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Pembelian Produk Fashion di TikTok : Analisis Pengaruh Live streaming
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ABSTRAK

Terdapat berbagai faktor yang dapat menyebabkan perilaku impulsive buying di kalangan
wanita muslimah generasi Z dan Y di Jawa Barat ketika melakukan pembelian di TikTok
Shop. Penelitian ini bertujuan untuk mengetahui gambaran serta pengaruh live streaming,
flashsale, religiositas dan positive emotion terhadap perilaku impulsive buying pembelian
produk fashion di TikTok. Metode penelitian yang digunakan adalah deskriptif kuantitatif
dengan metode analisis SEM-PLS dan alat analisis yang digunakan adalah SmartPLS serta
jumlah sampel yang diambil sebanyak 250 responden. Hasil penelitian menunjukkan
bahwa variabel live streaming, flash sale, dan positive emotion berpengaruh positif
terhadap perilaku impulsive buying pembelian produk fashion di TikTok. Sedangkan
variabel religiositas berpengaruh negatif terhadap perilaku impulsive buying pembelian
produk fashion di TikTok. Hasil temuan lain yaitu dimana positive emotion mampu
memediasi variabel flash sale dan religiositas terhadap perilaku impulsive buying
pembelian produk fashion di TikTok. Namun positive emotion tidak mampu memediasi /ive
streaming terhadap perilaku impulsive buying pembelian produk fashion di TikTok. Selain
memberikan gambaran yang lebih luas tentang perilaku impulsive buying, hasil penelitian
ini menunjukkan bahwa belanja dengan pengendalian diri diperlukan saat melakukan
pembelian di TikTok. Ini akan membantu pengguna TikTok menghindari jebakan yang
dikemas dalam program live streaming dan flash sale.

Kata Kunci: Live streaming , Flash sale , Religiositas, Positive emotion , Impulsive
buying
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Rosita Syahrani Baharuddin (2001155) “Impulsive Buying  Behavior in
Purchasing Fashion Products on TikTok: Analysis of the Influence of Live
streaming Shopping, Flash sale Program, Religiosity and Positive emotion as
Intervening Variables " Supervisor Rida Rosida BS.,M,Sc.

ABSTARCT

There are various factors that can cause impulsive buying behavior among Muslim women
generation Z and Y in West Java when making purchases at TikTok Shop. This study aims
to determine the description and influence of live streaming, flash sales, religiosity and
positive emotions on impulsive buying behavior of purchasing fashion products on TikTok.
The research method used is quantitative descriptive with the SEM-PLS analysis method
and the analysis tool used is SmartPLS and the number of samples taken is 250
respondents. The results of the study indicate that the variables live streaming, flash sales,
and positive emotions have a positive effect on impulsive buying behavior of purchasing
fashion products on TikTok. While the variable religiosity has a negative effect on impulsive
buying behavior of purchasing fashion products on TikTok. Another finding is that positive
emotions are able to mediate flash sale and religiosity on impulsive buying behavior of
purchasing fashion products on TikTok. However, positive emotions are not able to mediate
live streaming on impulsive buying behavior of purchasing fashion products on TikTok. In
addition to providing a broader picture of impulsive buying behavior, the results of this
study indicate that shopping with self-control is needed when making purchases on TikTok.
This will help TikTok users avoid the traps packaged in live streaming and flash sale
programs.

Keywords : Live streaming , Flash sale , Religiosity, Positive emotion , Impulsive buying
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