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ABSTRAK

RISKA NUR KHAULA, 21042010077, PENGARUH AFFILIATE
MARKETING, LIVE SHOPPING, DAN PRICE DISCOUNT TERHADAP
IMPULSE BUYING PRODUK HANASUI DI E-COMMERCE SHOPEE
(Studi Pada Generasi Z di Surabaya)

Perkembangan teknologi digital memudahkan aktivitas manusia dalam transaksi
jual-beli yang mendorong perubahan signifikan dalam perilaku konsumen,
khususnya dalam kegiatan berbelanja secara online. Generasi Z sebagai pengguna
aktif e-commerce menunjukkan kecenderungan impulse buying yang tinggi,
terutama dalam pembelian produk skincare. Tujuan penelitian untuk menganalisis
apakah ada pengaruh dari affiliate marketing, live shopping, dan price discount
terhadap impulse buying produk Hanasui di Shopee. Metode yang digunakan
termasuk dalam kuantitatif dengan penelitian asosiatif kausal. Populasi yang
digunakan pada penelitian ini adalah followers pada Hanasui Official Shop di
Shopee dengan responden sebanyak 96. Teknik penarikan sampel menggunakan
non-probability sampling yang termasuk ke dalam purposive sampling.
Berdasarkan hasil penelitian disimpulkan secara simultan, affiliate marketing, live
shopping, dan price discount memiliki pengaruh yang signifikan pada variabel
impulse buying. Secara parsial, affiliate marketing dan live shopping terbukti
signifikan positif mempengaruhi impulse buying, sedangkan variabel price discount
terbukti tidak berpengaruh. Temuan ini membuktikan bahwa dengan strategi
pemasaran digital yang tepat dapat meningkatkan tindakan impulse buying
konsumen.

Kata kunci: Impulse buying; Affiliate marketing, Live shopping; Price discount
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ABSTRACT

RISKA NUR KHAULA, 21042010077, THE INFLUENCE OF AFFILIATE
MARKETING, LIVE SHOPPING, AND PRICE DISCOUNTS ON IMPULSE
BUYING OF HANASUI PRODUCTS ON SHOPEE E-COMMERCE

(Study on Generation Z in Surabaya)

The development of digital technology has facilitated human activities in buying
and selling transactions, leading to significant changes in consumer behavior,
particularly in online shopping. Generation Z, as active users of e-commerce,
demonstrates a high tendency for impulse buying, especially in the purchase of
skincare products. The aim of this study is to analyze whether affiliate marketing,
live shopping, and price discounts have an influence on impulse buying of Hanasui
products on Shopee. The method used is quantitative with a causal associative
research design. The population in this study consists of followers of the Hanasui
Official Shop on Shopee, with a total of 96 respondents. The sampling technique
used is non-probability sampling, specifically purposive sampling. Based on the
research findings, it is concluded that affiliate marketing, live shopping, and price
discounts simultaneously have a significant effect on impulse buying behavior.
Partially, affiliate marketing and live shopping are proven to have a significantly
positive influence on impulse buying, while the price discount variable is found to
have no effect. These findings demonstrate that the right digital marketing
strategies can enhance consumers impulse buying.

Keywords : Impulse buying, Affiliate marketing, Live shopping, Price discount
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