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CHAPTER 5 

CONCLUSION 

           In this chapter, the conclusions of the results of the research that has been 

conducted will be stated, namely the analysis of the influence of social presence 

and sales promotion on flow experience and influence of flow experience on 

consumers' impulsive buying behaviour. In addition, suggestions for further 

research learning, managerial implications, and research limitations faced by 

author while conducting this research will also be presented. 

5.1     CONCLUSION 

      The conclusions obtained from the results of the research and discussion 

that has been carried out are as follows: 

5.1.1  Considering the Respondent's Characteristic Analysis  

1. There were 206 respondents processed in this study. 

2. Based on the gender characteristics of the respondents, most of the 

respondents were female (84% of respondents) while the rest were male (16% 

of respondents). 

3. Based on the age characteristics of the respondents, most respondents were 

aged 18-25 years (81.1% of respondents). 

4. Based on the characteristics of the type of work of the respondents, most of 

the respondents were still students (78.2% of respondents). 

5. Based on the characteristics of the respondents’ income, most of them have 

an income of Rp 1,000,001 - Rp 3,000,000 (44.7% of respondents). 

6. Based on the characteristics of the respondents' expenditure to shop on 

TikTok live streaming, most of them have an expenditure of < Rp 300,000 (60.7% 

of respondents). 
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5.1.2  Considering PLS-SEM Results 

1. H1 which states that social presence influence the flow experience is accepted 

(H1 accepted). The results show that when consumers have a high social 

presence, the flow experience will also increase. 

2. H2 which states that sales promotion influence flow experience is accepted 

vexperience high sales promotion, their flow experience will also increase. 

3. H3 which states that flow experience influence consumers' impulsive buying 

behaviour is accepted (H3 accepted). The results showed that when consumers 

experience a high flow experience, impulsive buying behaviour will also 

increase. 

5.2     MANAGERIAL IMPLICATION 

      Researchers hope that this research can provide an overview and benefits 

in developing live streaming promotions especially for TikTok platform 

developers and merchants, and things consumers need to be aware of pertaining 

their purchase decision. From the research findings that have been stated, there 

are several practical implications proposed, namely: 

1. From the findings in this study, it is found that social presence and sales 

promotion have a positive and significant influence on impulsive buying 

behaviour. Therefore, merchants are expected to increase their understanding of 

the factors that can trigger impulsive buying behaviour. Social presence 

emphasises how customers feel as if the seller's presence is real because they 

can interact in real-time. Merchants should train themselves to be able to 

maintain warm and interactive interactions with their viewers over time. In 

addition to the entertaining and interactive behaviour of the seller, designing the 

live streaming space like a real store setting can increase the interest of the 

audience as it builds an ambience of being in a real store which contributes to 

social presence. Merchants must be able to answer questions related to the 

products being sold as well as recommendations for consumers based on their 

needs. They also need to be able to convince consumers that the products sold 
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are worth buying and have a competitive advantage compared to other similar 

products. In relation to sales promotion, sellers must always remind the 

audience of ongoing promos and the benefits that will be obtained when buying 

with promos. Displaying the products being sold will also increase consumer 

confidence in the original condition of the products. 

2. In addition to seeking to educate merchants on the factors that influence 

consumers' impulsive buying behaviour on TikTok live streaming, this research 

also does not exclude the fact that TikTok platform developers must also be able 

to understand the latest consumer trends. TikTok platform developers through 

their collaboration with parties such as merchants who sell on TikTok by 

utilising the live streaming feature, are expected to understand the features that 

sellers need in the future. Not only for the benefit of sellers, platform developers 

must ensure that all transactions made through the TikTok platform have easy 

and safe procedures, so that more people are interested in shopping and trust 

TikTok as a trusted shopping platform. TikTok platform developers are also 

expected to pay attention to the User Interface of the TikTok application, so that 

consumers can use this application both for entertainment and shopping 

purposes easily, comfortably, and efficiently. 

3. Apart from this research which studied and tried to educate merchants to be 

able to master the factors supporting impulsive behaviour in consumers, the 

researcher also dedicates this research to the readers who are also consumers on 

a daily basis. As times evolve, companies are trying to adapt their selling and 

marketing techniques to suit the preferences of today's consumers, who prefer 

to shop online. To maximise consumers' online shopping experience, a live 

streaming shopping feature was created so that consumers can still feel the 

presence of sellers and interact with real humans. Convenient shopping 

experiences accompanied by attractive promos cause consumers to often get 

carried away and become too impulsive in making purchases. Therefore, users 

of the TikTok live streaming shopping platform are expected to be more careful 

in sorting and considering their purchases. Although the products and promos 
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offered are often very tempting for consumers, consumers must remain wise in 

buying. Before deciding to buy a product, consumers must ensure that the 

product purchased can fulfil its function for the long term and not just because 

they are solely tempted by promos. 

