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ABSTRAK 

Perdagangan melalui social commerce terus berkembang dalam beberapa 

tahun terakhir di indonesia. Ini merupakan model bisnis baru perpaduan dari sosial 

media dan e-commerce dimana memungkinkan untuk penjual dapat berinteraksi 

secara langsung. Penelitian ini berfokus pada perilaku impulse buying konsumen 

pada live shopping pada social commerce Tiktok. Penelitian ini mengusulkan model 

peneltiain berdasarkan kerangka stimulus-organism-response (SOR) untuk 

mengetahui reaksi dan perilaku konsumen setelah adanya rangsangan tertentu. 

Sebanyak 237 kuesioner sampel yang valid dengan pengalaman konsumen 

berbelanja melalui live shopping Tiktok maksimal 2 bulan terakhir diambil. Model 

pengukuran dibuat berdasarkan tanggapan valid dari kuesioner online dengan 

bantuan Structural Equation Modelling (SEM) menggunakan Smart-PLS. Hasil dari 

penelitian ini menunjukan bahwa stimulus attractiveness dan trustworthiness 

berpengaruh positif signifikan terhadap perceived enjoyment. Stimulus purchase 

convenience, product information dan product price berpengaruh positif terhadap 

perceived usefulness. Perceived usefulness berdampak positif terhadap perceived 

enjoyment. Organism perceived usefulness dan perceived enjoyment memiliki 

pengaruh terhadap urge to buy impulsively. Dalam penelitian ini ditemukan bahwa 

konsumen dalam live shopping di social commerce cenderung lebih mudah 

melakukan impulse buying karena terjadinya dorongan dari host live shopping 

dalam waktu singkat. 

Kata Kunci: Impulse Buying, Social Commerce, Live Shopping, Online Shopping. 
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ABSTRACT 

In recent years, social commerce has been continuously growing in 

Indonesia. This constitutes a novel business model, integrating aspects of social 

media and e-commerce, enabling direct interactions for sellers. This research 

primarily focuses on consumer impulse buying behavior in the context of live 

shopping on Tiktok, a social commerce platform. The study proposes an 

investigative model based on the Stimulus-Organism-Response (SOR) framework 

to elucidate consumer reactions and behaviors following specific stimuli. A total of 

237 valid questionnaires were collected from consumers with a maximum of 2 

months of experience in shopping via Tiktok's live shopping feature. The 

measurement model was constructed based on valid responses from online 

questionnaires, utilizing Structural Equation Modeling (SEM) with the assistance 

of Smart-PLS. The results of this research indicate that stimulus attractiveness and 

trustworthiness have a significantly positive influence on perceived enjoyment. 

Stimulus purchase convenience, product information, and product price positively 

affect perceived usefulness. Perceived usefulness has a positive impact on perceived 

enjoyment. Organism perceived usefulness and perceived enjoyment both influence 

the urge to buy impulsively. This study reveals that consumers in live shopping on 

social commerce platforms are inclined to engage in impulse buying more readily 

due to the prompt encouragement provided by live shopping hosts. 

Keywords: Impulse Buying, Social Commerce, Live Shopping, Online Shopping. 
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