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ABSTRAKSI 

 

Agustin Nur Awaliah, 21042010110, Pengaruh Live Streaming, Flash Sale, dan 

Customer Trust Terhadap Impulse Buying (Studi pada Konsumen yang 

Membeli Produk Kosmetik Glad2Glow Perfect Cover Cushion pada Aplikasi 

Shopee di Sidoarjo) 

Perkembangan teknologi digital telah mengubah perilaku konsumen, dari belanja 

tradisional menuju belanja online. Shopee sebagai platform e-commerce terkemuka 

di Asia Tenggara mengalami peningkatan kunjungan signifikan sejak tahun 2021. 

Strategi seperti live streaming dan flash sale kerap dimanfaatkan pelaku bisnis, 

termasuk merek kosmetik Glad2glow, untuk menarik konsumen dan memicu 

pembelian impulsif. Penelitian ini bertujuan menganalisis pengaruh live streaming, 

flash sale, dan customer trust terhadap impulsive buying konsumen produk 

Glad2glow Perfect Cover Cushion di Shopee. Penelitian ini menggunakan 

pendekatan kuantitatif dengan metode pengumpulan data secara survei online 

dengan menyebarkan kuesioner. Sampel pada penelitian ini sebanyak 110 

responden pengguna Shopee yang berdomisili di Sidoarjo. Analisis data dilakukan 

menggunakan SPSS versi 30. Hasil penelitian menunjukkan bahwa secara simultan 

ketiga variabel berpengaruh signifikan terhadap impulsive buying. Namun, secara 

parsial hanya flash sale yang berpengaruh signifikan, sedangkan live streaming dan 

customer trust tidak. Temuan ini menunjukkan pentingnya promosi berbatas waktu 

dalam mendorong pembelian impulsif di e-commerce. 

Kata kunci: live streaming, flash sale, customer trust, Impulse buying, Shopee. 
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ABSTRACT 

 

Agustin Nur Awaliah, 21042010110, The Influence of Live Streaming, Flash 

Sale, and Customer Trust on Impulse Buying (A Study on Consumers 

Purchasing Glad2Glow Perfect Cover Cushion Cosmetic Products via the Shopee 

Application in Sidoarjo) 

The development of digital technology has transformed consumer behavior from 

traditional shopping to online shopping. Shopee, as a leading e-commerce platform 

in Southeast Asia, has experienced a significant increase in traffic since 2021. 

Strategies such as live streaming and flash sales are often utilized by businesses, 

including the cosmetic brand Glad2glow, to attract consumers and trigger impulse 

buying. This study aims to analyze the influence of live streaming, flash sales, and 

customer trust on the impulse buying behavior of consumers purchasing Glad2glow 

Perfect Cover Cushion products on Shopee. This research uses a quantitative 

approach with data collected through an online survey by distributing 

questionnaires. The sample consisted of 110 Shopee users residing in Sidoarjo. 

Data analysis was carried out using SPSS version 30. The results show that 

simultaneously, the three variables have a significant influence on impulse buying. 

However, partially, only flash sales have a significant effect, while live streaming 

and customer trust do not. These findings highlight the importance of time-limited 

promotions in driving impulse buying in e-commerce. 

Keywords: live streaming, flash sale, customer trust, Impulse buying, Shopee. 


