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ABSTRACT 

The COVID-19 pandemic phenomenon that occurred in 2019 indirectly 

transformed societal behavior into a predominantly digital one, particularly in 

shopping habits. Many people started shifting to online platforms to fulfill their 

needs, including through e-commerce. This shift led to remarkable growth in the e-

commerce industry. For instance, Shopee, a highly popular e-commerce platform 

in Indonesia, continuously enhances its features to attract and engage users, 

notably through adopting the concept of "shoppertainment." Shoppertainment 

represents a novel innovation in shopping, integrating various interactions such as 

live streaming and other forms of entertainment.Shopee, through its Shopee Live 

feature, has created a more interactive shopping experience for consumers, 

allowing direct interaction with sellers and real-time product information. By 

leveraging Shopee Live, Eiger achieved a record-breaking 16-fold increase in sales 

during the peak of the Shopee 8.8 Grand Beauty & Fashion Festival campaign. This 

research aims to investigate the persuasive communication strategies and 

techniques employed by the Eiger Adventure Official Shop account during Shopee 

Live sessions. The study utilizes a qualitative approach and content analysis 

method, drawing from DeFleur and Ball-Rokeach's theory of persuasive 

communication strategies and Howell's theory of persuasive communication 

techniques.The findings indicate that during live streaming shopping activities via 

Shopee Live, the Eiger Adventure Official Shop  account utilizes psychodynamic 

persuasive communication strategies and the meaning construction approach. In 

terms of persuasive communication techniques, Eiger employs five techniques: 

putting it up to you technique, transfer technique, say it with flowers technique, 

don’t ask if, ask which technique, and reassurance technique. 

Keywords: live streaming shopping, persuasive communication, Shopee Live, Eiger. 
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ABSTRAK 

 

Fenomena pandemi COVID-19 yang berlangsung pada 2019 lalu secara 
tidak langsung telah mengubah perilaku masyarakat menjadi serba digital, termasuk 
dalam berbelanja. Banyak masyarakat mulai beralih ke platform online untuk 
membeli barang-barang kebutuhan mereka, salah satunya melalui e-commerce. Hal 
tersebut Membuat industri e-commerce mengalami pertumbuhan yang luar biasa. 
Seperti halnya e-commerce Shopee yang sangat populer di masyarakat Indonesia 
terus meningkatkan fitur-fiturnya untuk menarik dan meningkatkan penggunanya, 
yaitu dengan mengadopsi konsep belanja shoppertainment. shoppertainment 
merupakan inovasi terbaru dalam berbelanja dengan berbagai interaksi, seperti live 
streaming dan hiburan lainnya. Shopee melalui fitur Shopee Live telah menciptakan 
pengalaman belanja yang lebih interaktif bagi konsumen, karena dapat berinteraksi 
langsung dengan penjual dan memperoleh informasi produk secara real-time. 
Dengan memanfaatkan fitur Shopee Live, Eiger berhasil memecahkan rekor dengan 
mendapatkan 16 kali lipat. Peningkatan penjualan yang fantastis tersebut 
didapatkan pada puncak kampanye Shopee 8.8 Grand Beauty & Fashion Festival. 
Penelitian ini bertujuan untuk mengetahui strategi dan teknik komunikasi persuasif 
yang dilakukan akun Eiger Adventure Official Shop pada Shopee Live. Penelitian 
ini menggunakan pendekatan kualitatif dan metode analisis isi, dengan merujuk 
pada teori strategi komunikasi persuasif oleh DeFleur dan Ball-Rokeach dan teori 
teknik komunikasi persuasif oleh Howell. Hasil dari penelitian menunjukkan bahwa 
pada kegiatan live streaming shopping melalui Shopee Live akun Eiger Adventure 
Official Shop menggunakan strategi komunikasi persuasif psikodinamika dan the 
meaning construction. Sedangkan pada teknik komunikasi persuasif, Eiger 
menggunakan lima teknik yaitu teknik putting it up to you, teknik transfer, teknik 
say it with flowers, teknik don’t ask if, ask which dan teknik reassurance. 

 

Kata kunci: komunikasi persuasif, live streaming shopping, Shopee Live, 

Eiger. 

 

 