5.3     RESEARCH LIMITATION 

1. This research only focuses on the phenomenon of impulse buying by 

consumers in Indonesia. This causes the results obtained from this study to be 

unable to be generalised to consumers with a larger scope. 

2. This research object in this study is limited to only the live streaming in the 

TikTok application. This causes the research results to still not provide an 

overview of other live streaming applications with similar features that can 

produce different results from this study. 

3. The variables studied are still limited to only four variables, namely social 

presence, sales promotion, and flow experience as factors that influence 

impulsive buying. Meanwhile, there are still many other variables that have not 

been examined in this study, which have the potential to be factors that influence 

consumers‘ impulsive buying, such as respondents’ income, time availability, 

and gender differences. 

5.4     SUGGESTIONS FOR FUTURE RESEARCHES 

1. For future research, it is recommended to not only conduct a study that is 

limited to Indonesia, but also in other countries to get diverse findings. 

2. Future research can investigate the effect of the phenomenon of consumer 

impulse buying on live streaming applications other than TikTok. 

3. For future research, it is hoped that other factors can be used as a comparison. 

Such as the time pressure factor, sometimes consumers who are faced with 

discounts with limited time are more encouraged to make shopping transactions 

immediately before the promo ends. Money availability variables can also be 

added in future research considering that consumers with middle to upper 
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income have a higher potential to be impulsive in making purchases both online 

and live streaming. Research comparing impulsive behaviour between women 

and men can also be conducted for future research due to differences in 

perceptions between women and men, where women are usually more prone to 

making impulse purchases. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



73 

 

BIBLIOGRAPHY 

Abutabenjeh, S., & Jaradat, R. (2018). Clarification of research design, research 

methods, and research methodology: A guide for public administration 

researchers and practitioners. Teaching Public Administration, 36(3), 237–258. 

https://doi.org/10.1177/0144739418775787 

Ahdiat, A. (2024, March 19). TikTok Shop Gabung Tokopedia, Ini Jumlah 

Penggunanya. Katadata Media Network. 

https://databoks.katadata.co.id/datapublish/2024/03/19/tiktok-shop-gabung-

tokopedia-ini-jumlah-penggunanya 

Algharabat, R., Rana, N. P., Dwivedi, Y. K., Alalwan, A. A., & Qasem, Z. (2018). 

The effect of telepresence, social presence and involvement on consumer 

brand engagement: An empirical study of non-profit organizations. Journal of 

Retailing and Consumer Services, 40, 139–149. 

https://doi.org/10.1016/j.jretconser.2017.09.011 

Almahdi, M. H. (2021). Social Commerce: A Concept Explication. Lecture Notes 

in Networks and Systems, 239 LNNS, 398–404. https://doi.org/10.1007/978-3-

030-77246-8_37 

Asyraf Hasim, M., Farid Shamsudin, M., Mohd Ali, A., & Shabi, S. (n.d.). The 

Relationship between Sales Promotions and Online Impulse Buying in 

Malaysia. https://www.researchgate.net/publication/330039494 

Beatty, S. E., & Ferrell, M. E. (1998). Impulse Buying: Modeling Its Precursors. 

Bougie, R., & Sekaran, U. (2019). Research methods for business a skill-building 

approach, 8th E. (8th ed.). Wiley. 

https://bookshelf.vitalsource.com/reader/books/9781119561248/epubcfi/6/14

[%3Bvnd.vst.idref%3DAc01]!/10/2/6/10/12[c01-para 

0008]/11:84[%20st%2Cruc] 

Cai, J., Wohn, D. Y., Mittal, A., & Sureshbabu, D. (2018). Utilitarian and hedonic 

motivations for live streaming shopping. TVX 2018 - Proceedings of the 2018 

ACM International Conference on Interactive Experiences for TV and Online 

Video, 81–88. https://doi.org/10.1145/3210825.3210837 

Ceci, L. (2024). Countries with the largest TikTok audience as of January 2024 (in 

millions). https://www.statista.com/statistics/1299807/number-of-monthly-

unique-tiktok-users/ 

Changa, H. J., Eckmanb, M., & Yanb, R. N. (2011). Application of the stimulus-

organism-response model to the retail environment: The role of hedonic 

motivation in impulse buying behavior. International Review of Retail, 

 

 



74 

 

Distribution and Consumer Research, 21(3), 233–249. 

https://doi.org/10.1080/09593969.2011.578798 

Chang, H. J., Yan, R. N., & Eckman, M. (2014). Moderating effects of situational 

characteristics on impulse buying. International Journal of Retail and 

Distribution Management, 42(4), 298–314. https://doi.org/10.1108/IJRDM-

04-2013-0074 

Chen, J., Guo, Z., & Tang, Y. (2019). Research on B2C E-Commerce Business 

Model Based on System Dynamics. American Journal of Industrial and 

Business Management, 09(04), 854–874. 

