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ABSTRAK 
Kelangkaan minyak goreng di berbagai daerah menyebabkan kepanikan dan 
kecemasan atas terjadinya kelangkaan, sehingga membuat rasa takut pada konsumen, 
hal ini ditambah pemberitaan di media sosial mengenai kelangkaan minyak goreng 
yang terjadi, hal ini memicu perilaku impulsif pada masyarakat. Penelitian ini bertujuan 
untuk melihat gambaran serta pengaruh dari tingkat harga, panic buying, media sosial, 
dan religiositas terhadap impulse buying pada produk minyak goreng. Metode 
penelitian yang digunakan adalah kuantitatif dengan menggunakan metode Structural 
Equation Modeling-Partial Least Square (SEM-PLS) dengan aplikasi SmartPLS. 
Adapun responden dalam penelitian ini merupakan konsumen yang pernah membeli 
minyak goreng di pulau Jawa yang berjumlah 270 orang. Hasil penelitian menunjukkan 
bahwa tingkat harga, panic buying, media sosial, dan impulse buying berada pada 
kategori sedang. Selain itu, variabel harga dan panic buying berpengaruh positif dan 
signifikan terhadap perilaku impulse buying. Sedangkan variabel media sosial dan 
religiositas tidak memiliki pengaruh terhadap perilaku impulse buying. Penelitian ini 
diharapkan mampu memberikan manfaat bagi berbagai pihak dalam meningkatkan 
pemahaman masyarakat mengenai perilaku impulif yang terjadi sehingga dapat 
mengantisipasi dan mengendalikan perilaku tersebut. 
Kata Kunci: Harga, Panic Buying, Media Sosial, Religiositas, Impulse Buying, 
Minyak Goreng 
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ABSTRACT 
The scarcity of cooking oil in various regions causes panic and anxiety over the 
occurrence of scarcity, thus causing fear among consumers, this is coupled with the 
news on social media about the scarcity of cooking oil that occurs, which triggers 
impulsive behavior in the community. This study aims to see the description and 
influence of price levels, panic buying, social media, and religiosity on impulse buying 
of cooking oil products. The research method used is quantitative using the Structural 
Equation Modeling-Partial Least Square (SEM-PLS) method with the SmartPLS 
application. The respondents in this study were consumers who had bought cooking oil 
on the island of Java, totaling 270 people. The results showed that the price level, panic 
buying, social media, and impulse buying were in the medium category. In addition, 
the variables of price and panic buying have a positive and significant effect on impulse 
buying behavior. While the social media and religiosity variables have no influence on 
impulse buying behavior. This research is expected to be able to provide benefits for 
various parties' behaviors in increasing public understanding of the impulses that 
occur so that they can anticipate and control these behaviors. 
 
Keywords: Price, Panic Buying, Social Media, Religiosity, Impulse Buying, Cooking 
Oil 
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