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ABSTRAK 

Penelitian ini dilakukan bertujuan untuk menganalisis pengaruh live streaming 

selling dan diskon harga terhadap pembelian impulsif. Jenis penelitian ini adalah 

kuantitatif eksplanatori. Penelitian ini menggunakan sampel sebanyak 100 

responden konsumen Jiniso di TikTok yang diambil dengan menggunakan teknik 

purposive sampling. Analisis data menggunakan regresi linear berganda melalui 

aplikasi SPSS versi 25. Variabel utama meliputi live streaming selling, diskon 

harga, dan pembelian impulsif. Hasil penelitian yang telah dilakukan membuktikan 

bahwa live streaming selling dan diskon harga terbukti berpengaruh positif dan 

signifikan terhadap pembelian impulsif. Secara simultan, live streaming selling dan 

diskon harga terbukti berpengaruh signifikan terhadap pembelian impulsif. 

Berdasarkan nilai adjusted  𝑅2 dapat diketahui terjadinya pembelian impulsif 

konsumen dapat dijelaskan oleh variabel live streaming selling dan diskon harga 

sebesar 44%, sementara itu 56% sisanya dipengaruhi oleh faktor lain yang terdapat 

di luar penelitian.  

 

Kata kunci: Live Streaming Selling; Diskon Harga; Pembelian Impulsif 
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ABSTRACT 

This research was conducted to analyze the effects of live streaming selling and 

price discount on impulsive buying. This research employed an explanatory 

quantitative approach. This research involved 100 respondents who were Jiniso 

consumers on TikTok, selected using purposive sampling. Data was analyzed using 

multiple linear regression through SPSS version 25. The main variables in this 

research are live streaming selling, price discount, and impulsive buying. The result 

of this research revealed that both live streaming selling and price discount have 

positive and significant effects on impulsive buying. Simultaneously, live streaming 

selling and price discount were also have significant effect on impulsive buying. 

Based on the adjusted R² value, it was found that 44% of consumers' impulsive 

buying could be explained by the variables of live streaming selling and price 

discount, while the remaining 56% was influenced by other factors outside the 

scope of this research. 

 

Keywords: Live Streaming Selling; Price Discount; Impulsive Buying 
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