https://doi.org/10.4236/ajibm.2019.94058 

Creswell, J. W., & Creswell, J. D. (2018). Research Design: Qualitative, 

Quantitative, Mixed Methods Approaches Fifth Edition. SAGE Publications, 

Inc. 

https://spada.uns.ac.id/pluginfile.php/510378/mod_resource/content/1/creswe

ll.pdf 

Cui, G., Lockee, B., & Meng, C. (2013). Building modern online social presence: 

A review of social presence theory and its instructional design implications for 

future trends. Education and Information Technologies, 18(4), 661–685. 

https://doi.org/10.1007/s10639-012-9192-1 

Derek, T. M., Pangemanan, S. S., & Tielung, M. V. . J. (2022). The Influence of 

Social Media and Sales Promotion on Impulsive Buying Behavior on Shopee 

E-Commerce on Student at Faculty of Economics and Business Sam Ratulangi 

University Manado. In Jurnal EMBA (Vol. 10, Issue 3). 

https://typeset.io/papers/the-influence-of-social-media-and-sales-promotion-

on-10mhu0me 

Ellis, G. D., Voelkl, J. E., & Morris, C. (1994). Measurement and Analysis Issues 

with Explanation of Variance in Daily Experience Using the Flow Model. 

Journal of Leisure Research, 26(4), 337–356. 

https://doi.org/10.1080/00222216.1994.11969966 

Fu, S., Chen, X., & Zheng, H. (2021). Exploring an adverse impact of smartphone 

overuse on academic performance via health issues: a stimulus-organism-

response perspective. Behaviour and Information Technology, 40(7), 663–675. 

https://doi.org/10.1080/0144929X.2020.1716848 

Fara, Q. M. & Hartono, A. (2024) The Effect of Social Presence in Live Streaming 

Shopping on TikTok Platform Users on Impulsive Buying Behavior. 

EKOMBIS REVIEW: Jurnal Ilmiah Ekonomi dan Bisnis, 12(1). 

https://doi.org/10.37676/ekombis.v12i1   

 

 



75 

 

Gantulga, U., & Dashrentsen, D. (2023). Factors Influence Impulsive Buying 

Behavior. Zeszyty Naukowe Wyższej Szkoły Humanitas Zarządzanie, 24(1), 9–

25. https://doi.org/10.5604/01.3001.0053.4041 

Gao, H., Chen, X., Gao, H., & Yu, B. (2022). Understanding Chinese Consumers’ 

Livestreaming Impulsive Buying: An Stimulus-Organism-Response 

Perspective and the Mediating Role of Emotions and Zhong Yong Tendency. 

Frontiers in Psychology, 13. https://doi.org/10.3389/fpsyg.2022.881294 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. 

Journal of Marketing Theory and Practice, 19(2), 139–152. 

https://doi.org/10.2753/MTP1069-6679190202 

Hair, J. F., Tomas, G., Hult, M., Ringle, C. M., & Sarstedt, M. (2022). A Primer on 

Partial Least Squares Structural Equation Modeling (PLS-SEM). 

https://www.researchgate.net/publication/354331182 

Hair Jr, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate 

Data Analysis Seventh Edition (7th ed.). Pearson Prentice Hall. 

https://www.drnishikantjha.com/papersCollection/Multivariate%20Data%20

Analysis.pdf 

Hardani MSi, A., Ustiawaty, J., & Juliana Sukmana, D. (2020). Buku Metode 

Penelitian Kualitatif & Kuantitatif. 

https://www.researchgate.net/publication/340021548 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing 

discriminant validity in variance-based structural equation modeling. Journal 

of the Academy of Marketing Science, 43(1), 115–135. 

https://doi.org/10.1007/s11747-014-0403-8 

Howe, S. (2024, April 24). Social Media Statistics for Indonesia [Updated 2024]. 

Meltwater. https://www.meltwater.com/en/blog/social-media-statistics-

indonesia 

Hsu, C. E., Raj, Y. S., & Sandy, B. (2021). Music streaming characteristics and 

emotional consumption as determinants of consumer satisfactions and 

intention to purchase. Contemporary Management Research, 17(3), 157–188. 

https://doi.org/10.7903/cmr.20647 

Huo, C., Wang, X., Sadiq, M. W., & Pang, M. (2023). Exploring Factors Affecting 

Consumer’s Impulse Buying Behavior in Live-Streaming Shopping: An 

Interactive Research Based Upon SOR Model. SAGE Open, 13(2), 

215824402311726. https://doi.org/10.1177/21582440231172678 

 

 



76 

 

