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Abstract: This study examines the factors that influence teenager 
women Muslims (muslimah) of K-Pop fans' behavior in Surabaya 
regarding impulsive buying, the role of Twitter in eliciting their 
impulsive buying behavior, and to comprehend their under-
standing about the impact of impulsive buying as well. Using a 
virtual ethnographic approach, the findings have revealed that 
that impulsive buying behavior was influenced by friendship and 
the convenience facilities provided by Twitter related to informa-
tion and promotions about K-Pop merchandise. This gave rise to a 
new culture of impulsive buying. However, teenager Muslim 
women of K-Pop fans are actually aware that impulsive buying 
behavior violates religious norms. Therefore, their behavior in 
purchasing K-Pop merchandise is based on rational choices.  

Keywords: Virtual ethnography, impulsive buying, K-pop fandom, 
young Muslimah. 

Abstrak: Studi ini bertujuan menelusuri faktor-faktor yang 
mempengaruhi remaja Muslimah penggemar K-Pop berperilaku 
impulsive buying, peran Twitter dalam memunculkan perilaku 
impulsive buying, dan pemahaman remaja Muslimah pada 
dampak perilaku impulsive buying. Studi kualitatif ini 
menggunakan pendektan etnografi virtual, yakni melibatkan diri 
pada aktivitas remaja Muslimah penggemar K-Pop di Surabaya. 
Penggalian data melalui penelusuran online, observasi informan 
di Twitter, dan indepth interview baik online maupun offline. 
Penelitian ini menunjukkan bahwa perilaku impulsive buying 
dipengaruhi lingkungan pertemanan dan kemudahan twitter 
memberikan informasi dan promosi tentang merchandise K-Pop, 
Twitter dan penggemar K-Pop secara bersama menciptakan 
budaya baru impulsive buying, remaja Muslimah penggemar K-
Pop menyadari bahwa perilaku impulsive buying menyalahi 
norma agama. Oleh karenanya, dalam pembelian Merchandise K-
Pop, mereka lebih mengedepankan rasionalitas. 
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