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ABSTRAK

Penerapan fitur live streaming dalam platform e-commerce membawa perubahan
dalam pola interaksi konsumen dengan merek serta proses pengambilan keputusan
pembelian, terutama pada Generasi Z yang aktif menggunakan media sosial.
Penelitian ini bertujuan untuk mengkaji pengaruh Live streaming commerce,
Customer Engagement, dan Entertainment value terhadap Impulse Buying
Generasi Z pada Jiniso Official di Tik Tok Shop. Metode penelitian yang digunakan
adalah kuantitatif dengan pengumpulan data melalui kuesioner yang diberikan
kepada 100 mahasiswa Universitas Wijaya Kusuma Surabaya sebagai responden,
yang ditentukan menggunakan teknik purposive sampling. Data penelitian
dianalisis dengan analisis regresi linear berganda menggunakan bantuan program
SPSS. Hasil analisis menunjukkan bahwa Live streaming commerce, Customer
Engagement, dan Entertainment value memiliki pengaruh positif dan signifikan
terhadap Impulse Buying, baik secara parsial maupun secara simultan. Kesimpulan
dari penelitian ini menegaskan bahwa ketiga variabel tersebut berperan penting
dalam mendorong terjadinya perilaku pembelian impulsif pada Generasi Z melalui
aktivitas live streaming di Tik Tok Shop.

Kata Kunci: Live streaming commerce, Customer Engagement, Entertainment
Value, Impulse Buying, Generasi Z
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ABSTRACT

The implementation of live streaming features on e-commerce platforms has
brought changes in the patterns of consumer interaction with brands as well as in
purchasing decision-making processes, particularly among Generation Z who are
active users of social media. This study aims to examine the effect of Live streaming
commerce, Customer Engagement, and Entertainment value on Impulse Buying
among Generation Z at Jiniso Official on TikTok Shop. This research employs a
quantitative method with data collection conducted through questionnaires
distributed to 100 students of Universitas Wijaya Kusuma Surabaya as respondents,
selected using a purposive sampling technique. The data were analyzed using
multiple linear regression analysis with the assistance of the SPSS program. The
results indicate that Live streaming commerce, Customer Engagement, and
Entertainment value have a positive and significant effect on Impulse Buying, both
partially and simultaneously. The conclusion of this study confirms that these three
variables play an important role in encouraging impulsive purchasing behavior
among Generation Z through live streaming activities on TikTok Shop.

Keywords: Live streaming commerce, Customer Engagement, Entertainment
Value, Impulse Buying, Generation Z
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