Jacoby, J. (2002). Stimulus‐Organism‐Response Reconsidered: An Evolutionary 

Step in Modeling (Consumer) Behavior. Journal of Consumer Psychology, 

12(1), 51–57. https://doi.org/10.1207/s15327663jcp1201_05 

Jamieson, S. (2024). Rensis Likert. American Social Scientist. . In The Editors of 

Encyclopedia Britannica. https://www.britannica.com/biography/Rensis-

Likert 

Kalekar, J., & Babar, T. (2022). Oops! I bought it! An Attempt to Control the 

Impulsive Buying Behavior. Proceedings of the 13th Indian Conference on 

Human-Computer Interaction, 73–78. 

https://doi.org/10.1145/3570211.3570218 

Kemp, S. (2024, February 21). Digital 2024: Indonesia. Data Reportal. 

https://datareportal.com/reports/digital-2024-indonesia 

Kotler, P., & Armstrong, G. (2018). Principles of Marketing, 17th GLOBAL Edition 

(17th ed.). Pearson. 

https://opac.atmaluhur.ac.id/uploaded_files/temporary/DigitalCollection/odlj

y2e4odiyodvizjfkodgznduxywzlnwfhzmy2mge5mdc0zdvmyw==.pdf 

Kumar, S., Dhir, A., Talwar, S., Chakraborty, D., & Kaur, P. (2021). What drives 

brand love for natural products? The moderating role of household size. 

Journal of Retailing and Consumer Services, 58. 

https://doi.org/10.1016/j.jretconser.2020.102329 

Kusumawidjaya, E., Wijaya, V., & Oktavio, A. (2020). Impulsive Buying Behavior 

in Mobile Apps Online Travel Agent (OTA) Users: The Role of Apps 

Browsing and Sales Promotion. International Conference on Business and 

Management of Technology, 1. https://doi.org/10.47494/pbft.2021.1.4 

Lim, J. S., Choe, M. J., Zhang, J., & Noh, G. Y. (2020). The role of wishful 

identification, emotional engagement, and parasocial relationships in repeated 

viewing of live-streaming games: A social cognitive theory perspective. 

Computers in Human Behavior, 108. 

https://doi.org/10.1016/j.chb.2020.106327 

Liu, X., Zhang, L., & Chen, Q. (2022). The effects of tourism e-commerce live 

streaming features on consumer purchase intention: The mediating roles of 

flow experience and trust. Frontiers in Psychology, 13. 

https://doi.org/10.3389/fpsyg.2022.995129 

Liu, Y., Li, Q., Edu, T., Fam, K., Zaharia, R., & Negricea, C. (2023). Mobile social 

commerce content, consumer emotions and behaviour. International Journal 

of Consumer Studies, 47(4), 1315–1334. https://doi.org/10.1111/ijcs.12908 

 

 



77 

 

Lou, L., Jiao, Y., Jo, M. S., & Koh, J. (2022). How do popularity cues drive impulse 

purchase in live streaming commerce? The moderating role of perceived 

power. Frontiers in Psychology, 13. 

https://doi.org/10.3389/fpsyg.2022.948634 

Lowenthal, P. R., & Snelson, C. (2017). In search of a better understanding of social 

presence: an investigation into how researchers define social presence. 

Distance Education, 38(2), 141–159. 

https://doi.org/10.1080/01587919.2017.1324727 

Ming, J., Jianqiu, Z., & Bilal, M. (2021). How social presence influences impulse 

buying behavior in live streaming commerce? The role of S-O-R theory. 

International Journal of Web Information Systems, 17(4), 300-320. 

https://www.emerald.com/insight/content/doi/10.1108/IJWIS-02-2021-

0012/full/html  

Ma, L., Gao, S., & Zhang, X. (2022). How to Use Live Streaming to Improve 

Consumer Purchase Intentions: Evidence from China. Sustainability 

(Switzerland), 14(2). https://doi.org/10.3390/su14021045 

Mehrabian, A., & Russel, J. A. (1974). An Approach to Environmental Psychology. 

Cambridge, MA: MIT Press. https://psycnet.apa.org/record/1974-22049-000 

Merritt, K., & Zhao, S. (2022). The Power of Live Stream Commerce: A Case Study 

of How Live Stream Commerce Can Be Utilised in the Traditional British 

Retailing Sector. Journal of Open Innovation: Technology, Market, and 

Complexity, 8(2), 71. https://doi.org/10.3390/joitmc8020071 

Myung Ja, K., Choong Ki, L., & Timothy, J. (2020). Exploring Consumer Behavior 

in Virtual Reality Tourism Using an Extended Stimulus-Organism-Response 

Model. Journal of Travel Research, 59(1), 69–89. 

https://doi.org/10.1177/0047287518818915 

Perez-Vega, R., Kaartemo, V., Lages, C. R., Borghei Razavi, N., & Männistö, J. 

