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ABSTRAKSI

Penelitian ini menganalisis hubungan antara terpaan live streaming shopping
TikTok pada brand fashion lokal, Ecinos, dengan perilaku impulse buying pada
generasi Z sebagai digital natives yang mendominasi penggunaan media sosial dan
e-commerce. Analisis dalam penelitian ini ditinjau menggunakan model AIDA
(attention, interest, desire, action). Penelitian ini menggunakan pendekatan
kuantitatif dengan metode survei yang disebarkan ke 100 responden yang berusia
14 hingga 29 tahun dan mengikuti serta pernah menonton /ive shopping akun
TikTok (@ecinos.id setidaknya 1 kali. Hasil penelitian menunjukkan bahwa adanya
hubungan yang signifikan antara terpaan live streaming shopping dengan perilaku
impulse buying pada generasi Z. Timbulnya perilaku pembelian impulsif terjadi
karena didorong oleh berbagai faktor, seperti streamer attractiveness, parasocial
interaction, dan information quality hingga adanya penawaran khusus yang hanya
tersedia pada saat [live streaming shopping berlangsung. Data dianalisis
menggunakan koefisien korelasi rank spearman dan menujukkan hasil sebesar
0,688 yang berarti bahwa bahwa terdapat hubungan yang kuat antara terpaan /ive
streaming shopping TikTok @ecinos.id dengan perilaku impulse buying pada
generasi Z. Berdasarkan uji hipotesis, data menunjukkan nilai signifikansi (Sig.)
sebesar 0,000 dan thiwng sebesar 9,727 yang berarti H, ditolak dan H, diterima, yaitu
terdapat hubungan antara terpaan /ive streaming shopping dengan perilaku impulse

buying pada generasi Z.

Kata Kunci: Live Streaming Shopping, TikTok, Impulse Buying, Generasi Z
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ABSTRACT

This study analyze the correlation between exposure of TikTok live streaming
shopping of the local fashion brand Ecinos and impulse buying behavior among
Gen Z as digital natives who are dominating the use of social media and e-
commerce. The analysis in this study is reviewed using the AIDA (attention,
interest, desire, action) model. The research uses a quantitative approach and a
survey method distributed to 100 respondents aged 14 to 29 years who follow and
have watched Ecinos’ TikTok live streaming shopping at least once. The findings
indicate a significant correlation between live streaming shopping exposure and
impulse buying behavior among Gen Z. The emergences of impulse buying
behavior are driven by various factors, such as streamer attractiveness, parasocial
interaction, and information quality, also special offers that are only available on
live streaming shopping. Data analysis using Spearman's rank correlation
coefficient shows a result of 0.688, indicating a strong correlation between Ecinos’
TikTok live streaming shopping exposure and impulse buying behavior. Based on
hypothesis testing, the data shows a significance value (Sig.) of 0.000 and a t-value
0f'9.727, meaning the null hypothesis (H,) is rejected, and the alternative hypothesis
(Ha) is accepted, confirming a correlation between live streaming shopping

exposure and impulse buying behavior among Gen Z.

Keyword: Live Streaming Shopping, TikTok, Impulse Buying, Gen Z
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