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ABSTRAK

Fitur TikTok live streaming menjadi media komunikasi dua arah yang
efektif antara pembeli dan penjual dalam konteks pemasaran online. Komunikasi
persuasif menjadi kunci utama untuk memengaruhi konsumen dalam mengambil
keputusan pembelian dengan strategi tipuan. Komunikasi persuasif oleh Aost live
perlu didukung komponen kredibilitas yang tinggi karena mampu memberikan
pengaruh lebih besar pada perubahan sikap. Indikator kredibilitas yang digunakan
dalam penelitian ini adalah source credibility (keahlian, ketepercayaan, daya tarik)
dan message credibility. Perilaku impulsive buying menjadi salah satu bentuk akibat
dari perubahan sikap. Tujuan penelitian ini adalah untuk mengetahui bagaimana
komunikasi persuasif dapat menimbulkan perilaku impulsive buying pada generasi
Z. Adapun alasan penulis meneliti generasi Z karena kelompok usia tersebut
menjadi golongan yang gemar belanja on/ine. Penelitian ini menggunakan metode
deskriptif kualitatif dengan melakukan wawancara mendalam bersama sepuluh
informan. Hasil dari penelitian ini adalah 6 dari 10 informan tergolong perilaku
impulsive buying dengan pertimbangan matang (central route), dan 4 dari 10
informan tergolong perilaku impulsive buying tanpa berpikir panjang (peripheral
route) yang fokus pada hal-hal di luar pesan. Indikator source credibility yaitu
keahlian, ketepercayaan, daya tarik, dan message credibility dapat menimbulkan
perilaku impulsive buying generasi Z.

Kata kunci: Komunikasi Persuasif, Kredibilitas Live Streaming, Perilaku
Impulsive Buying

ABSTRACT

TikTok live streaming feature is an effective two-way communication
medium between buyers and sellers in the context of online marketing. Persuasive
communication is the main key to influencing consumers to make purchasing
decisions with deceptive strategies. Persuasive communication by live hosts needs
to be supported by a high credibility component because it can have a greater
influence on attitude change. The credibility indicators used in this study are source
credibility (expertise, trustworthiness, attractiveness) and message credibility.
Impulsive buying behavior is one form of consequence of attitude change. The
purpose of this research is to find out how persuasive communication can lead to
impulsive buying behavior in generation Z. The reason the author examines
generation Z is because the group of generation Z is a group of people who are in
the same age group. The reason the author examines generation Z is because this
age group is a group that likes to shop online. This research uses descriptive
qualitative method by conducting in-depth interviews with ten informants. The
results of this study are 6 out of 10 informants classified as impulsive buying
behavior with careful consideration (central route), and 4 out of 10 informants
classified as impulsive buying behavior without thinking long (peripheral route)
which focuses on things outside the message. Source credibility indicators, namely

Xi



expertise, trustworthiness, attractiveness, and message credibility can lead to
generation Z impulsive buying behavior.

Keywords: Persuasive Communication, Live Streaming Credibility, Impulsive
Buying Behavior.
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