(2021). Reshaping the contexts of online customer engagement behavior via 

artificial intelligence: A conceptual framework. Journal of Business Research, 

129, 902–910. https://doi.org/10.1016/j.jbusres.2020.11.002 

Refasa, G. S. A., Heriyadi, Purmono, B. B., Barkah, & Malini, H. (2023). Do 

TikTok Discounts Livestream Triggers Gen Z Impulse Buying Behavior. 

International Journal of Scientific Research and Management, 11(01), 4439–

4449. https://doi.org/10.18535/ijsrm/v11i01.em04 

Ringle, C. M., Wende, S., Becker, & Jan-Michael. (2024). Discriminant Validity 

Assessment and Heterotrait-monotrait Ratio of Correlations (HTMT). 

SmartPLS 4. Bönningstedt: SmartPLS. . 

 

 



78 

 

https://www.smartpls.com/documentation/algorithms-and-

techniques/discriminant-validity-assessment/ 

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2021). Partial Least Squares Structural 

Equation Modeling. In Handbook of Market Research (pp. 1–47). Springer 

International Publishing. https://doi.org/10.1007/978-3-319-05542-8_15-2 

Sharma, M. K. (2022). Sales Promotion. In Pharma Marketing Management. Kaav 

Publications, Delhi, India. 

https://doi.org/10.52458/9789391842666.nsp2022.eb.asu.ch15 

Short, J., Williams, E., & Christie, B. (1976). The Social Psychology of 

Telecommunications. Wiley. 

Statista. (2024, March 28). Total number of e-commerce users of selected countries 

in Southeast Asia from 2024 to 2029. Statista Research Department. 

https://www.statista.com/forecasts/1348840/southest-asia-total-e-commerce-

users-by-country 

Stern, H. (n.d.). The Significance of Impulse Buying Today. 

Sugiyono. (2013). Metode Penelitian Kuantitatif, Kualitatif, Dan R&D. Alfabeta, 

Cv. https://www.scribd.com/document/391327717/Buku-Metode-Penelitian-

Sugiyono 

Sugiyono. (2020). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. 

https://anyflip.com/xobw/rfpq/basic 

Sultan, P., Wong, H. Y., & Azam, M. S. (2021). How perceived communication 

source and food value stimulate purchase intention of organic food: An 

examination of the stimulus-organism-response (SOR) model. Journal of 

Cleaner Production, 312. https://doi.org/10.1016/j.jclepro.2021.127807 

Sun, J., Chen, P. J., Ren, L., Shih, E. H. W., Ma, C., Wang, H., & Ha, N. H. (2021). 

Place attachment to pseudo establishments: An application of the stimulus-

organism-response paradigm to themed hotels. Journal of Business Research, 

129, 484–494. https://doi.org/10.1016/j.jbusres.2020.10.005 

Sun, Y., Shao, X., Li, X., Guo, Y., & Nie, K. (2019). How live streaming influences 

purchase intentions in social commerce: An IT affordance perspective. 

Electronic Commerce Research and Applications, 37, 100886. 

https://doi.org/10.1016/j.elerap.2019.100886 

Syifa. (2024, February 1). APJII: Indonesia internet users attain 221.5 million 

people. Heaptalk. https://heaptalk.com/insight/apjii-indonesia-internet-users-

attain-221-5-million-people/ 

 

 



79 

 

Tan, C. C., Praditmon, W., Pattanadeekul, A., & Chimwan, S. (2019). Intercepting 

Stimulus-Organism-Response Model, Theory of Planned Behavior and 

Theory of Expectancy Confirmation in the Study of Smartphone Consumer 

Behavior: A Thai University Student Perspective. In Asia Pacific Journal of 

Religions and Cultures (Vol. 3, Issue 2). https://so06.tci-

thaijo.org/index.php/ajrc/article/view/242045/164430 

Tanner, J., & Raymond, M. A. (2012). Marketing Principles v. 2.0: Vol. 2.0. 

Creative Commons. http://lardbucket.org 

Tian, H., Siddik, A. B., & Masukujjaman, M. (2022). Factors Affecting the 

Repurchase Intention of Organic Tea among Millennial Consumers: An 

Empirical Study. Behavioral Sciences, 12(2). 

https://doi.org/10.3390/bs12020050 

Vidyanata, D. (2022). Stimulus-Organism-Response (S-O-R) Model Application in 

Examining The Influence of Social Media Marketing on Purchase Decisions 

In The Healthcare Industry: The Mediating Role of Brand Trust. Jurnal 

Aplikasi Manajemen, 20(3). https://doi.org/10.21776/ub.jam.2022.020.03.14 

Waytz, A. (2019, June 5). When Customers Want to See the Human Behind the 

Product. Harvard Business Review. 

