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ABSTRACT

This study aims to analyze the effect of live streaming and sales promotion on
impulsive buying with customer trust as a mediating variable among Generation Z TikTok
Shop users in Malang. This research uses a quantitative approach with an explanatory
research method, involving 200 respondents selected through purposive sampling. Data
analysis was conducted using Partial Least Squares—Structural Equation Modeling (PLS-
SEM) with the assistance of SmartPLS 4.0. The results show that live streaming and sales
promotion have a positive and significant effect on impulsive buying, while customer trust
also has a positive and significant effect on impulsive buying and is proven to mediate the
relationship between live streaming and sales promotion on impulsive buying. These
findings indicate that interactive marketing strategies, supported by customer trust, can
increase the tendency for impulsive buying on digital platforms.

Keywords — Live Streaming, Sales Promotion, Customer Trust, Impulsive Buying,
Generation Z
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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh live streaming dan sales
promotion terhadap impulsive buying dengan customer trust sebagai variabel mediasi pada
pelanggan Generasi Z pengguna TikTok Shop di Kota Malang. Penelitian ini menggunakan
pendekatan kuantitatif dengan metode explanatory research, dengan jumlah sampel
sebanyak 200 responden yang ditentukan melalui teknik purposive sampling. Analisis data
menggunakan Partial Least Squares-Structural Equation Modeling (PLS-SEM) dengan
bantuan SmartPLS 4.0. Hasil penelitian menunjukkan bahwa live streaming dan sales
promotion berpengaruh positif dan signifikan terhadap impulsive buying, serta customer
trust juga berpengaruh positif dan signifikan terhadap impulsive buying dan mampu
memediasi pengaruh live streaming dan sales promotion terhadap impulsive buying.
Temuan ini menunjukkan bahwa strategi pemasaran yang interaktif serta didukung oleh
kepercayaan pelanggan dapat meningkatkan kecenderungan pembelian impulsif pada
platform digital.

Kata Kunci — Live Streaming, Sales Promotion, Customer Trust, Impulsive Buying,
Generasi Z
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