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PENGARUH SOCIAL PRESENCE, SALES PROMOTION, FLOW 

EXPERIENCE, TIME AVAILABILITY, DAN MONEY 

AVAILABILITY TERHADAP IMPULSIVE BUYING BEHAVIOR 

PADA PENONTON LIVESTREAMING SHOPEE LIVE 

 (Irhan Arizki) 

ABSTRAK 

 

 Fenomena livestreaming commerce pada platform Shopee Live 

memberikan pengalaman belanja interaktif yang mampu memengaruhi perilaku 

pembelian spontan konsumen. Namun, efektivitasnya tidak selalu optimal, terlihat 

dari menurunnya jumlah penonton dan tingkat keterlibatan pada platform Shopee 

Live. Penelitian ini dilakukan untuk menganalisis faktor-faktor yang memengaruhi 

Impulsive Buying Behavior dengan berfokus pada Social Presence, Sales 

Promotion, Flow Experience, Time Availability, dan Money Availability. Penelitian 

menggunakan metode kuantitatif dengan pendekatan Structural Equation Modeling 

(SEM-PLS) serta berlandaskan teori S-O-R sebagai kerangka utama dalam 

memahami hubungan antar variabel. 

 Hasil penelitian menunjukkan bahwa Social Presence dan Sales Promotion 

berpengaruh signifikan terhadap Flow Experience. Flow Experience juga terbukti 

meningkatkan perilaku pembelian impulsif secara signifikan. Selain itu, Social 

Presence dan Sales Promotion memiliki pengaruh langsung terhadap Impulsive 

Buying. Di sisi lain, Time Availability terbukti memoderasi hubungan antara Flow 

Experience dan Impulsive Buying, sedangkan Money Availability tidak 

menunjukkan efek moderasi. Temuan ini menegaskan bahwa interaksi sosial, 

promosi menarik, serta pengalaman flow merupakan faktor utama yang mendorong 

pembelian impulsif dalam konteks livestreaming commerce. 

 

Kata kunci: Social Presence, Sales Promotion, Flow Experience, Impulsive 

Buying Behavior.  
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 (Irhan Arizki) 

 

ABSTRACT 

 

 The rise of livestreaming commerce on platforms such as Shopee Live has 

created an interactive shopping experience that significantly influences consumers’ 

spontaneous purchasing behavior. However, its effectiveness is not always optimal, 

as seen from the decreasing number of viewers and engagement levels on the 

Shopee Live platform. This study aims to examine the factors influencing Impulsive 

Buying Behavior, focusing on Social Presence, Sales Promotion, Flow Experience, 

Time Availability, and Money Availability. A quantitative approach was employed 

using Structural Equation Modeling (SEM-PLS), with the S-O-R theory serving as 

the primary framework for analyzing the causal relationships between variables. 

 The results reveal that both Social Presence and Sales Promotion 

significantly increase Flow Experience. Flow Experience also has a strong positive 

effect on Impulsive Buying Behavior. In addition, Social Presence and Sales 

Promotion demonstrate significant direct effects on Impulsive Buying. 

Furthermore, Time Availability is found to moderate the relationship between Flow 

Experience and Impulsive Buying, while Money Availability shows no moderating 

effect. Overall, the findings highlight the essential role of social interaction, 

promotional stimuli, and immersive Flow Experiences in driving impulsive 

purchases within the livestreaming commerce context. 

 

Keywords: Social Presence, Sales Promotion, Flow Experience, Impulsive Buying 

Behavior. 
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