Wongkitrungrueng, Dehouche, N., & Assarut, N. (2020). Live streaming commerce 

from the sellers’ perspective: implications for online relationship marketing. 

Journal of Marketing Management, 36((5-6)), 488–518. 

Wu, I. L., Chen, K. W., & Chiu, M. L. (2016). Defining key drivers of online 

impulse purchasing: A perspective of both impulse shoppers and system users. 

International Journal of Information Management, 36(3), 284–296. 

https://doi.org/10.1016/j.ijinfomgt.2015.11.015 

Wu, S., Wong, I. A., & Lin, Z. (CJ). (2021). Understanding the role of atmospheric 

cues of travel apps: A synthesis between media richness and stimulus–

organism–response theory. Journal of Hospitality and Tourism Management, 

49, 226–234. https://doi.org/10.1016/j.jhtm.2021.09.014 

Wu, Y., Xin, L., Li, D., Yu, J., & Guo, J. (2021). How does scarcity promotion lead 

to impulse purchase in the online market? A field experiment. Information and 

Management, 58(1). https://doi.org/10.1016/j.im.2020.103283 

Xu, Y., & Huang, J. S. (2014). Effects of price discounts and bonus packs on online 

impulse buying. Social Behavior and Personality, 42(8), 1293–1302. 

https://doi.org/10.2224/sbp.2014.42.8.1293 

Yang, Y. (2021). Research on the Impact of Live Video Streaming on Customers’ 

Consumption Behavior and Intention. 

 

 



80 

 

Zhang, M., & Shi, G. (2022). Consumers’ Impulsive Buying Behavior in Online 

Shopping Based on the Influence of Social Presence. Computational 

Intelligence and Neuroscience, 2022. https://doi.org/10.1155/2022/6794729 

Zhang, X., Cheng, X., & Huang, X. (2023). “Oh, My God, Buy It!” Investigating 

Impulse Buying Behavior in Live Streaming Commerce. International 

Journal of Human–Computer Interaction, 39(12), 2436–2449. 

https://doi.org/10.1080/10447318.2022.2076773 

Zhu, L., Li, H., Wang, F. K., He, W., & Tian, Z. (2020). How online reviews affect 

purchase intention: a new model based on the stimulus-organism-response (S-

O-R) framework. Aslib Journal of Information Management, 72(4), 463–488. 

https://doi.org/10.1108/AJIM-11-2019-0308 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



81 

 

APPENDIX 

Appendix 1 Draft of Questionnaire 

Section 1 of 8 

Responden yang terhormat, 

Perkenalkan, saya Monica Angela, mahasiswa S1 program studi International 

Business Management Program Fakultas Bisnis dan Ekonomika Universitas 

Atma Jaya Yogyakarta. 

Saat ini saya sedang melakukan penelitian yang berjudul "Pengaruh 

Kehadiran Sosial dan Promosi Penjualan terhadap Perilaku Pembelian 

Impulsif Konsumen pada TikTok Live Streaming Shopping melalui 

Mediasi Flow Experience: Penelitian Berdasarkan Model Stimulus-

Organisme-Respon". 

Kriteria responden yang saya butuhkan adalah: 

1. Pernah menonton TikTok Live Streaming dalam kurun waktu tiga bulan 

terakhir 

2. Pernah berbelanja di TikTok Live Streaming dalam kurun waktu tiga bulan 

terakhir 

Jika Anda termasuk dalam kriteria responden yang saya sebutkan, saya minta 

dukungan dan kesediaannya untuk meluangkan waktu sekitar 3-5 menit untuk 

mengisi kuesioner saya. Seluruh informasi yang Anda berikan dalam 

kuesioner ini dijaga kerahasiaannya dan hanya digunakan untuk 

kepentingan penelitian. Besar harapan saya kepada Saudara/i untuk 

memberikan jawaban sesuai dengan pengalaman sebenarnya agar skripsi saya 

dapat berkontribusi dengan pengetahuan baru pada bidang perilaku konsumen. 

Terima kasih atas ketersediaan Saudara/i untuk mengisi kuesioner dan 

berpartisipasi dalam penelitian ini.   

Apabila ada pertanyaan, silahkan menghubungi: 
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WhatsApp: 081378986596 

E-mail: 201225567@students.uajy.ac.id / angelaacinom@gmail.com 

Terima kasih dan Tuhan memberkati! 

Hormat saya,  

Monica Angela. 

Link: 

https://docs.google.com/forms/d/e/1FAIpQLSff4huiJKarLQFbK3QuEy6BSo

VkYxzDzPOPNAyctrXFCgGfVQ/closedform 
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Filter Question 1 

1. Apakah Anda pernah menonton TikTok Live Streaming dalam kurun 

waktu tiga bulan terakhir? 

