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ABSTRAKSI

Penelitian ini bertujuan untuk menguji dan menganalisis Pengaruh Sales
Promotion dan Live Streaming terhadap Impulse Buying dengan Positive Emotion
sebagai Variabel Intervening pada marketplace shopee. Pengumpulan data dilakukan
dengan kuesioner dengan menggunakan skala likert. Sampel dalam penelitian ini
sebanyak 170 responden. Teknik pengambilan sampel dengan menggunakan teknik
purposive sampling. Teknik analisis data menggunakan teknik analisis deskriptif dan
statistik yang diuji menggunakan Structural Equation Model (SEM) dengan metode
Partial Las Square (PLS) meliputi uji outer model, uji inner model dan uji hipotesis
serta uji kebaikan dan kecocokan model dengan bantuan program SmartPLS3. Hasil
uji hipotesis Sales Promotion berpengaruh signifikan terhadap Positive Emotion, Live
Streaming berpengaruh signifikan terhadap Positive Emotion, Sales Promotion tidak
berpengaruh signifikan terhadap Impulse Buying, Live Streaming berpengaruh
signifikan terhadap Impulse Buying, Positive Emotion berpengaruh signifikan
terhadap Impulse Buying, Sales Promotion berpengaruh signifikan terhadap Impulse
Buying melalui Positive Emotion sebagai variabel intervening, serta Live Streaming
berpengaruh signifikan terhadap Impulse Buying melalui Positive Emotion sebagai
variabel intervening. Nilai R square variabel Positive Emotion sebesar 0,501 artinya
sebesar 50,1% variabel Positive Emotion dapat dijelaskan oleh variabel Sales
Promotion dan Live Streaming serta Nilai R square variabel Impulse Buying sebesar
0,425 artinya sebesar 42,5% wvariabel Impulse Buying dapat dijelaskan oleh variabel
Sales Promotion, Live Streaming dan Positive Emotion sedangkan sebesar 57,5%
(100% - 42,5%) dapat dijelaskan oleh variabel lain yang tidak ada dalam model
penelitian ini.

Kata kunci: Sales Promotion, Live Streaming, Positive Emotion, dan Impulse Buying
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ABSTRACT

This study aims to test and analyze the Influence of Sales Promotion and
Live Streaming on Impulse Buying with Positive Emotion as an Intervening
Variable on the Shopee marketplace. Data collection was carried out using a
questionnaire using a Likert scale. The sample in this study was 170 respondents.
The sampling technique used purposive sampling technique. The data analysis
technique used descriptive and statistical analysis techniques tested using the
Structural Equation Model (SEM) with the Partial Las Square (PLS) method
including outer model tests, inner model tests and hypothesis tests as well as
goodness of fit and model fit tests with the help of the SmartPLS3 program. The
results of the hypothesis test Sales Promotion has a significant effect on Positive
Emotion, Live Streaming has a significant effect on Positive Emotion, Sales
Promotion does not have a significant effect on Impulse Buying, Live Streaming
has a significant effect on Impulse Buying, Positive Emotion has a significant
effect on Impulse Buying, Sales Promotion has a significant effect on Impulse
Buying through Positive Emotion as an intervening variable, and Live Streaming
has a significant effect on Impulse Buying through Positive Emotion as an
intervening variable. The R square value of the Positive Emotion variable is
0.501, meaning that 50.1% of the Positive Emotion variable can be explained by
the Sales Promotion and Live Streaming variables, and the R square value of the
Impulse Buying variable is 0.425, meaning that 42.5% of the Impulse Buying
variable can be explained by the Sales Promotion, Live Streaming and Positive
Emotion variables, while 57.5% (100% - 42.5%) can be explained by other
variables that are not in this research model.

Keywords: Sales Promotion, Live Streaming, Positive Emotion, and Impulse Buying
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