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Analisis Pengaruh Attractiveness, Trustworthiness, Expertise,
Product Usefulness, Purchase Convenience, Product Price,
Perceived Enjoyment dan Perceived Usefulness terhadap Urge to

Buy Implusively Tiktok Live Streaming

(Yosea Immanuel Hartanto)

ABSTRAK

Perkembangan internet terus maju dengan cepat, mengubah banyak aspek
kehidupan sehari-hari. Di Indonesia, penggunaan aktif media sosial semakin
meningkat, bukan hanya untuk bersosialisasi tetapi juga sebagai platform
untuk promosi produk dan jasa. Belanja online sudah menjadi kebiasaan yang
lazim, dianggap memberikan kemudahan yang besar dalam berbelanja.
Teknologi dan internet juga memunculkan fitur baru seperti Live Streaming,
yang memungkinkan koneksi langsung dengan e-commerce dan media sosial.
Fitur ini menawarkan keunggulan dalam penghematan biaya, tenaga, dan
waktu.

Penelitian ini bertujuan untuk mengetahui minat masyarakat terhadap
pembelian menggunakan fitur Tiktok Live Streaming dari, dengan menerapkan
teori Stimulus-Organism-Response. Pendekatan penelitian yang digunakan
adalah deskriptif dengan penggunaan sampel non-probabilitas tipe
Judgemental sampling. Responden yang terlibat adalah pria dan wanita di atas
17 tahun, tinggal di Jakarta dan Tangerang, mengetahui tentang "Live
Streaming" di e-commerce, pernah menyaksikan Tiktok Live Streaming , dan
telah melakukan pembelian melalui fitur tersebut dalam satu bulan terakhir.
Dari 180 responden yang terlibat, temuan penelitian menunjukkan bahwa daya
tarik, kepercayaan, keahlian, serta kegunaan produk secara positif
memengaruhi kesenangan dan kegunaan, yang pada akhirnya memengaruhi
keinginan untuk membeli secara impulsif dan kenyamanan pembelian. Harga
produk tidak memiliki dampak positif terhadap keinginan beli impulsif dalam
konteks fitur Tiktok Live Streaming.
Kata kunci: Teknologi, Live Streaming, Pembelian Impulsif
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Analysis of the Influence of Attractiveness, Trustworthiness,
Expertise, Product Usefulness, Purchasing Convenience, Product
Price, Perceived Enjoyment and Perceived Usefulness on the Urge

to Buy Impulsively Tiktok Live Streaming

(Yosea Immanuel Hartanto)

ABSTRACT (English)

Internet development continues to advance rapidly, changing many aspects
of daily life. In Indonesia, active use of social media is increasing, not only for
socializing but also as a platform for promoting products and services. Online
shopping has become a common habit, considered to provide great
convenience in shopping. Technology and the internet have also given rise to
new features such as Live Streaming, which allows direct connection with e-
commerce and social media. This feature offers advantages in saving costs,
effort and time.

This research aims to determine people's interest in purchasing using the
TikTok Live Streaming feature, by applying the Stimulus-Organism-Response
theory. The research approach used is descriptive using a non-probability
sample of the Judgmental sampling type. The respondents involved were men
and women over 17 years old, lived in Jakarta and Tangerang, knew about
"Live Streaming" in e-commerce, had watched Tiktok Live Streaming, and had
made purchases through this feature in the last month. Of the 180 respondents
involved, research findings showed that Attractiveness, Trustworthiness,
Expertise, and Product Usefulness positively influenced enjoyment and
usefulness, which ultimately influenced the desire to buy impulsively and
Purchase Convenience. Product Price does not have a positive impact on
impulse buying intentions in the context of the TikTok Live Streaming feature.

Keywords: Technology, Live Streaming, Impulse Buying.
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