 

o Pernah     

 

 

 

 

 

 

 

 

                                                                      

o Tidak  (MOHON MAAF (˶°ㅁ°) !!) 
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Section 2 of 8 

Filter Question 2 

1. Apakah Anda pernah berbelanja di TikTok Live Streaming dalam kurun 

waktu tiga bulan terakhir? 

 

o Pernah     

 

 

 

 

 

 

 

 

                                                                      

o Tidak  (MOHON MAAF (˶°ㅁ°) !!) 
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Section 3 of 8 

 

SOCIAL PRESENCE (KEHADIRAN SOSIAL) 

 

Kehadiran sosial terjadi ketika pelanggan dan penjual berinteraksi secara terus 

menerus sehingga mereka bisa merasakan kehadiran satu sama lain, hal ini 

kemudian akan membangun hubungan sosial secara bertahap, yang disebut 

sebagai kehadiran sosial (Ma et al., 2022). 

 

 

 

 

 

 

 

 

 

KUESIONER SOCIAL PRESENCE 

Kuesioner ini diukur menggunakan skala perhitungan 1-5 dengan penjelasan di 

bawah ini: 

1 : Sangat Tidak Setuju 2 : Tidak Setuju 

3 : Netral 

4 : Setuju 

5 : Sangat Setuju 
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1. Saya seakan-akan berinteraksi langsung dengan penjual saat menonton 

TikTok live streaming. 

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju  

2. Saya merasa seolah-olah penjual di TikTok live streaming berbicara 

langsung kepada saya. 

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju  

3. Saat berbelanja di TikTok live streaming, saya merasa keberadaan penjual 

terasa nyata, seperti membeli langsung di toko. 

Sangat Tidak Setuju 

o 1 

o 2 
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o 3 

o 4 

o 5 

Sangat Setuju  

4. Saat berbelanja di TikTok live streaming, penjual berbicara langsung dengan 

saya, sehingga saya merasa terhubung dan terlibat di dalamnya. 

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju  

5. Saya merasakan kehangatan saat berinteraksi dengan penjual di TikTok live 

streaming. (Penjual peduli dengan keberadaan Anda, bersikap ramah, serta 

berusaha membuat Anda merasa nyaman dan senang selama live streaming). 

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju  
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Section 4 of 8  

SALES PROMOTION (PROMOSI PENJUALAN) 

Diskon untuk produk tertentu dan penawaran paket bundling edisi terbatas yang 

hanya tersedia selama live streaming adalah beberapa contoh promosi 

penjualan konsumen yang efektif dan diterapkan oleh pedagang live 

streaming (Sharma, 2022). 

 

 

 

 

 

 

 

 

KUESIONER SALES PROMOTION 

Kuesioner ini diukur menggunakan skala perhitungan 1-5 dengan penjelasan di 

bawah ini: 

1 : Sangat Tidak Setuju 

2 : Tidak Setuju 

3 : Netral 

4 : Setuju 

5 : Sangat Setuju 
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1. Saya sering mendapatkan diskon dan harga spesial saat belanja di TikTok live 

streaming. 

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju  

2. Produk yang dijual di TikTok live streaming sering ditawarkan 

dalam bundling (menggabungkan beberapa produk dan dijual sebagai satu unit 

dalam satu harga). 

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju  

3. Saya merasa bangga dapat membeli produk di TikTok live streaming dengan 

harga diskon/harga spesial.atu harga). 

Sangat Tidak Setuju 

o 1 

o 2 
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o 3 

o 4 

o 5 

Sangat Setuju  

4. Saya menikmati membeli produk di TikTok live streaming dengan harga 

diskon/harga spesial. 

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju   
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Section 5 of 8  

FLOW EXPERIENCE 

Flow experience adalah kondisi di mana orang benar-benar hanyut dan fokus 

dengan aktivitas yang sedang mereka nikmati dan mulai melupakan waktu dan 

segala sesuatu di sekitar mereka (Ellis et al., 1994). 

 

 

 

 

 

 

KUESIONER FLOW EXPERIENCE 

Kuesioner ini diukur menggunakan skala perhitungan 1-5 dengan penjelasan di 

bawah ini: 

1 : Sangat Tidak Setuju 

2 : Tidak Setuju 

3 : Netral 

4 : Setuju 

5 : Sangat Setuju 
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1. Menonton TikTok live streaming sangat menyenangkan bagi saya. 

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju  

2. Menonton TikTok live streaming sangat menghibur bagi saya. 

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju  

3. Menurut saya, berbelanja di TikTok live streaming caranya mudah 

(sederhana) dan nyaman.  

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 
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o 5 

Sangat Setuju  

4. Menonton TikTok live streaming, menginspirasi saya untuk melakukan 

sesuatu. 

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju  

5. Ketika menonton TikTok live streaming, saya tidak menyadari adanya 

gangguan.   

