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ABSTRAK

Perkembangan [live streaming commerce di platform TikTok telah menjadi
fenomena penting dalam perilaku konsumen, khususnya di kalangan Generasi Z.
Fitur ini memungkinkan interaksi langsung antara streamer dan konsumen dalam
proses pembelian produk fashion, yang kerap kali memicu pembelian impulsif.
Penelitian ini bertujuan untuk mengidentifikasi dan menganalisis faktor-faktor yang
mendorong perilaku pembelian impulsif dalam /live streaming commerce TikTok
pada Generasi Z di Indonesia dengan menggunakan pendekatan Stimulus-
Organism-Response (S-O-R). Penelitian ini melibatkan 413 responden Generasi Z
yang pernah membeli produk fashion melalui TikTok live streaming. Teknik
pengambilan sampel menggunakan purposive sampling dan analisis data dilakukan
dengan metode PLS-SEM melalui perangkat lunak SmartPLS 4. Variabel stimulus
mencakup attractiveness, trustworthiness, expertise, product usefulness, purchase
convenience, dan product price. Variabel organism terdiri dari perceived usefulness
dan perceived enjoyment, sedangkan variabel respons adalah wurge to buy
impulsively. Hasil penelitian menunjukkan bahwa perceived enjoyment memiliki
pengaruh paling kuat terhadap dorongan pembelian impulsif, disusul oleh perceived
usefulness. Selain itu, daya tarik, kepercayaan, dan keahlian streamer berpengaruh
signifikan terhadap perceived enjoyment, sedangkan kegunaan produk, kemudahan
pembelian, dan harga produk berpengaruh terhadap perceived usefulness. Namun,
tidak ditemukan pengaruh yang signifikan antara perceived usefulness terhadap
perceived enjoyment. Temuan ini menegaskan bahwa faktor emosional dan
pengalaman interaktif lebih dominan mendorong pembelian impulsif daripada
pertimbangan rasional. Penelitian ini memberikan implikasi praktis bagi pelaku
bisnis dalam merancang strategi pemasaran berbasis pengalaman, khususnya pada
platform TikTok yang menargetkan konsumen Generasi Z melalui pendekatan
visual, interaktif, dan emosional.

Kata Kunci: Live Streaming Commerce, TikTok, Generasi Z, Pembelian Impulsif,
S-O-R
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ABSTRACT

The rapid growth of live streaming commerce on TikTok has emerged as a
significant shift in consumer behavior, particularly among Generation Z. This
feature enables real-time interaction between streamers and consumers during the
purchasing process, often triggering impulsive buying behavior. This study aims to
identify and analyze the key factors that drive impulsive purchases of fashion
products during TikTok live streaming sessions among Generation Z in Indonesia,
using the Stimulus-Organism-Response (S-O-R) framework. The research involved
413 respondents from Generation Z who had previously made fashion purchases
through TikTok live streaming. A purposive sampling technique was employed, and
the data were analyzed using Partial Least Squares Structural Equation Modeling
(PLS-SEM) with SmartPLS 4. The stimulus variables include attractiveness,
trustworthiness, expertise, product usefulness, purchase convenience, and product
price. The organism variables consist of perceived usefulness and perceived
enjoyment, while the response variable is the urge to buy impulsively. The findings
reveal that perceived enjoyment exerts the strongest influence on the urge to buy
impulsively, followed by perceived usefulness. Furthermore, the attractiveness,
trustworthiness, and expertise of the streamer significantly affect perceived
enjoyment. Meanwhile, product usefulness, purchase convenience, and product
price influence perceived usefulness. However, perceived usefulness does not
significantly affect perceived enjoyment. These results highlight that emotional
responses and interactive experiences are more influential in triggering impulsive
buying than rational evaluations. This study offers practical insights for businesses
in designing experience-based marketing strategies, particularly on TikTok, by
emphasizing visually engaging, emotionally resonant, and highly interactive live
streaming content tailored for Generation Z consumers.

Keywords: Live Streaming Commerce, TikTok, Generation Z, Impulsive Buying, S-
O-R
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