terhadap 

pembelian impulsif online, serta mampu memperkuat pengaruh self-control 

terhadap pembelian impulsif online. 

Persepsi harga, self-control, dan literasi keuangan memiliki peran penting dalam 

membentuk perilaku belanja Generasi Z. Literasi keuangan berfungsi sebagai 

landasan kognitif yang mendukung kemampuan individu dalam mengendalikan diri 

dan lebih rasional dalam mempertimbangkan kondisi finansial, sehingga dapat 

menekan dorongan pembelian impulsif secara online di Kota Sampit. 

 

Kata Kunci: Persepsi Harga, Self-Control, Pembelian Impulsif Online, Literasi 

Keuangan, Generasi Z. 
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ABSTRACT 

 

The objective of this research is to investigate the influence of price perception and 

self-control on online impulsive buying, with financial literacy as a moderating 

variable, among Generation Z in Sampit City. 

The researcher employed a quantitative approach, with data collected through 

questionnaires distributed to 120 Generation Z respondents in Sampit City. The 

analysis technique used was Partial Least Square (PLS) facilitated by SmartPLS 

4.3 software. 

The results of the study indicate that price perception has a positive and significant 

effect on online impulsive buying. In contrast, self-control and financial literacy 

have a negative and significant effect on online impulsive buying. Furthermore, the 

findings reveal that financial literacy is able to weaken the influence of price 

perception on online impulsive buying and strengthen the influence of self-control 

on online impulsive buying. 

Price perception, self-control, and financial literacy play a crucial role in shaping 

the shopping behavior of Generation Z. Financial literacy serves as a cognitive 

foundation that supports an individual's ability to exercise self-control and remain 

rational in considering their financial condition, thereby suppressing the urge for 

online impulsive buying in Sampit City. 

 

Keywords: Price Perception, Self-Control, Online Impulsive Buying, Financial 

Literacy, Generation Z. 
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