ABSTRACT

The emergence of trends that easily spread quickly among internet users,
makes people feel they don't want to be left behind and want to always fulfill their
desire to follow these trends, this is the forerunner of impulsive buying behavior.
This study aims to analyze the factors that cause impulsive buying behavior towards
livestream shopping through the Stimulus-Organism-Response (S-O-R) framework.

Methods of data collection are done through a questionnaire. The research
population includes the Muslim community of Central Java who have purchased
products in livestream shopping with a sample of 220 respondents. The analysis
tool used is SmartPLS 3.2.9 using the Structural Equation Modeling — Partial Least
Squares (SEM-PLS) analysis method.

The results of the analysis show that the stimulus factors which include
interpersonal interaction, discount vouchers, and flash sales have a positive and
significant effect on the perceived enjoyment of livestream shopping in the Muslim
community of Central Java. In addition, the stimulus factors in the form of
purchasing convenience, product usability, and product prices also positively and
significantly affect the perceived usefulness of livestream shopping in the Muslim
community of Central Java. As for the variables which are organisms, namely the
perceived enjoyment of livestream shopping and the perceived usefulness of
livestream shopping, both have a positive and significant effect on the impulsive
buying behavior of the Muslim community in Central Java which is the response in
this study.
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