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju  

6. Ketika menonton TikTok live streaming, perhatian saya terfokus di 

TikTok live streaming. 

Sangat Tidak Setuju 

 

 



94 

 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju  
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Section 6 of 8  

IMPULSIVE BUYING BEHAVIOR 

Pembelian impulsif adalah pembelian yang tidak terencana dan spontan yang 

dipicu oleh rangsangan lingkungan dan disertai dengan sensasi gembira dan 

senang yang intens (Wu et al., 2016). 

 

 

 

 

 

 

 

 

 

 

KUESIONER IMPULSIVE BUYING BEHAVIOR 

Kuesioner ini diukur menggunakan skala perhitungan 1-5 dengan penjelasan di 

bawah ini: 

1 : Sangat Tidak Setuju 

2 : Tidak Setuju 

3 : Netral 

4 : Setuju 

5 : Sangat Setuju 
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1. Terkadang saya merasa ingin membeli sesuatu secara tiba-tiba di TikTok live 

streaming.  

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju  

2. Saya sering membeli barang di TikTok live streaming tanpa berpikir panjang. 

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju  

3. Terkadang saya agak sembrono dengan apa yang saya beli di TikTok live 

streaming. 

Sangat Tidak Setuju 

o 1 

o 2 

o 3 
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o 4 

o 5 

Sangat Setuju  

4. Saya membeli sesuatu di luar rencana saat menonton TikTok live streaming. 

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju  

5. Saya adalah orang yang melakukan pembelian tidak terencana di TikTok live 

streaming. 

Sangat Tidak Setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat Setuju  
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Section 7 of 8  

DATA RESPONDEN 

Data yang Anda berikan dalam kuesioner ini dijaga kerahasiaannya dan hanya 

digunakan untuk kepentingan penelitian. 

1. Jenis Kelamin 

o Laki-laki 

  

o Perempuan 

 

2. Umur (tahun) 

o <18 

o 18-25 

o 26-35 

o 36-45 
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o >45 

3. Pekerjaan 

o Pelajar/Mahasiswa 

o Karyawan Swasta 

o PNS 

o Wiraswasta 

o Ibu Rumah Tangga 

o Lainnya 

4. Penghasilan / Uang Saku 

o ≤ Rp 1,000,000 

o Rp 1,000,001 - Rp 3,000,000 

o Rp 3,000,001 - Rp 5,000,000 

o Rp 5,000,001 - Rp 7,000,000 

o > Rp 7,000,000 

5. Rata-rata Pengeluaran untuk Berbelanja melalui TikTok LIVE shopping 

o < Rp 300,000 

o Rp 300,001 - Rp 500,000 

o Rp 500,001 - Rp 1,000,000 

o Rp 1,000,001 - Rp 1,500,000 

o Rp 1,500,001 - Rp 2,000,000 

o > Rp 2,000,000 

 

 



100 

 

HOREEE ٩(ˊᗜˋ*)و ♡! Anda sudah sampai di penghujung kuesioner. Tekan 

tombol SUBMIT / KIRIM, agar jawaban Anda yang berharga dapat sampai 

kepada Saya!  

"Orang baik akan dikelilingi oleh orang baik lainnya, banyak kebaikan menanti 

Anda di masa depan" ⸜(｡˃ ᵕ ˂ )⸝♡ ε(´｡•᎑•`)っ 💕 

P.S. Anda bisa meninggalkan pesan semangat untuk penulis jika 

berkenan (੭˃ᴗ˂)੭ 

Pesan Semangat untuk Penulis ദ്ദി ༎  ຶ ‿༎  ຶ  )  
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SECTION 8 OF 8  

MOHON MAAF ( ˶°ㅁ°) !! 

Mohon maaf, namun berdasarkan jawaban yang Anda pilih, Anda belum 

memenuhi syarat untuk menjadi responden dalam penelitian ini. Tetapi saya 

sangat mengapresiasi apabila Anda berkenan untuk membagikan kuesioner ini 

kepada rekan yang memenuhi kriteria penelitian. Terima kasih banyak atas 

antusiasmenya  

ᕙ( •̀ ᗜ •́ )ᕗ 
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Appendix 2 Prove of Submission from Respondents 
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Continue – Prove of Submission from Respondents 
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Appendix 3 SmartPLS 4 (Data Processing) 

Variable Indicator Data 
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Continue – First Outer Model  
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Continue – First Outer Model  
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Continue – Second Outer Model  
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Continue – Second Outer Model  
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Continue – Inner Model  
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Continue – Bootstrapping Method 
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Appendix 4 Spreading the Questionnaire 
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Appendix 5 Raw Data 
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Continue – Raw Data 
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Continue – Raw Data 
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Continue – Raw Data 
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Continue – Raw Data 
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Continue – Raw Data 

 

 

 


