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ANALISIS PERILAKU KONSUMEN PADA SHOPEE LIVE 
PRODUK SKINTIFIC 

 
 Vanessya Anggraini 

ABSTRAK 
 
Pertumbuhan e-commerce di Indonesia meningkat pesat, dengan Shopee menjadi 
salah satu platform utama. Fitur Shopee Live memungkinkan penjual melakukan 
siaran langsung untuk mempromosikan produk. Skintific, merek perawatan kulit 
asal Kanada, berhasil memanfaatkan Shopee Live dan populer di Indonesia. 
Penelitian ini menganalisis perilaku konsumen terhadap produk Skintific di Shopee 
Live menggunakan metode kualitatif deskriptif dan studi kasus. Data dikumpulkan 
melalui wawancara terstruktur dan dianalisis menggunakan teknik Pattern 
Matching, Axial Coding, dan Selective Coding. Hasil penelitian ini menunjukkan 
bahwa promosi penjualan dan komunikasi pemasaran memiliki peran signifikan 
dalam mempengaruhi perilaku konsumen, termasuk perilaku impulsive buying. 
Promosi seperti voucher cashback dan diskon khusus dapat memicu impulsive 
buying dengan memberikan insentif finansial yang menarik konsumen untuk 
membeli segera. Terdapat beberapa jenis impulsive buying: Planned Impulsive, 
Suggestion Effect, dan Reminder Effect. Shopee Live menggunakan komunikasi 
persuasif, testimoni, dan ulasan positif untuk mendorong impulsive buying, dengan 
host yang terampil menciptakan antusiasme melalui penjelasan produk dan 
penawaran diskon. 
 
Kata kunci: E-Commerce, Impulsive buying, Komunikasi, Komunikasi Persuasif, 
Shopee Live. 
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CONSUMER BEHAVIOR ANALYSIS ON SHOPEE LIVE FOR 
SKINTIFIC PRODUCTS 

 
 Vanessya Anggraini 

 

ABSTRACT (English) 
 
The growth of e-commerce in Indonesia has been rapid, with Shopee emerging as 
one of the main platforms. Shopee Live feature allows sellers to conduct live 
broadcasts to promote products. Skintific, a skincare brand from Canada, 
successfully utilized Shopee Live and gained popularity in Indonesia. This research 
analyzes consumer behavior towards Skintific products on Shopee Live using 
qualitative descriptive methods and a case study approach. Data was collected 
through structured interviews and analyzed using Pattern Matching, Axial Coding, 
and Selective Coding techniques. The findings indicate that sales promotions and 
marketing communications significantly influence consumer behavior, including 
impulsive buying behavior. Promotions such as cashback vouchers and special 
discounts can trigger impulsive buying by providing attractive financial incentives 
for immediate purchases. Several types of impulsive buying were identified: 
Planned Impulsive, Suggestion Effect, and Reminder Effect. Shopee Live utilizes 
persuasive communication, testimonials, and positive reviews to stimulate 
impulsive buying, with skilled hosts generating enthusiasm through product 
explanations and discount offers. 
 

Keywords: Communication, E-Commerce, Impulsive buying, Persuasive 

Communication, Shopee Live. 
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